Entered as second-class matter Jan. 6, 1932, at 


the post office Chicago, IL, 


under the act 


of March 3, 1879. 


Copyright, 1952, 


Advertising Age & 


by Advertising Publications, Inc 


April 21, 1952 
Volume 23 - Number 16 


15 Cents a whe ¢ $3 a Year 


200 E. Illinois St. * DE. 7-1336 
NEW YORK 17 
801 Second Ave. * MU 6-8180 


| THE NATIONAL NE PER OF MARKETING 


Bristol-Myers Joins 
‘Sue Rystan’ Parade 


Ipana Maker Is Third Seeking Green Rights, 
as Pepsodent Voids Its Licensing Agreement 


Now! The Colgate-Palmolive-Peet Co. 


Announces 


NATURES 
CHLOROPHYLL 


IN EVERY CAKE OF PALMOLIVE SOAP! 


No Other Leading Beauty Soap of Any Kind 
Has Palmolive's Chlorophyll Green! 


im Tek SANE | ASR Ae WRAPPER A) et SAME LOW PRICE! 


= 


PALMOLIVE .. ‘Tut"CHLOROPEELL OREN” SOMP WITH THs PoRE wurTt LATWER! 


PRECEDENT MAKERS—These two full-page ads in Chicago dailies 
Colgate-Palmolive-Peet 
told AA only that the Palmolive chlorophyll page is a test ad. 
Ted Bates & Co. is the agency. Right: General Milis’ ad, running 
in 200 cities, offers one variety of cake mix at half price with 


lost Thursday are new campaigns. Left: 


ate wns rem soc OO 


later. 


Fresh eggs or dried eggs 


° Presh eggs, of cours 


ee eae ¥ 


purchase of another- 


*Inacake like s, | 
That's why Betty 


gs to my cake mixes 


-plus a 15¢ coupon inside one box good on 
purchase of a third variety. Another 40 newspapers will be used 
The drive will run about two months, 
Fitzgerald-Sample. This is a rare campaign for General Mills, | 
which has used large newspaper space only on rare occasions. 


through Dancer- 


Co-ops’ Annual Sales 
Run in Multi-Billions 


They’ve Moved Fastest 
Regionally; Ad Effort 
by Credit Union Biggest 


By MILTON MoskowI!ItTz 

Cuicaco, April 16—American 
cooperatives in the years follow- 
ing World War II have more than 
held their own as a form of busi- 
ness organization. 

In fact, co-ops flourished as they 
have never done before. They rep- 
resent today some 10,000,000 dif- 
ferent families (many belong to 
three or four co-ops). Their an- 
nual business volume runs into the 
billions. (There is considerable 
controversy over this figure. The 
co-ops say it is less than $10 bil- 
lion, but co-op enemies claim it 
is closer to $20 billion.) 


s From the start, the driving force 
behind American cooperatives has 
come from the midwestern farm 
belt. There thousands of co-op as- 
sociations perform a wide variety 
of services. They operate every- 
thing from retail and wholesale 
stores to bakeries, laundries, gas 
stations, creameries, etc. 

The co-ops have learned well 
the lesson that in organization 
there is strength. These small rural 
units have banded together into 
powerful regional organizations 
which own factories, oil wells and 
multi-million-dollar insurance 
companies. Engaged in marketing, 
purchasing and manufacturing, co- 
operatives provide the following 
products and serv ices: grain, live- 
stock, fruit, milk, poultry, petro- 


leum, farm machinery, electric ap- 


pliances, hardware, auto supplies, 
coal, lumber, banking, insurance, 
publishing, drugs, electric power, 
telephones and funeral service. 


8 On a national scale, the co-ops 
have moved more slowly. They op- 
erate mainly through two organi- 
zations—the Cooperative League 
of America and National Coopera- 
tives Inc., both with headquarters 
in Chicago. 

The Co-op League is the public 
relations voice of the cooperatives. 
It has a staff of ten in Chicago and 
four in Washington. Its annual 
budget now is $120,000. 


The league does not place any | 


direct advertising but does pre- 
pare institutional copy for its 20 
member groups. Its services in- 
elude films and all types of pro- 
motional literature. Each week it 
circulates an eight-page newsletter 
to 700 publications of all sizes. 
The league represents the co-ops 
before Congress on such legisla- 
tion as the St. Lawrence Seaway 
(for), federal aid 
(for) and universal military train- 
ing (against). Finally, the league 
acts as a liaison between U.S. co- 
ops and those abroad. 

The executive secretary of the 
league is Jerry Voorhis, former 

(Continued on Page 96) 


Highlights of the Week's 
News and Feature Index 


Appear on Page 4 


Singer Leaving 
Federal; Agency 
May Close Doors 


New York, April 18—AA learned 
exclusively today that Jules B. 
Singer, a major stockholder and 
v.p. of Federal Advertising Agency, 


| ful of early 


Relatively Few 
TV Applications 
Filed with FCC 


WasHINGTON, April 17—A hand- 
birds filed for new 
TV stations this week, but there 
was no immediate deluge of appli- 
cations. 

The Pinellas Broadcasting Co. 


| was at the door at the opening of 


business Monday with an amended 
application for Channel 8 in St. 
Petersburg, Fla. 


Half a dozen other new and 


! amended applications drifted in 


during the week. For the most part, 
the industry was looking over 
FCC’s new TV blueprint and per- 
fecting its plans. 

More than 4,000 application 
forms were handed out Monday, 
until the supply was exhausted. 


@In announcing the end of the 
TV freeze, FCC explained that ear- 
ly birds will not have any advan- 
tage over anyone else who files 
between now and July 1. 

All applications on hand when 
processing begins July 1 are to 
have equal standing. 

After the processing begins, FCC 
will turn first to larger communi- 


to education! 


will join Grey Advertising Agency 
on June 1 as a v.p. and member 
of the executive group. 


ties which are without TV at this 
time. Next priority will go to cities 


With him will go American with new ultra high frequency 
Safety Razor—Gem and Ever- channels only. Subsequently, the 
Ready razors, blades and brushes. commission will turn to communi- 
Stil! unsettled are Doeskin Prod- ties that are only partially served 


at the present time. 
The largest communities cur-! 
rently without service are Port- 
(Continued on Page 91) 


ucts, General Cigar and United 
Distillers, all of which Mr. Singer 
supervised at Federal. 

(Continued on Page 95) 


Last Minute News Flashes 


Phelps Dodge, Guinness Appoint Compton 


New York, April 18—Phelps Dodge Refining Corp. will reportedly | 


announce shortly the appointment of Compton Advertising as its agen- 
cy, with promotion to begin in the fall. Compton, meanwhile, has been 
named by Edward & John Burke Ltd. to handle advertising for Guin- 
ness stout. Guinness was previously handled by Hewitt, Ogilvy, Ben- 
son & Mather. Although the Guinness campaign won kudos, Tom 
Johnston, then a v.p. of Hewitt, Ogilvy (he has since left the agency), 
reported it was not producing sales. 


Robert Healy, Ex-Colgate, Joins McCann 

New York, April 18—McCann-Erickson will announce on Monday 
that Robert E. Healy, who recently resigned as v.p. in charge of adver- 
tising for Colgate-Palmolive-Peet Co., has joined the agency as v.p. 
and treasurer. During 18 years with C-P-P, Mr. Healy may have passed 
on $1 billion of advertising. It is also expected that the agency will 
soon announce acquisition of the Bromo-Seltzer account (Emerson 
Drug Co., Baltimore), which was last with Batten, Barton, Durstine 
& Osborn. 


Snow Crop’s Hamilton Joins Leo Burnett 
New York, April 18—Tom Hamilton, formerly advertising and sales 
promotion manager of Snow Crop Marketers, has joined Leo Burnett 
Co., Chicago, as an account executive, Wallace Sattler, formerly pro- 
duction manager, succeeds Mr. Hamilton at Snow Crop as marketing 
manager (with supervision over advertising and merchandising). 
(Additional News Flashes on Page 95) 


New York, April 17—A third 
patent suit, a new licensing agree- 
ment, new test markets and new 
products share the limelight this 
week in the continuing campaign 
to make consumers chlorophyll 
conscious. 

With the suit it filed last week, 
Bristol-Myers Co. becomes the 
third company in less than a 
month to contest the validity of 
the Rystan Co.’s_ chlorophyll 
patent. 

The B-M suit makes basically 
the same charges as those made in 
the two earlier suits filed by Col- 
gate-Palmolive-Peet Co. and Block 
Drug Co. (AA, April 7). The plain- 
tiff, the complaint says, has been 
‘handicapped and harassed” in the 
introduction and marketing of 
Ipana ammoniated chlorophyll 
toothpaste. B-M asks a declaratory 
judgment declaring the patent in- 
valid and not infringed upon by 
the plaintiff. 

Insofar as the two previous suits 
are concerned, the Rystan Co. has 
asked a 30-day extension on the 
filing of a reply to the complaints. 


s Without a doubt, the most sur- 
prising development on the liti- 
gation front in recent weeks is the 
discovery that the Pepsodent divi- 
sion of Lever Bros. has voided its 
exclusive licensing agreement with 
the Rystan Co. In return for finan- 
cial concessions, Rystan is now 
authorized to license any tooth- 
paste company to manufacture 
chlorophyll toothpaste. 

Prior to this agreement, Lever 
Bros. maintained that, because of 

(Continued on Page 94) 


‘Morton Salt Co. 


Pours Forth with 


a New Dentifrice 


Cuicaco, April 17—Morton Salt 
Co. wil] take its place in the chlor- 
ophyll dentifrice whirl May 15 
when it begins test marketing a 
new chlorophyll toothpaste. 

And it contains salt. 

However, Morton Salt and its 
agency, Needharn, Louis & Brorby, 
refused to comment on when, 
where and how the new dentifrice 
would be test marketed. 


s (AA reported March 24 that a 
new dentifrice—company and 
product name unknown—would be 
tested via newspapers and door- 
to-door couponing in Sioux City, 
Marshalltown and Waterloo, Ia., 
Freeport, Ill., Logansport, [Ind., 
and Kalamazoo, Mich.) 

Checking with the American 
Dental Assn., AA found that salt 
in toothpaste is not uncommon. An 
ADA doctor said that toothpastes 
are composed of flavors and soaps 
or synthetic detergents, plus a mild 
abrasive (salt in many cases). He 
pointed out that the ADA recom- 
mends salt and baking soda as an 
inexpensive dentifrice ‘as good as 
any.” 
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Big Test for ‘Small’ Sponsor... 


Cory Brings Out Steel Brewer; 
Puts $2,000 a Week into TV Test 


Cuicaco, April 16—Cory Corp. is 
introducing a new stainless steel 
automatic coffee brewer to dealers 
this week to replace its now-dis- 
continued chrome and copper mod- 
el. 

It will take at least three months, 
Cory says, to fill a backlog of or- 
ders for the old model with the 
stuinless version, Consequently, no 
large-scale consumer ad schedule 
is planned for the $37.50 brewer at 
present 

Next fall, the coffee maker will 
be promoted via magazine “gift” 
ads which feature several Cory 
appliances. Starting soon, it will be 
plugged on Cory’s new nighttime 
TV show over WENR-TV in Chi- 
cago, which also features other ap- 
pliances 


@® The new TV show, which the 
company took on two weeks ago, 
is a late movie package (“Cory 
Armchair Theater”) of full-length 
premier showings of English mov- 
ies. At present, Cory is planning to 
let the Armchair Theater run the 
ull year as a sort of TV test. It is 
G@sting Cory more than $2,000 a 
Week—a particularly significant 
figure for a company whose total 


@d@ budget last year was around 
$400,000 
The new show is not really a 


“test of television so far as Cory 
ig concerned, Norman L. Schlegel, 
v.p. in charge of sales and adver- 
tising, fully convinced of the 

fdium’'s merits 

‘lI have never seen any consumer 
medium which can do what TV 
ha@s done for Cory,” he said 


Is 


@Mr. Schiegel’s enthusiasm stems 
largely from a very successful test 
COmpuign he conducted two years 
ago. Cory bought a 26-week sched- 
ule of “Fireside Theater” on 
WBAL-TV in Baltimore, at that 
time Cory’s worst major market 
Washington was used as a control 
market, penetrated only by ads in 
Better Homes & Gardens and The 
Saturday Evening Post. By the end 


of the test period, the $15,000 TV 
expenditure had boosted Cory’s 
sales position in the market from 
third to first place. The unit sales 
cost per coffee brewer, Mr. Schle- 
gel said, was a little more than $2. 


® Mr. Schlegel, who has been with 
Cory for about five years and who 
hopes to see his company spending 
close to $3,000,000 a year on adver- 
tising some day, is looking for me- 
dia which will bring him tangible 
results. By this he means results 
which can be figured on a direct 
cost-per-coffee maker basis, and 
which in turn can be used to help 
expand ad budgets. 

Magazine advertising, he said, 
can't give such results. Thus far 
only TV has been able to do it for 
Cory 

A relatively small sponsor as TV 


advertisers go (Cory’s '51 sales vol- 


ume was around $9,000,000), Cory 
is cheerfully plunking down the 
money for nighttime television for 
what it considers a good reason. 
The two coffee brewers it makes 
retail for $28.50 and $37.50. Both 
sums, Cory figures, are 
enough to call for a family decision 
on buying one. Therefore, the com- 
pany wants its message delivered 
at a time when both mama and 
papa are gazing at video together 


® Cory tried daytime TV last sum- 


mer when it purchased a 15-min-| 


sizable} 


Dream Vacation for TWO at 


Fabulous Mian’ Bear 


Treva by Lemarte Aart Round 


\ (om rest tones 
Ss Qyq ALL EXPENSES PAID 


By LAKESIDE MOTORS, 
With the Purchase of any MEW 1952 


a 


| LAKESIDE MOTORS, tx. 


O14 West Diversey Pertwoy 
OF t Fries 


KILLED—Chrysler Corp. quickly put the 

damper on this unusual offer by one of 

its 36 Chicago Chrysler dealers. R. 1. 
David & Co. planned the copy. 


Tintair Enters 
Canada; Claims 
Two Lines Lead 


New York, April 15—Bymart- 
Tintair Inc. today announced it 
has entered the Canadian market 
It is the company’s first expansion 


| outside of the U. S. 


Phil Kalech, executive’ v-p., 
named Phel-Wood Distributors 
Ltd., Toronto, as the maker and 


ute segment of the Frances Lang-| “istributor of the Tintair line in 


ford-Don Ameche show (ABC- 
TV). Results, apparently, weren't 
good enough to alter the company's 
feeling about nighttime viewing. 
Prior to the Baltimore test, Cory 
tried a spot test for knife sharpen- 
ers in Minneapolis-St. Paul. Inside 
of a few weeks, Mr 


was out of sharpeners and clamor- 


ing for more. However, subsequent | 


spot tests have not come anywhere} 
| shampoo on the market.” 


near the Minneapolis trial, and 
Cory is about out of the spot mar- 
ket. The company uses almost no 
radio advertising at all 


Minnesota Honors 
Three Advertisers 
for Plugging State 


MINNEAPOLIS, April 17—A labor 
organization, a trade association 
and a brewing firm have been hon- 
ored by the Minneapolis chamber 
of commerce and junior chamber 
for advertising which promotes the 
state 

The recipients of the first Min- 
nesota Spotlight awards are the 
Minnesota Federation of Labor, 
Minnesota Apparel Industries and 
Hamm Brewing Co. 

In presenting the awards, War- 
ren Breckenridge, chairman of the 
junior chamber’s Minnesota de- 
velopment committee, said the 
three are pioneers in putting Min- 
nesota on the national scene. 


8 The state federation of labor was 
honored for two fuli-page ads 
which appeared last November and 
December in the Wall Street Jour- 
nal and in several Minneapolis 
newspapers. The ads called atten- 
tion to the production and man- 
power facilities of the state as 
aids in breaking bottlenecks in de- 
fense production. They were pro- 
duced by the Ralph Hobbs agency, 
Minneapolis, and placed through 
Ray Jenkins Advertising Agency 

Minnesota Apparel Industries, 
an association of garment manu- 
facturing firms, received the award 
for a campaign now being carried 
on by its lingerie division promot- 


The program has been handled en- 
tirely by the advertising managers 
of Munsingwear Inc., 
Inc. and Kickernick Inc., all Min- 
neapolis, and the association's pub- 
lic relations staff 


Hamm's advertising for the past | 


year or so has centered around the 
“Land of Sky Blue Waters” theme 
Mr. Breckenridge pointed out that 
the brewing company’s nationwide 
campaign has given wide pub- 
licity to Minnesota’s recreational 
facilities and nature lore. 

That campaign, directed’ by 
Hamm's advertising chief, Clyde 
Rapp, handled by Campbell- 
Mithun 


Is 


Fuller & Smith & Ross Names 
Chalkley Media Dept. Head 
The Cleveland office 
& Smith & Ross has promoted Wil- 
liam G. Chalkley to manager of 
the media depart- 
ment He suc- 
ceeds the late 
William J. Staab 
Mr. Chalkley } 
joined the agen- 


ey as a clerk in 
the production é.. 
department in = ; 
1923. He was 
transferred to 


media in 1925 and 
has been with the 
department since 
Ten years ago he 
became associate manager, a posi- 
tion he has held until his present 
appointment. John H. Chesire, 
with the agency since 1947, has 
been named to succeed Mr. Chalk- 
ley. 


ak 


William G. Chalkley 


Schlegel said, | 
almost every dealer in the market} 


Strutwear | 


of Fuller | 


Canada. 

At the same time, Mr. Kalech 
reported that Tintair sales are 
booming and that the company is 
now out for deeper penetration. He 
said: 

“Through market tests, we have 
learned that Tintair now enjoys 
more than half of the home 
hair coloring market in the U. S 
and that Clo, the new shampoo, 
has now become the leading selling 


e Mr. Kalech said Clo being 
introduced nationally. He also an- 
nounced that the company’s ad 


Is 


| program is being revamped. 
ing “Minneapolis made” lingerie. | 
| paper advertising in 50 major mar- 


In addition to maintaining news- 


kets, the company will use 132 ra- 
dio stations and 38 TV stations this 
spring. Mr. Kalech said the idea 
behind the campaign is to “reach 
every town in the U. S.” He ex- 
plained that “in our first year of 
television advertising we confined 
ourselves largely to the more spec- 
tacular but less comprehensive TV 
advertising.” 


® According to Mr. Kalech, the 
company spent $260,000 on news- 
paper advertising during the first 
quarter of 1952. He reported that 
Bymart-Tintair sales in February 
were 71% ahead of January, and 
in March were up another 13%. 
In Canada, the company plans 


| to follow the same advertising ap- 


proach used in the U. S.—‘con- 


centration in newspapers, the bet- | fundamental constitutional re- 


ter magazines and radio.” Mr. 
Kalech also said “the better beauty 
parlors in Canada will be given} 
franchises.” 

Cecil & Presbrey, New York, 
handles the company’s 


ing 


jing a 
| Knowlton is the agency. 


| was sponsored by the Joint Legis- 


advertis- | which held that state regulation of 
| the field was necessary because in- 


74 Morning and 
72 Evening Papers 
Carry Steel Copy 


New York, April 16—Seventy- 
four morning newspapers in 26 
cities carried full-page ads spon- 
sored by 62 steel companies yes- 
terday. Seventy-two evening 
newspapers in 27 cities are carry- 
second ad today. Hill & 


An additional 200 daily and 
semi-weekly newspapers in steel 
plant communities will carry the 
first ad in the next week or ten 
days. | 

Hill & Knowlton received ap- | 
proval of a typewritten draft of | 
the first ad at 11:30 a.m. Monday. | 
Space was reserved in New York | 
morning dailies at 11:45 a.m. The 
agency’s out-of-town offices were 
notified by telephone, teletype and 
telegram and reserved space in 
newspapers within their areas. 
They also received instructions for 
typography of the ad. 


8 The Wall Street Journal dictated 
copy to its San Francisco office ov- 
er the phone and matted the ad 
for other San Francisco newspa- 
pers, as a service to the client. 

All of the 74 morning newspa- 
pers in which space was ordered 
Monday cooperated and carried 
the Tuesday ad. 

The second ad, in evening pa- 
pers today, was approved last night 
at 6:30 p.m. Space reservations 
and typesetting instructions were 
sent to the evening papers in the 
same way that they were sent to 
the morning papers. All of the 72 
evening papers asked to carry the 
ad did so on less than 24 hours’ 
notice. 


@ The ads are sponsored by the 
steel companies in the wage case. 
They were authorized by a com- 
mittee of steel executives. The 
American Iron & Steel Institute, 
a Hill & Knowlton client, has noth- 
ing to do with these ads, AA was 
told. 

While there is no schedule or 
budget for additional advertising, 
an H&K spokesman said, fresh ads 
may break at any time that the 
committee decides something ad- 
ditional should be said on the sub- 
ject of the government's seizure of 
the steel mills and the wage situa- 
tion in the industry. 


Gov. Dewey Vetoes 
Comics Books Law; 
He Calls It Vague 


ALBANY, April 15—A bill aimed 
at curbing “objectionable” comics 
books was vetoed yesterday by 
Gov. Thomas E. Dewey, who said 
the wording of the measure was so 
vague as to be unconstitutional. 

The proposal was intended to 
make it a misdemeanor to publish 
comics or other books, pamphlets 
or magazines giving fictional ac- 
counts of bloodshed, crime or lust 
that might incite minors to im- 
morality or violence. 

“Because the statute fails to meet 


quirements,” said Gov. Dewey, 
“its disapproval is necessary.” 
The measure vetoed yesterday 


lative Committee on Comic Books, 


William J. Phelan, formerly cos-| dustry attempts at self-regulation | 


metics buyer for F. W. Woolworth 
Co. Ltd., will head Phel-Wood Dis- 
tributors. 


Fox-Shulman Names Wax V. P. 

Jack Wax, formerly managing 
editor of Model & Hobby Industry 
and Corsets & Brassieres, has been 
appointed v.p. in charge of produc- 
tion for Fox-Shulman Publications, 
New York, Chicago and Los An- 
geles. 


| had failed. 


| ‘Family Circle’ Hikes Rate 


Family Circle will guarantee 4,- 
000,000 ABC circulation effective 
with the January, 1953, issue—the 
first store-distributed magazine to 
announce such a guarantee. B&w 
pages will cost $11,000 and four- 
color pages will cost $14,400. Rates 
currently are $9,625 and $12,600, 
respectively. 


}to use 
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BAmes 48D ADORE DOES BORE 


NEW A-40—Austin Motor Co. (Canada) 

used this page in newspapers April 6 

to open a campaign for its A-40 Somerset 

Magazines, radio spots, business papers, 

point of sale and dealer aid materials 

are being used through Harold F. Stan- 
field Ltd. 


Merchandising 


Awards by ABP 
Go to 28 Firms 


(Picture on Page 32) 

New York, April 15—Twenty- 
eight companies and their agencies 
from ten states received awards 
today for outstanding advertising 
in merchandising papers from As- 
sociated Business Publications. 

The awards were presented by 
Thomas B. Haire, v.p., Haire Pub- 
lishing Co., who is also 2nd v.p. 
of the ABP; L. E. Williams, adver- 
tising manager, Retailing Daily, 
chairman of the ABP contest com- 
mittee, and Hugh Ward, advertis- 
ing director of Geyer Publications, 
chairman of the ABP merchan- 
dising papers committee. 

W.E. S. Griswold Jr., president 
of W. & J. Sloane, and chairman 
of the awards committee, was the 
principal speaker. 


® Award winners in the ABP mer- 
chandising advertising contest 
were selected from more than 300 
entries by a committee of 16 ex- 
ecutives from retailing and distri- 
bution, headed by Mr. Griswold. 
First award winners in each divi- 
sion are: 

Division 1 (advertising to intro- 
duce new products, new packag- 
ing, or new developments): Wear- 
Right Gloves Inc., New York; 
agency, Doyle Dane Bernbach Inc., 
New York. 

Division 2 (advertising to pro- 
mote product features and give 
product information): Belrug Mills 


Inc., Greenville, S. C.; agency, 
John Falkner Arndt & Co., Phila- 
delphia. 


Division 3 (advertising to mer- 
chandise consumer advertising to 
the trade): Kid Leather Guild, 
New York; agency, R. D. Northrop 
Co., Boston. 


8 Division 4 (advertising which 
makes the most effective use of 
multiple pages): Landers, Frary & 
Clark, New Britain, Conn.; agency, 
Goold & Tierney, New York. 
Division 5 (advertising to link 
merchandise with seasonal pro- 
motions): Lewyt Corp., vacuum 
cleaner division, Brooklyn, N. Y.; 
agency, Hicks & Greist, New York. 
Division 6 (advertising to de- 
scribe and encourage the dealer 
sales promotion aids): 
Hornstein Photo Sales Inc., Chi- 
cago; agency, Gourfain-Cobb Ad- 
vertising Agency, Chicago. 
Division 7 (advertising, institu- 
tional or general in nature, not 
covered by preceding divisions): 
Bloomfield Co., New York; agency, 
Dunay Co., New York. 
In his remarks on the merchan- 


(Continued on Page 92) 
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Proctor Electric's ‘Competitive Prices’ 
(Big Markup Plan) Get New Ad Backing 


PHILADELPHIA, April 15—Proctor 
Electric Co. is moving into the 
second phase of its new “competi- 
tive price” plan which began in 
February (AA, Feb. 25). 

The plan tries to help dealers 
sell Proctor appliances competi- 
tively and to battle price cutting 
by allowing a large markup mar- 
Zin. It also includes special offers 
on appliances to bring the custom- 
er in where the dealer can “sell 
up” to other, higher-price appli- 
ances. 

The appliance maker claims the 
increased markup margin it is able 
to offer dealers is due to reduced 
cost, part of which comes from dis- 
continuance of cooperative adver- 
tising with retailers. 

In the initial phase the company 
offered “specials” on its toaster and 


Champion iron. Beginning today 
and continuing to June 30, the 
“special” is its Mary Proctor Hi-Lo 
ironing table and a pad and cover 
set. The table customarily sells for 
$14.95 and the pad and cover for 
$3.95, a total of $18.90. The special 
price is $15.95. 

The offer will be backed by ads 
in Life’s April 28, May 19 and 
June 2 issues. Ads will also appear 
in June issues of Good Housekeep- 
ing and McCall's. 

Retailers are being offered a 
merchandising package, which will 
include banners, mats and suggest- 
ed advertisements, counter cards, 
product stickers, envelope stuffers 
and a suggested direct mail cam- 
paign. s 

John Falkner Arndt & Co. is the 
Proctor agency. 


Pillsbury, General Foods Tie In 
for Flour, Jell-0, Ice Cream Drive 


Seattle Admen Hit 
Sen. Humphrey on 
His Stand on Ads 


SEATTLE, April 16—-The Adver- 
tising and Sales Club of Seattle 
has taken sharp issue with Sen. 
Hubert Humphrey (D., Minn.) ov- 
er institutional advertising and any 
government efforts to control 
newspaper advertising rates. 

A resolution adopted by the club 
recalled that Sen. Humphrey is 
chairman of the Senate committee 
on small business that had pre- 
pared a report suggesting that 
newspapers raise their advertising 
rates in order to cut down con- 
sumption of newsprint (AA, April 
4). 

The club stated that while Sen. 
Humphrey “has disavowed the 
principle involved in having the 
government tell newspapers what 
to charge for advertising space, 
declaring the recommendation in 
the subcommittee’s report to be ‘a 
staff mistake,’ he maintains his 
antagonistic position toward insti- 
tutional advertising, and on April 
1, 1952, called to the attention of 
the Senate two advertisements by 
business concerns appearing in a 
Washington, D. C., newspaper on 
that day which challenged govern- 
ment agencies and thereupon he 
questioned the right of such ad- 
vertising to be considered as a 
tax-deducting expense of doing 
business.” 


8 To this the club said: 

“The right of an individual or 
a business concern to make use of 
paid advertising space in expos- 
ing unjust governmental regula- 
tions is fundamental in the Amer- 
ican concept of free speech and a 
free press and of the freedom to 
voice protest. . . 

“This organization reaffirms its 
belief in the right of any individual 
or business concern to make use 
of paid advertising space to re- 
sist government oppression and/or 
to call public attention to griev- 
ances without being subject to a 
tax penalty.” 

The Seattle group contended that 
“Sen. Humphrey's position on in- 
stitutional advertising is...an at- 
tempt to strangle criticism of pub- 
lic officials through the medium 
of advertising.” It went on record 
as “opposed to the theory that the 
cost of advertising space in news- 
papers or other publications should 
be determined or recommended 
by governmental edict.” 

Anthony Moitoret, Braun & Co., 
is chairman of the legislative com- 
mittee that prepared the resolu- 
tion. 


| 


MINNEAPOLIS, April 17—Pills-| 
bury Mills and General Foods are 
hooking up again for another rec- 
ipe promotion. The item this time 
is an ice cream parfait pie which 
uses Pillsbury’s Best flour and| 
Jell-O. 

A heavy ad campaign set for the} 
summer months will involve 13) 
magazines, five network TV shows | 
and six radio programs. In addi-| 
tion, the two companies will seek | 
newspaper tie-ins with local ice 
cream distributors. 

The recipe, which will be intro- 
duced to East Coast food editors 
in New York next Tuesday, will 
be placed in Pillsbury flour bags. 


® The flour maker also announced 
that “store material tying in the 
three items has been worked out 
in quantity never seen before in 
the food industry.” 

Ingredients for the parfait are} 
the flour, any brand and any flavor | 
of ice cream, any of Jell-O’s six| 
flavors and any fruit, fresh, frozen | 
or canned. 

Pillsbury says that the great) 
variety of combinations available 
to the housewife makes this “the| 
first recipe that resembles a parlor 
game.” 


| 
| 
' 


® Beginning in June, ads will run 
in Life, women’s magazines, gro- 
cery distributed magazines and The 
American Weekly. On television, 
the recipe will be backed on Kate 
Smith, Bert Parks, Young Mr. 
Bobbi, I Remember Mama and It’s 


| News to Me. Radio shows to be 


used include Arthur Godfrey, Aunt 


| Jenny and the Second Mr. Burton. 


Selected roto sections of Sun- 
day papers will carry four-color 
ads, and b&w newspaper space will 
be arranged by local tie-in through 
the American Dairy Assn. 

The agencies are Leo Burnett for 
Pillsbury and Young & Rubicam 
for General Foods. 


MacKenzie Heads Research 
Bruce A. MacKenzie, formerly 
an account executive for Batten, 
Barton, Durstine & Osborn, New 
York, has been appointed director 
of research for Product Design & 
Development, published by Frank- 
lin H. Johnson Inc., New York. 


Fairmoor Coat Names Agency 

Fairmoor Coat & Suit Co. has 
appointed Sterling Advertising, 
New York, to handle its advertis- 
ing. A campaign for fur-lined coats 
is planned for August and Sep- 
tember issues of fashion magazines. 


Bradley Returns to Biow 

E. C. Bradley, formerly with 
Benton & Bowles, has rejoined 
Biow Co., New York, as v.p. and 
member of the executive manage- 
ment group. 


ee 
TO TOP If OFF. SEE PAGE 


TOP BOTTOMS—"'No buts about it,” 
“White Stag bottoms are tops 


says White Stag Mfg. Co., Portland, Ore., 
This four-color ad (shown at top) is followed on the 


next page with one for White Stag tops in Today’s Woman. The pre-vacation time 
push for casual clothes was prepared for White Stag by Don Allen & Associates. 


Penfield Leaves Curtis After 32 Years 


Cuicaco, April 15—Samuel B. 
Penfield has retired after 32 years 
with Curtis Publishing Co. The 
resignation is effective as of April 
1. For the past 13 years he has 
been manager of the company’s 
advertising office here. 

John Eugene Davis, publication 
manager of The Saturday Evening 
Post in the Chicago office, suc- 
ceeds Mr. Penfield. 

Mr. Penfield joined Curtis in 
1920 from the lithographing busi- 
ness. Initially, he was representa- 
tive for Ladies’ Home Journal, In 
1929, he became manager of LHJ. 


He was promoted to branch 
|manager of the Chicago office, 
which comprises 12 states plus 


Canada and Mexico, in May, 1939. 
While iiere he has had a dis- 
tinguished record of service in the 


Direct-Image 
Offset Plates 
Shown by SRDS 


Evanston, ILu., April 16—A rev- 
olutionary direct-image process for 
lithographic plate making was un- 
veiled here today by Standard Rate 
& Data Service. 

The new process transfers the 
necessary printing image onto a 
lithogiaphic printing plate without 
the necessity for photographic 
work of any kind, It enables an 
image of a type form to be trans- 
ferred to lithographic plate form 
in a matter of minutes, with print- 
ed pages rolling from the press 


within 15 minutes of the start of 
the process, 
The process is particularly 


adapted to use where type forms 
are re-used and corrections made. 
In such instances, running the 
original type through letterpress 
presses wears down the metal. 
With this process, only one im- 
pression—on the lithographic plate 
—is made from the original type. 
As a consequence, type can pre- 
sumably stand, and be corrected, 
indefinitely without wearing down. 


s The SRDS direct-image offs 
plate-making process was a 
oped by C, Laury Botthof, presi- 
dent of the company, in cooperé- 
tion with Olin Friedman, technic@l 
consultant to the printing industil 
In using the process, standa 


an ordinary proof press, the ink 


| type impression is transferred 


community. } 

He is a member of the Agate | 
Club, the Western Advertisers Golf 
Assn. and Chicago Federated Ad- 
vertising Clubs. He is a member 
of the Civilian Advisory Council 
for the 5th Army, and following 
World War II he organized the 
Business Vocational Committee of | 
Chicago, which screened men dis- 
charged from the army and helped 
locate them in jobs. 

Mr. Davis, who succeeds Mr.} 
Penfield, has been publication) 
manager here since May, 1939. He 
first joined Curtis as an advertising 
sales representative in 1924. Prior 
to that, he was with Sears, Roe- | 
buck & Co. 

W. F. Naylor Jr., of the Chi- 
cago advertising branch office, has 
been named to succeed Mr. Davis. 


Little Rock Bans : 
‘Photography’ and 
3 Other Magazines 


LittLe Rock, April 16—Photo- 
graphy, a Ziff-Davis Publishing 
Co. magazine, and three other 
photo publications were barred 
from newsstand sale in Arkansas’ 
capital city last week by the Little 
Rock Board of Censors. The cen- 
sor board refused to give a reason 
for its action. 

Board Chairman 
McBride said the decision was 
made by the board's newsstand 
committee. He would nct tell the 
reason for the ban, nor would he 
divulge the names of newsstand 
committee members. 

In addition to the Ziff-Davis 
magazine, other publications ban- 
ned were Art & Camera, Photo Art, 
and Art Photography. Art Photo- 
graphy and Art & Camera are pub- 
lished by Trans-American Pub- 
lishing Co. Photo Art is published 
by Cable News Co. 


Raymond E 


® A request for action against the 
order has been forwarded to Ziff- 
Davis by L. P. Davidson, manager 


of American News Co. 

“Photography is a good class 
magazine,” Mr. Davidson said. “It 
is not one of those girly-type mag- 
azines.” 

He said Little Rock represents 
nearly half the sales market for 
Photography in Arkansas. He will 
continue to supply American News 
dealers outside the censored area, 
Mr. Davidson said. 

Manager John Young of Inter 
City News Agency, which handles 
the other three magazines, said his 
company will comply with the or- 
der. No protest is planned, he said 


Hale to Lutz & Sheinkman 

George M. Hale, formerly with 
Kenyon & Eckhardt, New York, 
has joined the sales staff of Lutz 
& Sheinkman, New York, color 
lithographer. 


Loynaz to Dillon-Cousins 

Enrique Loynaz, formerly with 
Foote, Cone & Belding Internation- 
al, has joined Dillon-Cousins & 
Associates, New York, as Latin 
America media director. 


Appoints Wilbur Advertising 

Alexander Yarn Corp., textile 
broker, has appointed William Wil- 
bur Advertising, New York, as its 
agency. 


rectly onto the face of a dry san 
blasted sheet of extremely th 
aluminum foil, mounted on an i 
pregnated card stock backing. 

This actually embosses the ty 
into the aluminum foil face. Th 
the plate is treated mechanically 
and simply—to provide the nece 
sary surface to retain and rep@l 
ink. Then the plate is squeez 
through cylinders to “deboss” it 
that is, make it a flat surfa 
again. 

After this, it is ready to run 
an offset press. Plates are not r 
usable, but their cost is so rel 
tively low that this is not consid- 
ered a factor. 


letterpress procedure is used rigBt 
down through locking up the for 
of type or mixed type and cut. 
Then comes the innovation. Usi 


s “This new plate-making method 
has a number of obvious advan- 
tages,” Mr. Botthof explained. 
“Type wear and costly resetting are 
practically eliminated. In our case 
it costs about $150,000 to reset our 
publications when type becomes 
worn. Press makeready costs and 
time are reduced, and press time 
and costs are substantially lower. 
On fast offset presses we can run 
up to 10,000 impressions an hour. 
compared to 1,000 on flat-bed 


| presses. On the offset side of the 
| operation 


we eliminate cameras, 
plate-making and developing op- 
erations. 

“We are told that this process is 
a ‘natural’ for printers and pub- 
lishers of directories, year books, 
buying guides, tariffs, catalogs and 
all forms of standing type matter. . . 
If anyone wants to experiment 
with the process we'll be glad to 
show him all we know and have 
him proceed on his own.” 

The “lamitallic” direct-image 
offset plates are available from 
Standard Rate & Data Service. 


Auerbach Names Tarnawa 


Eugene Tarnawa, formerly with 
Better Design, has been appointed 
director of display for Alfred 
Auerbach Associates, New York. 
The agency’s accounts are con- 
centrated in the home furnishings 
field. 
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Ganger, Former 
Agency Partner, 
Heads Lorillard 


New York, April 17—-Robert M 
Ganger, who rose from office boy 
to partner in the agency business, 
last week became one of the few Ganger (which handles Lorillard’s 
agency men ever elected to head Embassy brand) to take the job 
a major national advertiser The tobacco business had unoffi- 

Yesterday, Mr. Ganger, now 48, cially tagged him as Lorillard’s 
was elected president of P. Loril- next president for some time 
lard Co., in an escalator operation The new president spent most 
which took Herbert A. Kent, pre- of his business life in the agency 
viously president, to chairman of ae ss, all of it with the Geyer 
the board, and raised William J. Co., then Geyer, Cornell & Newell 


= 
*- 


H. A. Kent 


R. M. Ganger 


Halley, v.p. in charge of finance, oer finally Geyer, Newell & 
to executive v.p. to fill Mr. Gang- Ganger. He was born in Green- 
er’s spot. Lewis Gruber, general ville, O., ran a newspaper agency, 


and tooted his way through Ohio 
joined Lorillard in State on a trombone 

as executive v.p., He joined the Geyer Co. in 1927, 
Geyer, Newell & the year he graduated. This was 


sales manager was elected a v.p. 

Mr. Ganger 
March of 1950 
resigning from 


in Dayton, which was then the 
agency's headquarters. When the 
Geyer Co. opened a Rochester of- 
fice, it sent Mr. Ganger (then 29) 
as manager there. In 1935, when 
the agency moved from Dayton to 
New York, he came along. 


® Eventually he was a v.p. and 
group head (in 1946 he supervised 
Lord Calvert, Continental Oil, 
Simmons blankets, Berkshire Knit- 
ting, Matrix shoes, U. S. Industrial 
Chemicals, Knox division of Hat 
Corp. and Superba ties). Shortly 
thereafter, the name was changed 
to Geyer, Newell & Ganger. 

Mr. Ganger has more recently 
been in charge of the development 
of Kent cigarets for Lorillard. 

Mr. Kent, whom he succeeds as 
president, has been with Loril- 
lard for 43 years, beginning as a 
retail salesman. He held a variety 
of posts within the company, in- 
cluding advertising and sales pro- 
motion. In 1942 he was elected v.p 
and director, and became presi- 
dent a few months later. 
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CHICAGO 


ARVEY’S EXCLUSIVE 


DUAL DISTRIBUTION 


Teerct ES 


ar ati\\ 


hrs a simple matter of DOLLARS and SENSE. Arvey handles 
the complete job of mounting, die-cutting and shipping of your 
Point-of-Purchase Advertising Displays from either or both of 
its two huge, identically-equipped plants in Chicago and in 
Jersey City. Your shipments ride the “short-cut” routes that save 
hundreds and even thousands of transportation DOLLARS on 
@ single campaign! Those DOLLARS will buy you a lot of extra 
P.O.P. material by s-t-r-e-t-c-h-i-n-g your budget. 

Doesn’t that make good SENSE? Consult your Lithographer or 
Display Broker ...to learn how you can benefit from Arvey’s 
“two-way stretch”. 


SIMULTANEOUS PROCESSING IN BOTH PLANTS 
SPEEDS PRODUCTION — MEETS DEADLINES! 


5 DOLLARS 


USE THESE EXCLUSIVE 
ARVEY SERVICES, TOO! 


IMPERVO 
Original weatherproof display 


board thot lets you “go 
spectacular” on modest budgets. 


LAMCOTE 


The finish that protects your 
costly printing and packaging 
~ lengthens selling life 


WORLD'S LARGEST MOUNTERS AND FINISHERS OF ADVERTISING DISPLAYS 


ArRVEY. CorPORATION 


Since 1905 @ SALES OFFICES: 100 E. 42nd ST., New York 17 
3462 N. Kimball Ave., Chicago 18 


April 21, 1952 


Advertising Age 


The Rystan chlorophyll patent is getting its third challenge—Bristol- 
Myers filed last week as Pepsodent gave up its exclusive licensing 
arrangement with Rystan. And AA points out a negative phase for 
Te PRET Seer CT Te re ee Pages 1 and 12 

Consumer cooperatives are really big business now that they're going 
in for manufacturing as well as buying and selling. ........ Page 1 

The long-awaited TV thaw may be here, but FCC is taking its time 
to review ali applications for new channels. The commission wants 
to take a good look at the programming intentions of would-be TV 

Page 1 


Station operators 
a relatively small manufacturer can make hay 
at night, and figure the results to a 

Page 2 


Cory Corp. shows that 
with TV 
penny 

Who got what for what in the way of identi awards presented 
by Associated Business Publications to 28 companies and their 
agencies : : Page 2 

What may be a revolutionary de sictiiandeiia in the printing business 
is the debut of a direct-image offset plate which can start printing 
copy in about 15 minutes. It’s the brainchild of Standard Rate Presi- 
dent Botthof. ; ashiteih aciart Page 3 

A new recipe for an ice cream ni pie results in another hookup 
between General Foods and Pillsbury Mills, involving 13 magazines, 
five network TV and six radio programs. It oughta be good.. .Page 3 


advertising, even 


Product-testing agencies, like Consumers Union Inc., have blossomed 
so rapidly they now compete with advertising and have become an 
important rnarketing factor. Here are the facts behind them. Page 30 

Powerful KWSC, Washington State College station, has network out- 
lets on their toes with varied programming, high listener rate. Page 34 

Pharmaceutical Ad Club applauds a doctor’s recommendation that 
medical displays be enlivened with nude women. . Page 52 

Jacobsson makes a practice of pilfering 

research, he says, and it pays off for 
both Jake and his clients Page 76 

Even though General Electric Supply Corp. is advising Hotpoint 
dealers to the contrary, freezer food plans are swell gimmicks as far 
as other dealers are concerned. Home freezers are selling like chloro- 
phyll on the plans. ; ; ; .Page 80 

Harold Siesel’s agency got started in ‘27 when he broke 
and jobless. It now bills around $1,000,000 but he still isn’t bigness- 


Packaging Consultant “Jake” 
in supermarkets. This is 


was 


happy. Page 93 
REGULAR FEATURES 

Advertising Market Place 88 Magazine Linage ..... oe 
Along Media Path 56 Obituaries ........ ; ..95 
Coming Conventions 58 Photographic Review .. 32 
Creative Man's Corner . 64 Production Tips ... 66 
Department Store Sales 18 Rough Proofs ..... eT, 
Editorials _. 12 Salesense in Advertising ee 
Eye and Ear Bepartenent 64 Test Stage Ads ..... 7 82 
Getting Personal ; 16 This Week in Washington .. 70 
Information for Advertisers . 88 Voice of the Advertiser ...... 68 


Joins Sherman & Marquette 

Adrian Bryan Mack, formerly 
with Cecil & Presbrey, New York, 
and William H. Weintraub & Co., 
New York, has joined the copy 
department of Sherman & Mar- 
quette, New York. 


Appoints Kircher, Helton 

Gardner Board & Carton Co., 
Middletown, O., has appointed 
Kircher, Helton & Collett, Dayton, 
to direct its advertising. Previous- 
ly, the company placed its adver- 
tising direct. 


Ko 


THE LINEAGE LEADER with both men’s and 
women's wear stores — and in many other classifications. 
Like these local advertisers, you too will find that in 
reaching men or women, the Courier-Express comes first 
as a selling force in the great 8-County Western New 
York Market. 


BUFFALO 
COURIER-EXPRESS 


Western New York's Only Morning 
and Sunday Newspaper 


REPRESENTATIVES : 
SCOLARO, MEEKER & SCOTT 
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Last year the Herald Tribune 
published the largest 

volume of advertising 

in its 111 year history. 
The trend continues... | 
Herald Tribune linage for =| 


the first quarter of 1952 
exceeds last year’s high 
first quarter figures! 
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Institutional Promotion of Canned Pears 
Launched by Washington Fruit Commission 


sion, 
and 
tions 


Yakima, Wasn., April 17 
promotion 
pears 
Washington State Fruit Commis- 
concentrating in 
institutional 


On the pear schedule are Amer- 
Bartlett Restaurant, Club Manage- 
the ment, Food Field Reporter, Insti- 
tutional Food Wholesaler and In- 
stitutions 

Supplementing its national trade 
commission has 


A new 
for canned ican 


been launched by 


restaurant 
trade publica- 


advertising, the 


with our 


With our 35 yeu 
highly trained staff... 


s experince... 
our complete labo- 
ratory and latest equipment, we produce 


quality TV spots, show openings, ete., at a 


price lower than anyone else can touch. 
Send us your copy for estimate 


FILMACK STUDIOS | 


1335 S. Wabash Chicago 5, Ill. 


issued a four-page leaflet which 
presents tested ideas for serving 
pears. It is published in two edi- 
tions, one for consumers and one 
for restaurants, and called “Fruit 
Flashes.” Request circulation from 
food servers is estimated at 100,000 
copies 


® Spot campaigns are in progress 
in selected markets where field 
representatives have been assigned. 
These are Boston, Cleveland, Chi- 
cago, Pittsburgh and Philadelphia 
Regional 13-week newspaper cam- 
paigns, headlined “Pears, Please,” 
are backing the activities of the 
field men. Merchandising serv- 
ices for retail grocers include tie- 
in mats and point of sale banners. 

The commission is also promot- 
ing two companion canned fruit 
products—pear crush, made from 
a puree of pears, and peach crush, 
made from ripe Elberta peaches. 
The two products are being pro- 
moted with the fountain trade via 
Fast Food Service and Fountain. 

Pacific National Advertising 


Fine Paper—The Fourth Dimension 
of Outstanding Reproduction 


Etlective art, carelully chosen tvpe and good 
are essential to outstanding repro- 
duction, But to make the most of these. fine 
paper is all important—and there is none finer 


presswork 


than Champion Kromekote™ cast coated paper. 
bor your next job, try Kromekote. Available 
in Label, Litho, Cover, Postcard, Box Wrap 


. 
and Coloreast. 


THE CHAMPION PAPER AND FIBRI 


HAMILTON, OHIO 
in New York, Chicago, Philadelphia Detroit, 


\tlanta Dallas and San Francisco 


Distributors in every major city 


COMPANY 


District Sales Offices 


MM. Louis, Cincinnati 


TRADE MARK 


Whatever Your Paper Putlem... Hts a Challenge to Champion / 


Agency, Seattle, handles the fruit 
commission's advertising. 


Reed & Barton to HOB&M 


Badger, Browning & Parcher, 
Boston, has resigned the account 
of Reed & Barton, Taunton, Mass., 
silversmith, effective about July 1. 
As anticipated by ADVERTISING AGE 
(March 31), the company’ s adver- 
tising will be handled by Hewitt, 
Ogilvy, Benson & Mather, New 
York. 


_ Crandall Named Manager 


Charles W. Crandall, formerly 


with Business Week and the Phil-| 
has been ap-| 


adelphia Bulletin, 
pointed manager of the new De- 
troit office of Technical Publish- 
ing Co., Chicago, publisher of Pow- 
er Engineering and Plant Engi- 
neering 


Promotes N. Murray Brown 

N. Murray Brown has been pro- 
moted from assistant sales mana- 
ger to general sales manager of 
Christie, Brown & Co., Toronto bis- 
cuit manufacturer. 


Advertising Age, April 21, 1952 


Assn. of BBB Asks 
Federal Reserve to 


Revise Credit Rules 


New York, April 16—Thinking 
distastefully about the current 
trade-in allowances which TV and 
appliance dealers are offering, the 
Assn. of Better Business Bureaus 
is out to get Regulation W re- 
vamped. 

The association told the Federal 
Reserve Board this week that if 
the regulation is to be retained at 
all, its trade-in provisions should 
be drastically revised. This can 
| only be done by congressional ac- 
| tion. 
| The nation’s better business bu- 
| reaus, the association reports, have 
|also been asked to challenge ad- 
| vertising offers which, if con- 
|summated, would violate provisions 
| in Regulation W, although it 
a actually cover advertising. 
® The association’s statement to 
Federal Reserve said: “A careful 
check shows the recent amend- 
|ment, permitting trade-ins to be 
| credited against the required down 
payment for listed articles, has 
lent itself to much thinly disguised 
manipulation, sharp practices and 
open defiance of the law. 

“There is no known nor an- 
nounced yardstick to measure the 
good faith of these trade-ins, much 
less any practical means of apply- 
ing it. It is common knowledge that 
all too many registrants, willing to 
cut corners, assign to dust-covered, 


long unused, obviously misused 
and sometimes utterly worthless 
commodities a_ grossly inflated 


‘value’ against or in lieu of the 
requisite down payment. This not 
only insults the public intelligence 
but may be contributing to that 
very inflation the regulation was 
designed to curb.” 


AD STANDARDS ASKED 
ON FLOOR COVERINGS 

PHILADELPHIA, April 16—The Re- 
tail Floorcovering Assn. of Greater 
Philadelphia has appealed to the 
Better Business Bureau here to 
issue advertising standards for the 
trade. 

The appeal followed a rash of 
price comparison ads which have 
been blasted by retailers as “mis- 
leading.” As a result, many deal- 
ers have discontinued newspaper 
advertising entirely. 

The ads under attack carried the 
terms, “all-wool” and “pure- 
wool,” implying the offer of high- 
est quality rugs at very low prices. 


s Carpet retailers complained that 
the ads were destroying consumer 
confidence in their products. High 
inventories and lack of sales were 
given as reasons for the “fantastic” 
ads appearing in local papers. 

AA learned that the Better 
Business Bureau is working on a 
new set of standards to be sub- 
mitted for approval to merchants. 
However, buyers for furniture and 
department stores indicated they 
would not go along with such 
standards. Independent dealers 
pledged their support. 


AMA Conference Is June 16-18 

The national American Market- 
ing Assn. summer conference will 
be held June 16-18 at the Nether- 
land-Plaza Hotel in Cincinnati, O. 
B. L. Shapker is the conference 
chairman. At the same time, the 
association announced that appli- 
cations for entry into its national 
award competition for meritorious 
studies in marketing are available 
from the central office at 1525 E. 
53rd St., Chicago 15. 
| 
Viden Joins Swink Agency 

Ted C. Viden, formerly copy- 
writer on commercial refrigeration 
and air conditioning literature for 
the Frigidaire division of General 
Motors Corp., Dayton, has joined 
the creative department of How- 
ard Swink Advertising, Marion, O. 
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Young people are like adults. ..except in one important : 
respect. Like adults, they want to be strong and dl 10a 


yy 


i Sf . healthy, smart and popular (add other successful 


* 
advertising appeals) . . . but they're much more receptive, more easily (omics 
told and sold. Equipped as they are, with both the wants and the where- 


withal, they constitute a mighty market today . . . and promise to be Group 


continuing customers tomorrow. Incidently, their hold on their parents’ 


heart-strings gives youngsters a mighty grip on the family purse- 


; Represented by . 
strings, too! Richard A. Feldon & Co., Inc. : 
205 East 42nd Street - 

There's probably a proper place for your product in their favorite New York 18, N. Y. 


° ° ° CHICAGO LOS ANGELES 
reading material . . . the comics books! SAN FRANCISCO PORTLAND 
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Oppegard, publisher and general 
manager of the Herald, Grand 
Forks, N. D., will be chairman of 
the session for newspapers with 
circulations from 10,000 to 50,000 

Both these sessions and the busi- 
ness meeting to be held April 24 
are executive meetings and will be 
closed to reporters 


Informal Sessions 
Promised at ANPA 
Annual Meeting 


New York, April 17—Members 
of American Newspaper Publish- 
ers Assn. will hold their 66th an- 
nual convention April 22-24 at 
the Waldorf-Astoria Hotel in a se- 
ries of work sessions of an infor- 
mal character 


® The morning session, April 23, 
will be featured by addresses to 
be given by Charles F. McCahill, 
Two will be held si- general manager, Cleveland News, 
multaneously April 22. The and president of ANPA, and by 
sion on publishing problems and pr. Alberto Gainza Paz, former 
practices for newspapers with a editor and publisher of La Prensa, 
circulation of 10,000 and less will Buenos Aires newspaper which 
be presided over by Robert M. was seized by the Peron govern- 
White II, business manager of ment in Argentina a year ago. 
the Ledger, Mexico, Mo. N. M Following the addresses, a color 
——________—_ — movie with sound will be shown 
to demonstrate progress made in 
mechanical research during the 
past year 
C. M. Flint, research director of 
ANPA, will present a commentary 
on recent developments in the me- 
chanical departments of modern 
newspapers. The remainder of the 


sessions 


ses- 


5 ER-FLYING 
mY 


@ NITE NEON-FLYING 
© SKY- BROADCASTING 


AMERICAN SKY ADVERTISING CO. 


333 NO. MICHIGAN AVE” NEW YORK OFFICE 
C4UICAGO DV ILLINOIS 224 FAST SBTH ST 
PHONE S1.2-7487 MU 7-6477 


morning session will be devoted to 
presentation of committee reports. 

All of the afternoon session 
April 23, will be devoted to the 
Bureau of Advertising Irwin 
Maier, publisher, Milwaukee Jour- 
nal, and chairman of the ANPA’s 
Bureau of Advertising, will pre- 
side. Discussions will be informal 
and will take up matters such as 
the advertising position of news- 
papers, competitive developments, 
and details of the bureau’s opera- 
tions. 

Louis N. Brockway, executive 
v.p. of Young & Rubicam and a di- 
rector of the Advertising Council, 
will speak briefly on work that 
the council is doing and on news- 
paper cooperation 

Business and executive sessions 
will be held April 24. At the ban- 
quet that evening, Sen. Harry F. 
Byrd (D., Va.) will speak 


Woodburn Joins Prelle Co. 
James A. Woodburn, formerly 
with the sales division of Interna- 
tional Latex Corp., has been ap- 
pointed an account executive of 
F. W. Prelle Co., Hartford agency 


Advertising Age, April 21, 1952 


Douglas Retires as Quaker Oats’ Ad V.P.; 
Victor Elting Jr. Is Named Ad Director 


Cuicaco, April 17—Donald B. 
Douglas, v.p. in charge of adver- 
tising of the Quaker Oats Co., has 
retired after 37 
years of service 
with the com- 
pany 

Mr. Douglas 
joined Quaker 
Oats as a grain 
sampler in 1914, 
but his business 
career was inter- 
rupted by the 
first World War, 
in which he 
served as a field 
artilleryman. 

Returning to civil life, he re- 
joined the company and moved 
rapidly through various posts in 
the sales department—salesman, | 
division sales manager, retail sales 
manager and assistant to the gen- 
eral sales manager. In 1925, he 
was appointed advertising manager | 


4 


Donald Douglas 


new, complete with final 


1950 census figures 


the 1952 AYER DIRECTORY 


* THIS KIND OF VALUE COMES ONLY ONCE IN A DECADE! 


Fresh from the just-released, final 1950 

census reports, the complete figures in 
4 the new N. W. Ayer Directory make it a 
valuable tool for every advertiser, adver- 
tising agency, public relations counselor, 
market analyst, school and library. 


The 1952 Directory brings you latest 
circulation figures . . . subscription rates 

. editors’ names and publication ad- 
dresses. Here, too, you’ll find useful 
statistics on population, state-by-state 
per capita incomes, counts of the num- 
ber of newspapers and periodicals in 
each state, and other vital facts. In 
addition to the United States and its 
possessions, the new directory covers 
Canada, Bermuda, Cuba, and the Phil- 
ippines. It’s newer than the 1951 edi- 
tion by over 80,000 changes! 


Containing data on over 20,000 publi- 
cations and 15,000 municipalities, the 
Ayer Directory is the most useful ref- 
erence work of its kind in the world. 
Orders ($30 postpaid within the United 
States) should be sent directly to the 
publishers, N. W. AYER & SON, INC., 
Washington Square, Philadelphia 6, Pa. 


| tising department since the 


and has been v.p. in charge of ad- 
vertising and a director of the com- 
pany since 1930. 


s Mr. Douglas will continue as a 
director of the company after his 
retirement on May 15 

Victor Elting Jr., 
manager of oatmeal 


46, product 
and puffed 


Robert Macdonald 


Victor Elting 


goods, has been appointed adver- 
tising director of Quaker Oats. 
Mr. Elting joined the company 


| in 1931, working in the package 


department of the Cedar Rapids 
plant, and has been in the adver- 
late 
"30s. 

Robert S. Macdonald, 45, prod- 
uct manager of Aunt Jemima prod- 


| ucts, has been named assistant ad- 


| 


vertising director. He also joined 
the company in 1931, as a mill 
worker in the Peterborough, Ont., 
plant. 


Strike Shuts Down 


Tacoma Newspaper 


Tacoma, WasH., April 15—The 
Tacoma News-Tribune, only daily 
in this city of 143,000, was closed, 
starting April 12, over a wage dis- 
pute in the pressroom. 

When pickets appeared Saturday 
morning, the paper shut down. In 
the afternoon, with George Russell, 
business manager, and Elbert H. 
Baker II, v.p., operating the press- 
es, 3,700 copies were run off with 
an explanation of the manage- 
ment’s stand. 

Frank S. Baker, publisher, said 
pressmen, formerly paid $2.85 an 
hour for a 35-hour week, had re- 
jected management's offer of $2.95 
and had struck for $3.10. He said 
the pressmen’s demand was 15¢ an 
hour over the highest newspaper 
pressmen's scale in the country. 


Fugler Heads Subsidiary 
of Esterbrook in Canada 


R. Edward Fugler has been 
named to head the newly formed 
company, Esterbrook Pen Co. of 


} Canada, Toronto, subsidiary of Es- 


terbrook Pen Co., Camden, N. J. 
Mr. Fugler formerly was asso- 
ciated with Atlas Tag Co. As gen- 
eral manager of the new company 
he will supervise the distribution 


| of Esterbrook products to station- 


ery stores, department stores and 
other retail outlets. 


Chicago Adwomen Elect 

The Women’s Advertising Club 
of Chicago has elected Jean Simp- 
son, copywriter with Leo Burnett 
Co., president. Other officers 
elected are: Bessie Covert, Modern 
Hospital Publishing Co., Ist v-p.; 
Genevieve Tippett, Montgomery 
Ward & Co., 2nd v.p.; Janice Nel- 


| son, National Confectioners’ Assn. 


Bulletin, recording secretary, and 
Martha Damron, Burton Browne 
Advertising, corresponding secre- 
tary. 


| Fiberglas Drives in Canada 


Fiberglas Canada Ltd., Toronto, 
is placing a series of newspaper 
ads through Cockfield, Brown & 
Co., Toronto, to acquaint industry 
and consumers with Fiberglas’ con- 


| tribution to daily living. One in- 


sertion is scheduled each month 
in English and French newspapers, 
and copy will also appear in busi- 
ness papers as well as full-page 
two-color ads in a weekly news 
magazine. 


PA ae SY, * Oe Sg Og “ : ee a ‘ae See NR tas) Yee ie re a Jae hee Pee SR ee. oe 
A y. Pig! OR 4 ee se ‘ eee len : 5 : 4 pie NB ae ee te me “ a 3 ae ; fe. eee eae | eae: oem tae 7 
~ vases near sy * g f i oe ee saree Si qi Poise eo iN al clas or, cane ee oe = * et ue: 
ioe ce 
i Dy oF 
: 8 ee ie 
- va: ae 
shel . ae 
gs ee 
5 a 
ae ae 
ey 
fee Po ees 
iy > he 
M gts Ss 
24 ; 
Ty, oy 
ne ues 
Th tee aa 
ey ee 
a os 
orks zhg, 
in * " aed 
een .—) = +5 
ps Cee : at 
1g we i 
ae *; J os 
hae % 
pe a 
sae see 
2 = 
3s. | Pe re 
ty Aad = 
Peas = fey 
io ee se —— - — oO ———— Naan nn rrr ee s ate 
tt | a 
Ae es 
ein mene 
rk ne 
6 ll we 
(of a 
ig =e 
S| oT 4 
% ~, ty 
& ¥ 
8 ! po : 
* P ; 53 
* 5 Fe 
i a 
_ SC ae 
- 3 
— 
: oo 3 
ou : Ss 
2 1 | ae 
*e i: 
; P 0 
. 53 3 
; eee | 2% 
ne 'e 
Be: ’ i 
—— ' j ‘ 
+ i - <i on 
J i <a ea 
: a | u 
: . <a | 3 
“2 : * m. 
_ - oy a ~ a 
. me. gars =o 
ef #4 ' ee Ss | ee 
oma adel ’ ; | ae 
he , on i oe: ¢ te 
‘ a es ” re * 
. EIGHTY. Foie ig: ‘4 
“QD i? ; . - a : 
ee es ' ; t wh = 
5 ee - a! eee 2% | of 
‘ ; 4 Shae . Oo eg ie ae ta | 4 
‘Sj Se eee. eat a_i ee | a 
S, ‘EI fa : wy _ * > ee : } 
. >: Stee. sie ae ia om wages #24 yt " 
w * <4 dean: pt. aes Te tae ear 7 
iy. meee eg eee 
. ey " a3 a Hah: fe: pone Pe Fie Wino if : a Po 
> * pers eee ie 7 ne 7 raw 
, . (is i bat ie ee tun ae | i ’ 
4 Ey. agit ge A 4 en eg 3 og . 
<: * ee. t “Oo ge eee ee 
oa i s ; os i ait te Pe 
ee 7 its agi Mage j et 
See * ? ae Pa Wt 2 eae , 
= Or ‘ ee re 
- r es ee 
ee i > : RSS see | 
rs P i ’ ‘ a Oo ca ee pe eae 
Be N ee 
aa PAR "pte Teste *: 5 aaa 
are a a “ Os 
Fe 3 wy j ie oe - 5 ee | 
a s | Spee 
pe ae a eee 
Z ; “ra FS ae 
. , Ic 4 4 ee Ps 
ea pet » ia awe 4 saart 
i ee ~ et -, 
ih —. oS : + ee i opted 
ve ies pie gn Sagas | 
o «a a Ae” fa eee | 
¥ a t eM 
ie . 2 - peed = Cot aie ts ape ies. } 
; a oe el af of en. pt 
ae 3 : a) eRe 
/ " 4.5 ee °° ery. ee a. om ee | 
oa ee ae at pape as x per Shy ‘hh ei 
. : . an a se 
‘ : e. - a ee 
~ “ Si Ro 2 Sag eae j 
as Poe ey ‘a ag? eee ee.” 
— : yer e te beans be Migr 
oan . cit ee Be pe eo ae al al 0 
a, SSO bane ee 
* ie one s oe he . q 
a = : ‘2 ed Cae pee f f 
oe: Seapets ph * po 
Ta =. og = 2 Bat Z £ j ais j 
2 . ‘_ on re oe - i ai bo We ] 
; AYER a eos - eee Fry | ae } 
ere SE hegal NSS | h t 
¥ BH an ee or ee a, 
: ti ea 2. ) Po 
ee aes aces if ie” ee. 1 
a oh ee ee 
4. eg, i 
~ ‘ 
. 
ee i 
5 
f ee | 
; a | 
we 
=e . ‘ | 
ee. 
: ‘*” 
me . a oe - a 
seats TEA , 
pearaie te eRe a : eo ; ig : ; a : ma " a 
(Sis, Bee ~ a Lee : Ra E “ Se ce Roe ee | eo Agee ng Bg ES i 2 cere.) a 
a Ry Po ee Rt a Oe te eg yes See eat pce SRS ne Ac 7 em De eed olin \‘o) Sos Sea Wc LS fom ane Co vo See lier = 


en wills | 
hoot tyatom, Teldden 
Withhoid = j trv 


absolutes on™ i 
Said. utely Rothing = “o"- oak Noel 
Lib. Rods msell g . 
Associated and delivered iv a 
tne {Pllowing Aine ®t®? showed 
Pie Theodore wa" _ Showed 


Va. 


You Get the» 
MOST | 
When You Get the 


The St. Louis Post-Dispatch LEADS ALL CIRCULATION DAILY SUNDAY 
COVER ST. LOUIS WITH CONE ors aebtAin the St Lenie ty Zone,end City Zone ..... . 297,207 300,918 
offers a PLUS CIRCULATION of 103,011 Retail Trading Zone 


Daily, 139,439 Sunday in th handisabl and allother. .. - 103,011 139,439 
NEWSPAPER, ONE LOW COST titisietne st tous ciy Zone. 5 oh Ee 


ee 
tt 
ee Veo eam Fi eo ei = Se: 
oe a ce a . — 
Bee ere. x fe a et crane eae 3 ae ee See eee. 
of ; Bae ty by = a 4 ve if 
r ad a ee oom eet x) ee 8 wy “4 a Sees eyo 
; nee, wg — a ee, Oe ee oo 4 
| = oS bed we ee 
; ifs a4 oa a , = ise oe i a ae ee va Sens 
: . joa a _ e 3 ~ . a a Seg 
tof Re « os, nf =, : ee ¥ tee te me + ie = a, so 
ae > 2 : i acest ~ ee - = Ss ays 
aes ans: accep be de ee - * : Meee o fae ee , oe 
a ae oa ig yea. - . £ Pe 
A age ae is 1 ¢ = 2 “ aN attr 7. : oss ei 
q Mees ‘hi hae * i oe a ery is 5 ie ee ati 
Bee a: pet al ' —— . a alia: iad RS ey 
sah. = ae ‘ Fi, Pie'c «eee a, ae: ae 
a Bete ; * 7 ct 2 ee: * na i %S oe ; e yy (ee 3 ie 
i rat ey Se A nee, % Reins Wes wa ez ay 
Bake 4 fe oo nf . < ve ag: ei - te 
Z a se a eae cw, ; = gee ae fice eae 
i : “§ ee a fi * “i 1 -~ a * ytd 
a ey x. i SBA ee Re wit 
2 ‘ aah vs % ee ie r Sggiees . rf 
- eet a } z e — ree Ls es =a 
ny gee j ; ‘ pt + a : ka yee Tf 
= eee: J oe ale me Cas 
ie SR “nit geetaliage ss s : ES, ROD ieee Awe, a RORY 
E = gee , : : ee See Eee oer . : 
% aa y <j ne | t tee es ms pee i ee as a a 
ee Oo i { he an ee .~ a a8 
7 E 4 og Rie my a an nis f = 
3 aa} ° % ‘ fig ee ee alia ee ¢ rte 
= Tr ki ae id pager 
ie j Vapor 3 < ; ¢ i eee eed “s ap cree 
as te a ak ter eae ae ae > 3 z 
‘ : , 6 ee IOS tee cies ie ” apie: oT 
: 4 oe aes iis Pcie ae en ae sd ig ee. 
\ ¥ . io - sie eaimenat ie ace eee etic, ere Te sates nes 
t , Es cae. Bee se ge pee ee et pets ee 
HS L \O : Ps Se ok aa ic Rie le 2 inte 
a | : 3 jae ee yo ea : aaa 
a \ yg e LP _ ee y sengeegere Se 3 ARCS , : ._ 
5. aiken \ \¥) bd Sa Ee Veo PEG , lee Recs gS ’ ney 
- 4 5 Sa dae ey “a ees a Bees d sae A peg 
= . "s - ua ag em ge ke Min Mince. Roamer yf Se eee * pe cal 
Sesh \ we | po set ek ae Bi ie. % ei 
‘ ete a seas x Be es oe ea es. ed an “hee aa ee aa 
=e ks ee te ape +5 MRR sok bf Fs eh Sees ee eg Cap Bia oes 7a, 1 
ce Sige . ; ee ee > ems as aa ne a wages: peer sia «eae 
i e% ; (say ae Cede ee ae a i Ree 54 aa 
; as . - ee ae ae Be BS okt ent oy oe we ania} es 
. a o et Taine iis, ba a ee GS aaa e: 
ee Pa ce eee es ee aa = me 
eee i Ee a => — | 
hig a Sag ey A 4 yy) Reo Ciba . ee * ‘ “38 gi ie 
: 5 re, : a ; SARS. tec Shaw Sadie = eee i ‘ eee 
is eee |: che a i ae Ee "ee ae Bake a 
& be aa ae 5g 4: Oulh Ome ( ‘ adh Hoe: Re Sa Puy. fects ; a, 
te ' ra SS - Re Oils, is | ET me Wale * Genesee sed : afi. 
ee an A — : Oday wa, the date agreed re a pa ea a i . os : ree 
1 eA ee if woes eerie \4, 5): £ »| OY the *hools and the Notional | att PY Ns - She sg ae 2 i nak : 2 a 
as . : — ~ ee oS ‘ | Coneiation for Advancement at eos. if any, rel aes. : co | a 
; tf : , Re i ae 4 har. | Colored p, le # | ee a ee 
7 ; ae, «nn a of 23 Ny, .0Ple for the 8dmizsion Constitutions; right to ie oH par 3 oY 
faa x = 2 Re Pc We ae "Pread all hithe Negro Pupils to Schoois | Miss Coplor. Bow ye or a erin - Za = 
g a : at eae Whe tive as ag attended Only by re eM arta Ny York Mar bea ae) ie 5 ae 
> ge te i na 728 ss . se-4e . a alentin a. G bit. “Pra tea toe t at 
a ase ; ? ee ee eee —y Soent. Mrs. | Schulz "id two Negro high chev, 4 Soviet engineer employed about hi au a . 3 hpi 
“ a \. a Bie a tt, just @ ne dare. prhool girls Would be ‘ransferreg | by the Uniteq Nations Under the ae 3 ; ei 
Bs : ae : . e oe ea Sa father said, *) over.” Hig | Friday” ye ald other + Federa) Bureay of Ivestigation The Second ; egiae H —— 
a .. a ih 4 an | ; oe & high. Would be ents found in ber handbag ¢,. that the def, ; “ : a 
Si Re i untrieg | rg, STOURd the 4 rather Racial oo rpts from Justice Departmen; nowg oppor, : | a 
te . oi er : ieee r m bis sin, ry * Plane tha a #round | i, Llinoig gf fidentias TPorts ang note | Fi wit? ou te : | ae 
ae Bina 1 Pe “iver Beech. | An escort of oi. a 18% autho Pine Secor ye ahtum given | on She provided the origins ‘eo, ez, 
ae . lie ai : ES "a ea {4 that her » She | on the wirl's *ctivities WS 6 Wire. : 7. eae 
A 7 g = 7 4 ao Hi f . ae 
<3 ’ : “4, : og ra j 2 
ze 7 : 2 eee y * q Fs 
% 2 ayy cans ‘ : pe 5 2 “4 
ae B Pee oa . . = i ees 
: near 3) ! : 
ag a ae elie 3 
Bea : mee Ne ‘ruction Finance Corporation, USING the ° t Fa: 
Pia gas = rol - i oe 
we seca ra ae Although Symington Went nt mine's aaeguecy of @e la one nan ey ntti: | subcommitine session on 3 a 
ee Cas ge, : crging’ gAdministrene Policy. ig b sisting anes nb a0 | exchange 0 his Soa 
Fe ‘va oe ging y Digger build-up for the Dnt - tannded te Valley, "'#t00n near the Satae | pis a ney = 
me Mee a ac oe Alt Forces & few - © explo. | by mothe rae 
By ete F eS s years . o of coal 4 a pie 
ie me SAE Mim Gee’ ie Walter amet Base ths oe eae re Senne 
be aa AE ‘ that | 4ay's citation of dust “2mpling py , P romanunist | 4g "88, San e4 
mg oe ier As onfmaD Of Nene peter “indices Bey ' . eet: 102 | the Pl Rey Fenking | Schw ee 
Raia i MP °° be/ton won Spm mendation aie epector was 14 x the _ 2 dam- | side im tote’ grtitase | galt. Tex. pg! Tred Obrwer’ | # Chine “2 
eo 2 ay 2” her | ing wit Provided hie ofticiei ie a 29 troved | and Petriate in tos “ag Wheelwright KY: British Pvt. | Jem. 2, . 
ae & . | tion of our mai —~—¥| “Pour duttt oo . he et Y de- | eign Ci¥iliang held by our ltt: William Ruickdte. Edindurgn | “tera, atg 
‘aan a *"y wanted Tesources » mine were " from is h SS NF an armiatice ig get Scotland ee Ro 
F Fy. Pointed out} He became of : fn August ee lies Says Thos Vale, Conn; Pfc, Kennees : : 
: ea confronted Sir congre ; investigations Pay ares, beth ort, fom ~ a +4 ’ Lee said the wae on te | Witiig harten Coy. la; Pen ee pps : 
EA wes "8 of its labor © pol; r luences “ 4 . £4 | foreig,, Civilians hela by the Beatt, OF aNsville. Ga. ae 
eee ES’. which est | ont board setanet the be ig re ontent we al = : Reds 5 Dee. 39 tat, Richara Plattiey, Marq 
a eet eu 4 “uP. To. Fequireg minimy on : at - the UN. Mich Set. Fy , wette = 
eS : Praised him, for hay. W; Ald. “The. four Air Fone : *8ked the Communists t© account ret Class “laude 4 : C 
: aes od RFC S*tivities ang | wall oe SY omen sn ry ye Poe neieretan ereiane £2 Boody, Cxtord. Aig “Es Haro Re 
: Be ee en by Marine pj uf Pddod | aon A, . wa 
3 2 roueitne is admin, Me” ‘amen Wilsons led since a a oa ater. an Pred 1 gyneaie May: a rene dumted et 
RAs? : ££ font: forth. b loveny 10 the exp However wie Ave in the . a Ray <<. Dawe Ir. Agi ‘os ee 
; : ee, f°rous mn eship. j seember 1956 @ Air Were. ig out 2 Lt. Reber ip Wood amy itd the oy" 
aitia 1 aadieed : POSt. but ig Staying would not hove setina | ¢ Sam, ~—s a : Beem, sot Mii roa aa 
2 eee a, ak ee * e Pi : 7 ; 
oe ee ss ; ation Pen. ing Senate tal ©ombustion of mets Jr attack! The test ne fhe v 
: _ ae ayo" of * successor, eld have Prevented pian, it Norn "LOT Ki | dene lor ie 
ee meron xe ss oo Mocat the “qplosion.~ th LLED jue | ne 
d abo toy ; se KERR Dies 68 : Rock Das, a ; an N ; te 
i om ee stir pe Sia + CRASHES, |. ; 
oS Be eo ren 1) 08 ee State Mine Director ply Bie | v5 N TUCSON ioe ou oe 
ee ors RE if ng ANSAS CITY, Kee Bond Sea nd the Chicago, | por i Jae ao eters Dower we 
; ; TP —Sensior Kerr eeupreneeaen ranklin Cos; Co | oa r~. Ariz. Jay 26 (AP. bomber ¢ a 
ae s End iets pall acting in a, US Siem ‘ raft.) Thunder jet te piasg : 
, ra ee 4 ie < on Visua/ RED — ay Ny me * Vlcbne Dive, here | The aes 
hese a a yh oe ake Ce for ade. "a a ig ay” yexterdsy shaking | mds ; f 
mee ee ——— eS eo PILO ot a AS ie "6 Wares and 
a. — aE a oy nted re eas | ; rhe atoane own i, 
ts ng ioe ee Soe ee ie the OF ae ae aie I oe Cho was Kitled. aay , 
ae eel ice a a Be 2c. Rate eats ae 2 nigh ce ic 4 fem TCCIOT, Mass by : Ae 
a ae Bs : yes eS / ESN i : rat 3 ses: PRs : t the 4 Paaeed, “i * 
gS =. a i 1 oe eas. ) ee -; a Prete be ‘ia bs 
i gall iy ee. 2 ao eee ge eee ae ; : aH 
a er a a A es oe 3 
: a | a 5 : ; 
Res, 409 : 5 3, P oo ae : S 
me, 3 Beh aes Se ‘eg 
; at eas ee 3S y 
j ae 
+ Be ie ee oa ei tiaas . 
: etc: Beer ie ce OLA a 
ak Og oS eS eee 
j ’ as et , hie we 
\ | = aisle. eee * 
: : ; Sa eee 
ce. |e eo eee oe 
Se aan i =a eae 
ip | 2a Be: <2) ee eM eS E> 


C 


+s AWS 
SAS 
RW 


Se Ourthy 


Ys: sit) 2 fH, : r 
ey /t ¥i// Lge My g ty 
AP i | Ee 
/ } i Mf . ae ¢ 
' ' fv ‘ 


baliatlh ‘ 
‘ f 
iL . 
1 , 
i f . 


pl UE he Ec iichy Gat ee eee esac) amet eS bate : 4 DS ee we yee kg er lll 
aie : ae 
: " . z ag 
: gts LEE p> . 
: _/ ae aS 5 ey ae a 
% UG. Pibave BS eS mE ; 4 EN : 
es (EA. - ag Ae}. oo SS Seen ae a 
i , = A A g Sa: =e: fot > —, = = — —e, . 
. , ¥ /) bee oo i, Gy Ie (ae S|) We 7 
a ax WW { {h “, oe S AX, Mf. 4 WSs Me 
os : X\ iS ay lj — SS ern — SNS Se 
a Ven) j i! a A WF S Yd = ~ . ‘wae wy Q\\ ~ = — Pls 
eh - SA fiat 1: : iain ae a a7 — ~ S x - == C 4 
. yg 4) Te ie Hi G- = — ee NS. Te “Qe ; 
eee DD i hitbiats cd IAL, , — < =e ov = ANY Z Ate : 
a. We 1. df | | f H f i fie “Sl Fig > S44 aS SS AN Sa sf 
We al NE ’ / ii, 3] vii,» Sonat Ty. Nene gi) SS a os 
= | x , seat, 6 ’ ‘ {ss ; TFG, i yy ee ¥ 2-F | 

+ . AR ‘ a. ii ‘e } yp yi , pees, *. . 4 4 
a (64, MF Bs ih MW esata wee ne 
a 4 Ny he: yall) Hn iLD Sees & 5 oY 1 

‘ ible ¥ J. ie "hes TRTENGAD S 7 

_ Sh Be, gg mam 24 le ee 

a “thn 2° ee oe tc \ ‘Sea : 
- 7 a -: e i Vix oe 

: OM Pea © pe mulls 7g i’ ?. iM H) oe OF 
: 4 Lae, “a i} / ass iy e 4 uy eer) Yad ’ . .* a > “a i} Te, " 
i i Diu, ‘y Ww atl Sf: Ny 1 4’ » \ oh AF Lil 
ee i, Ty, \\.3 OF NY le ae i LO NS . 
| Yj : ns MA phe 4 , ‘ i oe > “1% yi Jit | l) {11M 4 

" : we, eur! -- Bash “Fs Jat es Al: "i Gesy js y J \ 

hme Ne iii. a / p ; 

re ; S nal MeN Mi} Ih [ , > . ne fe nile th) 

a Of, NX Vo Oe | a malay r a Ma Fis 7) || naa 

mee AS iy s verre MAME ON ke yee eee SM /) tay 
of . (j | i ——s iil! wi es We yy | 
| \WGe ae eee 
3 Y NAGE are ah 228 
. u/ DY pera ee (ot He |e 
A ir A A (\ Cd : ™ *s = Hiv psi 

Sf (phe, © are a! ( asi (Weil \if fy j! : 
. so \ NN YS i Be ON iS m4 
- ll. 1p ih 

| oh) a } 
ee We ») % yl —— : 
% . ) Ii ad $ |e 

f Nes 
f. . cant Y 
7 
- 
: | 
5 


GARGANTUA of modern business 


revelation... 


Less than 15% of all the food stores in the U.S. do more than 65“ 
of all the retail food business. This is the supermarket revolu- 


tion made inevitable by the impact of modern living. 


The Supermarket is the Gargantua of modern business. Its suc- 
cess is the result of giving the public the most for its money 
... the largest, cleanest, and the quickest pick-up assortment 
in retailing. That is why more of the spendable dollar is going 
to food than ever before. That is why $36 Billion was spent on 
food in 1951. 


FAIRCHILD — publisher of SUPERMARKET NEWS — isn’t 
awed by that stupendous sum. Our three dailies, our weekly, 
and our semi-monthly cater to industries which do about $36 


Billion at retail also. 


So, in entering the food business we're like a super-liner cross- 
ing the ocean. We have the plant, the man-power, and the 
presses to give the food industry the quality and quantity of 
news it deserves . . . and which it never got before. We spent 
$3,000,000 getting ready for Supermarket News—because we 
wouldn't go off half-cocked. 


If you’re in the food business (or have an equity in the food 
business), SUPERMARKET NEWS will sharpen and widen 
your business outlook. It will save you time and money keep- 
ing you posted. As we said before, it will be all meat and no 
potatoes. 


Take advantage of the introductory subscription offer: One 
Dollar a Year. 


upermarket News 


A Fairchild Publication, 7 East 12th Street, New York 3, N. Y. 


“Our Salvation Depends Upon Our Printing The News.” 


Women’s Wear Daily, Daily News Record, Retailing Daily, Footwear News, Men’s Wear 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


Issued every Monday by Advertising Publications, inc., 200 E. Illinois St., Chicago Ii 
(DE 7.1336), 80! Second Ave., New York (MU 6-8180), Notional Press Bldg., Washington 
4, 0. C. (Re 7659). G. D. CRAIN JR., president ond publisher. S. R. BERNSTEIN, O. L. 
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They've All Got What Everybody's Got 


What's happening in the toothpaste and other fields, with the band- 
wagon move toward the addition to everything of chlorophyll, dem- 
‘nstrates an interesting merchandising problem which no one has ev- 
@f seemed to solve. 

The first fellow in with a new ingredient like chlorophyll ob- 
viously makes hay while his competitors are lagging, but unless he 
has an exclusive ingredient (and chlorophyll is certainly anything 
but exclusive), the rest of the pack soon catch up with him. 

AA reperted some months ago, at the beginning of the chlorophyll 
hysteria, that one canny marketer who was first to use the green 
stuff in his particular field, and who had made a good deal of hay 
with it, believed that six months later—which is right about now— 
it@ value as a promotional theme would be exhausted. And he is just 
abput right. There is no great virtue in promoting what everyone has. 

From now on, it is pretty obvious, promotion of chlorophyll must 
@uter a sort of negative phase, in which its inclusion in a product is 
played up not for a competitive advantage, but to avoid any possible 
Competitive disadvantage 

But the real problem in merchandising which is to come is that 
which faces the pioneers in the use of the green ingredient. Some 
benefit, of course, will accrue naturally to the product in every 
class which pioneered in the use of chlorophyll. But the public has 
aghort memory, and the pioneer who has been plugging his ingredient 
advantage will have a hard time holding on to it when every compet- 
ing product contains the same ingredient. 

If the inclusion of chlorophyll in a product has been emphasized 
as the only reason for buying the product, such an advertiser is 
likely to run into trouble. If he has been able—and it is a difficult 
job—-to feature chlorophyll as an “extra” for a product which is 
pretty wonderful in itself, his ability to hold onto a segment of 
the market will be easier 

If there is any real moral to this situation, it is the further demon- 
stration that present-day marketing is not a business for people who 
like to do things slowly and leisurely. The opportunity comes along— 
it rides a crest—and before the leisurely-minded guy has decided 
to jump on or sit this one out, the whole thing can be as exciting as 
last year’s Easter bonnet. 


Is Advertising Too Smooth? 


Once in a while, listening to discussions of boners pulled on radio 
or TV 
printed advertising, we get the horrible suspicion that advertising 
might be more effective if it weren't so smooth, so finished, and so 


shows, or typographic errors or oddities of placement in 


letter-perfect. 

We don't recommend deliberate errors or fluffs, but we do have 
a suspicion that most people, being human, recognize and welcome 
signs of humanity in others—including those who are trying to sell 
them something through advertising 

Yet most advertising is so letter perfect, and advertisers have 
such a fit if some little thing goes wrong, that one would think 
a mis-said word on a radio show or a wrong font letter in an ad had 
destroyed the entire value of the advertising 

Perfection, after all, is a pretty difficult thing attain, and 
not too well received when it is attained. The public certainly has 


to 


a right to expect professional competence in all its advertising, but 
professional competence and perfection are not necessarily quite 
the same. It seems to us that sincerity and believability are the things 
to strive hardest for—and the devil with perfection if it happens to 
get in their way 


a 


A 
of 


t 


=) 
BASEBALL 
PRODUCTS 
ING 


Stee ANS 


—Dun's Review 


“You're up next, Mr. Higgins.” 


What They're Saying 


TV Etiquet 

Emily Post, who works on an- 
other page of this newspaper, and 
this column are continually at 
odds over the etiquet of turning 
on the TV set when you have 


| company. 


Turn it on, Mrs. Post said again 
yesterday. If you have invited 
guests, they choose the program. 
If they’re uninvited, let 'em look 
at what you're watching. 

We'd like to slide in our two- 
bits worth again today. The 
height of bad manners, Mrs. Post, 
is to inflict TV on someone else 
—for guests to demand it, or for 
the host to insist on it. 

The thoughtful hostess today 
pulls the plug out of the wall be- 
fore company comes. If television 
ever takes over social gatherings, 
we really will be in danger of be- 
coming a nation of popeyed auto- 


matons. 
—Jack Mabley, columnist in the Chi- 
cago Daily News 


‘Fiction’ Is Explained 

Now, the Ford Foundation has 
created four scholarships a year 
for Gold Coasters to study in the 
United States, the only good thing 
I know of that any of these gen- 
erally treasonable foundations has 
ever done. 

Dressed in a chief's robe and 
speaking impeccable English, Dr 
Nkrumah [Dr. Kwame Nkrumah] 
native chieftan] told me _ that 
when it was reported that I was 
coming to the Gold Coast he was 
told I was anti-British, and went 
on: “So am I. 

I found out that this fiction had 
also reached into government 
house in Entebbe with the added 
mistake that my days in 
England were unhappy. It is a 
fiction created by lower class Eng- 
lish newsmen for all non-Tory 
Americans. The foreign office does 
not spread it. 


Col. Robert R. McCormick, pub- 
lisher, Chicago Tribune, in a speech 
cabled from Rome for delivery on the 
Chicago Theater of the Air—WGN, 
WGNB 


school 


Note on Propaganda 

The Voice of America has no 
license to broadcast in America; 
in order to hear it, you have to be 
somewhere else. For that reason, 
it’s hard to form much of an opin- 


ion about it. We hope the fellows 
who run it realize that the most 
effective propaganda is unpropa- 
ganda; to wit, straight information, 
without the commercial. The word 
“truth” ought to be used sparing- 
ly, if at all. The word “truth” is 
like the word “peace”—it is a fa- 
vorite noun of demagogues and 
tyrants—and since truth is fluent, 
elusive, and incapable of being 
packaged, it is not the property of 
any man or any bureau, and who- 
ever lays absolute claim to it is 
either an optimist or a fraud. Any 
sentence that begins “The truth 
is...” can usually be thrown 
away, entire, as being of no value, 
just as any Soviet sentence con- 
taining the word “peace” is pre- 
sumably a waste of anybody’s 
time. . . 


—The New Yorker, 
ment, March 15 issue 


Notes and Com- 


Are You a ‘Sharpy?’ 

If you’re a proofreader, you’d 
better consider whether you're too 
much of a purist when it comes 
to grammar. Allowing yourself a 
bit more latitude about phrases 
which are perhaps imperfect, but 
the meaning of which is clear, 
may indicate the desirability of 
letting some minor faults stand. So 
Says an expert proofreader who 
has been scanning copy for years. 
As an example, he says, the tauto- 
logical expression, “climb up” may 
not be so bad to pass, as common 
usage has made the meaning 
clear, even though “climb” and 
“up” are both going in the same 
direction. We might not all agree, 
but when little changes cost big 
money, he probably has a point. 
At any rate he highlights one of 
those border-line matters that 
challenge proofreaders almost 
every day. 

—Type Talks, 


Typographers 
March issue 


issued by Advertising 
Assn of America, 


A GOOD TALL 
COPYWRITER 


shoulders 
age (30-ish) 


above 
and 


head and 
others of his 
experience (5 years or so) s 
wanted by an agency that will 
give him hard work to do, a good 
salary and a chance to achieve 
the height of his ambition 
Write—in your own handwriting, 
please 
—Classified ad in Advertiser's 
Weekly, London, England. 


Advertising Age, April 21, 1952 


Rough Proofs 


When the stock market heard 
the good news about the lifting 
of the TV freeze, it promptly de- 
cided that the set makers are 
going to do all right. 


“Reserve board sees no rush for 
durables,” the news story says. 
And maybe the manufacturers 
will decide that their products are 
entirely too durable. 
. 
handsome 


“Whenever Dodger 


ene Ralph Branca was on the 


mound, lovely Anne Mulvey, 
‘daughter of one of the team’s 
owners, sat cheering in the stands,” 
says a Woodbury facial soap ad. 

And not even Bobby Thomson's 
homer could postpone the wedding 
day. 

e 


The G. M. Basford Co. reports 
a return of over 75% from a ques- 
tionnaire sent to metalworking ex- 
ecutives, each accompanied by a 
crisp dollar bill. 

Whatsamatter, did the other 25% 
think the bills were phony? 


The Florida Citrus Commission 
is experimenting to see whether 
housewives will buy more oranges 
by the dozen or by the pound. 

In selling fresh fruit either way, 
it’s bound to be a tight squeeze. 


A Boston newspaper embar- 
rassed itself and its advertiser by 
saying that Sam Snead won the 
Masters using MacGregor equip- 
ment instead of the Wilson clubs 
he actually played with, and the 
only unperturbed person in the 
situation was Sam Snead. 


When a top-flight golfer wins a 
big tournament, it’s a great victory 
for the maker of his clubs and 
balls. If he loses, it’s his own fault. 


Jane Russell may now consider 
that she’s arrived, as her studio 
not only spends big dough pro- 
moting her pictures, but other ad- 
vertisers are now standing in line 
for endorsements. 


One of these days a manufac- 
turer of food or drug preducts is 
going to astonish the world by an- 
nouncing a new offering which 
does not contain chlorophyll. 


“Why put lace on tennis pants?” 
asks the Chicago Shew Printing 
Co. 
| It’s just the idea of providing 
| special packaging for a superior 
product. 


“It is recognized as unsound, 
| uneconomic and unprofessional to 
{submit speculative material in 
| competitive solicitation,” says the 
|Four A’s standards of practice. 

Yes, but is it good salesmanship? 


Dr. Howard Rush calls atten- 
tion to the fact that home makers 
engaged in their normal chores 
sustain a third of all serious in- 
juries. Housemaid’s knee is no 
joke. 

Copy Cus. 
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Again... and Again ... and Again 
Che Mnquirer in. Philadelphia. 


A RECORD TOTAL OF 
19,089,000 tines 


“quarter ) AN IMPRESSIVE GAIN OF 


\ we ri > 0.0 st 0 _ 


while the 2" paper showed a loss 


age 
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These continued gains come on top of a record 
year in 1951—36,894,000 lines of total advertising 
—while the 2nd paper showed a loss. Beyond any 
doubt ...in Philadelphia, the first newspaper is 


THe Inquirer... by an ever-widening margin. 


Now in its 19th 
Consecutive Year of Total 


=~ 7 Che Philadelphia Prquirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg.. 
Detroit, Woodward 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigon 0259 
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Wednesday was 
bigger than ever 
last week! 


~ ga Last October advertisers invested 


“more monev in one issue of the Post than 


ogee 
ever betore. 


gar Then on February 9, 1952, Post cir- 


fculation broke all previous records. 


ba 
gar And last week's big issue (the one 
the Park family, right, is reading) set 


another record: $2.549,000 of advertising. 


Such growth is proof of the Post’s 
strength as an advertising medium, a 
streneth that has never been matched 
and has never been greater than it is 


right now. today. 


The fact is. no other magazine attracts 
an audience with the same combination 
of quality and) quantity. Nor can any 
other match the feeling of trust the Post 
Inspires im its readers. 

In this respect the Park family of 
Pittsburgh is typical of millions of Post 


families. Both Mr. and Mrs. Park grew 


up with it. And as Mr. Park says, “You 
know that it’s true if you see it in The 
Saturday Evening Post.” 

Surveys show: 1. That readers spend 
more time with the Post than with any 
other leading weekly magazine. 2. That 
they have more confidence in its pages— 
editorial and advertising alike. 3. That 
they pay more attention to the advertise- 


ments they see there. 


The Post gets to the heart of America. 


Last week’s Post 
carried the biggest 
dollar volume* 
of advertising 
in its history 


*$2.549,000—13934 pages of advertising 
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Paramount Buys Vistascope 
Paramount Pictures Corp. nas 
purchased 50% interest in Vista- 


scope, a French invention, permits! 


use, with live action, of photo- 
graphs for motion picture fore- 
ground settings 


scope Corp. of America. The Vista- 


There is a good chance that he is a 
Elks audience is a consumer-dealer readership with a 
high proportion of retailers. For example: 


4,831 men’s wear dealers; 

3,326 automotive accessory dealers; 
2,372 hardware dealers; 

2,875 sporting goods dealers... 

are identified subscribers to The Elks. 


These are only four of many kinds of dealers who sub- 
scribe to The Elks Magazine in substantial numbers. 


The 


1,600 Elks lodge trading centers include all the 


important markets on your sales map. 


You reach more than 
a million Elksin... 


New York + Chicago * Detroit + Los TY 


subscriber. For The | 


Blue Bell Runs Ads 
Separately on Its 
Play Clothes Line 


NEw York, April 16—Blue Bell 
Inc. this month launched its first 
separate advertising campaign for 
its big line of utility play clothes. 
A series of six full- -cojor pages in 

Look spearhead the drive. 

| Prior to this, Blue Bell, world’s | 
largest manufacturer of work 
clothes, combined its advertising! 
| of both lines. 
| The company introduced utility | 
| play clothes early in the postwar | 
| period. The garments have been| 
one of the important factors in| 
| lifting Blue Bell total sales from 
| $24,000,000 to $45,000,000 during 
the past five years. 

| In addition to Look, the com- 
| pany has scheduled Country Gen- 
| tleman and Progressive Farmer 
with a color page each. The latter 
magazine also carries a separate 
campaign for Blue Bell work 
clothes. 


@ The new series presents a new 
line of utility play clothes styled 
for children, young people and wo- 
men. Copy points out many occa- 
sions when such garments can be 
worn. The campaign features a 
variety of shirts, blouses, dunga- 
rees, shorts and slacks. Different 
ads will show how the garments 
can be worn in different combina- 
tions. 

A series of trade ads also will 
be published in Department Store 


Economist and Women’s Wear 
Daily. 
Separate campaigns are being 


used this year for work clothes and 
for the company’s Wrangler west- 
ern-cut garments. 

N. W. Ayer & Son is the Blue 
Bell agency. 
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Getting Personal 


James L. Stirton, director of ABC's TV operatioris, returned last 
week from a three-week Florida vacation... And Ed Smith, head 
of the same net’s central division radio operations, is vacationing 
on the Gulf Coast...Other trippers are William M. Savitt, presi- 
dent of WCCC, Hartford, who, with Mrs. Savitt, has been spending 
six weeks touring Europe.. . 

Out of circulation for a couple of weeks with minor surgery is 
John Bronis, Fairchild veteran, who is on the staff of Retailing 
Daily in Chicago. . . 

George W. Hawkins, assistant board chairman of Scripps-Howard 
Newspapers, will be married May 13 in Glenbrook, Nev., to Mrs. 
Lydia McClelland Flory of Coronado, Cal. The ceremony will be 
performed at the home of the prospective bridegroom's father. 
W. W. Hawkins, Scripps-Howard chairman. During the summer, 
George Hawkins will be on active duty as lieutenant commander 
with the Navy in European waters. . . 

J. H. Kellogg, president of Kellogg Switchboard & Supply Co., is 
the newly elected president of the Clearing Industrial Assn., a non- 
profit administrative unit that handles common problems of about 
140 neighboring enterprises in the Clearing district on Chicago’s 
southwest side. . . 

John T. Burke, v.p. of John C. Dowd Inc., has been elected 1952 
president of the Notre Dame Club of Boston. .. Another Bostonian, 


Al Basse, of Albert Basse Associates, silk screener, is all tanned up 
from a quickie Virgin Islands vacation. . 


CONGRATULATIONS—Harold Simonds, WFIL (Philadelphia) radio sales manager who 
celebrated his 30th anniversary with the station, is surrounded by advertising agency 
people at a party given in his honor at the station. Mr. Simonds (center, right) is 
being congratulated by Wesley Ecoff, president of Ecoff-James Inc. (with pipe). 
From left to right, Lee Stewart, representing Muntz TV; F. C. Haab, president of 
F. C. Haab Co., Williams Oil-o-matic distributor; Evelyn Walmsley, time buyer for 
McKee & Albright; Jerri Rosenberg, of the Lavenson Bureau; Howard Seberhagen, 
president of Seberhagen Inc.; Mr. Ecoff; James Gallagher, of McKee & Albright; Lee 
Hood, vice-president of Richard A. Foley Advertising Agency; Mr. Simonds; Albert 
—& Morgan, vice-president of the Foley agency; Gary Bub, president of Stewart- 
Jordan Co.; Edmund H. Rogers, vice-president of Gray & Rogers; Charles Eyles, 
president of the Foley agency; Frank Corkery, president of Everling Associates; 
Roland Israel of the Lavenson Bureau; and Harry Feigenbaum, president of the 
Feigenbaum agency. 


Frank Loggan, general manager of KBND, Bend, Ore., is back 
at the station following convalescence from surgery at St. Charles 
Memorial Hospital in Bend. . . 

Robert Herz, formerly with Buckley, Dement in Chicago and for 
the past year ad director of Reserve Life Insurance Co., Dallas, is 
working (in addition to his insurance job) on merchandising tie- 
ins and promotion for Elmer Wheeler’s new book, “The Fat Boy’s 
Downfall.” This one follows “Sizzlemanship” Wheeler’s great suc- 
cess in the past year as diet adviser, with “The Fat Boy’s Book.”. . 

Richard M. Brown, general manager of KPOJ, Portland, Ore., 
has been elected to the board of directors of the Portland YMCA .. 
George Wolf, manager of radio and TV programs at Foote, Cone & 
Belding, New York, sold an original screen play, “I’m No Angel,” 
which started shooting April 14 in Florida. The picture will be re- 
leased by United Artists... 

The Milwaukee Eagles’ civic service award for April went to 
Bert S. Gittins, president of the Milwaukee agency bearing his 
name. The citation is for “outstanding services to the community 
and for efforts in creating a better public understanding of the role 
of advertising in the American economy.”.. 

Wayne Leland, of the House & Leland agency, Portland, Ore., 
heads a group that is planning “Vacation in Oregon Week” in co- 
operation with the Oregon Adclub and Retail Trade Bureau, aimed 
at selling Oregonians on the vacation advantages of their own 
state ... The advantages of getting away from their own state for 
an April break were experienced by W. C. Kurz, manager of the 
Chicago Tribune’s general ad department, who returned not long 
ago from a motor trip to Pinehurst, N.C., with Mrs. Kurz. .. 

C. Glover Delaney, general manager of WTHT, Hartford, has 
been named chairman of the city’s United Negro College Fund 
drive... Doing the publicity chores for the National Sales Execu- 
tives convention scheduled for San Francisco May 27-29 is David 
M. Botsford, head of the Botsford, Constantine & Gardner agency. . 

Purchaser of the model brick house in Needham, Mass., featured 
last fall in Better Homes & Gardens is Henry L. Gascoigne, v.p. of 
National Transitads ... The Advertisers Club of Cincinnati awarded 
the Joel W. Stovall Scholarship, which is in memory of its late 
president and program director of WKRC, to David Stovall, Joel’s 
son, who plans to enter the University of Cincinnati next fall. .. 

Walter B. Haase, general manager of WDRC, Hartford, has been 
named director of public relations for the civilian defense organiza- 
tion in Wethersfieki, Conn., Hartford suburb, in which he lives. . . 

Gordon McLendon, president of Liberty Broadcasting System, 
Dallas, received his fourth award early this month, when the East 
Texas Chamber of Commerce named him “Man of the Month.” .. 
Allan Rinehart, Beaver Engraving Co., Portland, Ore., has been 
elected president of the Portland School Board. . . 

Christopher Thomas is the name picked for the son born April 5 
to Glen Olson, ad manager of Von Lengerke & Antoine, Chicago, 
and Mrs. Olson. Christopher is their third child. . 
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Often the obvious is all important but is overlooked because it 


| is obvious. Thus Practical Builder is nothing if not practical. 


make-up of a magazine. It is quite another thing to be foolish 


be practical. And because it is, readers warm up to it. This 


| 
} 
| 
| 
; 


} warmth and response is passed on to advertisers. And since 


: advertisers too are practical, they 


_—— 


ee 


sheer aesthetic effect. It is one thing to be fastidious about the 


. | - 
about it. We repeat: Practical builder just, above all, 
| 


look to PB as... 


The men who own and edit it have but one primary concern: 


to make its pages practical and profitable to the people who 


read it. Hence there is no attempt to “pretty” its pages for 


... Of the light construction industry 


Affiliated with 6 Build Industry M i comprising the largest, most 
distinguished publicat in the building industry: Build Supply News, 
Building Material Merchant, Ceramic Industry, Ceramic Data Book, Brick 
and Clay Record, Masonry Building. 


Send for our 64-page book... THERE'S MONEY IN REMODELING... 
free to any manufacturer who asks for it on his letterhead. 


© iwoustmiat PUBLICATIONS, INC., CHICAGO 3 
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NATE 


normally increases steadily in the 
weeks preceding Easter. However, 
since Easter this year was about 
three weeks later than in 1951, the 


‘52 pre-Easter sales increases are 


DEPARTMENT STORE 


4 Week to Apr. 5, '52 
HY Week to Apr. 7, ‘61 
4 Week to Mar. 29, '52 
Week to Mar. 31, '51 
Week to Mar. 22, °5% 
Week to Mar. 24, ’5 
*Not adjusted seasonally 
pPreliminary. 


compared with the ‘51 post-Easter 
sales slump. Hence the “gains.” 
Not all districts registered sales 
Mereases. The Chicago and Min- 
G@epolis areas recorded 5% and 
1% losses, respectively. Elsewhere 
—except for San Antonio and 
Tuisa—-the picture looked brighter. 
Aligusta topped the plus column 
with a huge 93% gain in volume. 
The West Coast made a better 
showing on the latest report than 
in previous weeks this year. Even 
thé downtown Los Angeles area, 
whic h has been tagging along be- 
hilid other markets, enjoyed a 21% 
gain in dollar volume during the 


week ended April 5. 

% Change from ‘51 
Week Ended 

ral Reserve Mar. Mar. Apr. 
fet and City 23 29 5 
ED STATES —e 13 Ly 
Besten District 18 22 12| 
lew Haven 28 22 20/ 
ston 13 16 12) 
pwell-Lawrence 0 41 15 
ringfield 21 26 24) 
evidence —21 42 7 
N York District —tit rié 4 
lewark 8 16 10 
uffalo 10 =rl5 19 
lew York 12 rl6 1 
»chester 16 18 9 
racuse . 12 rié 2 
iacdeee District —) r22 13 
iladelphia 8 21 14) 
Clevetand District 4 16 10 
Akron 4 17 5 
Cincinnati 9 15 8 
Cleveland 3 12 9 


No. 2 in a Series 


SO"O00*000%§% 
MOVING MILES 


of experience 


ae 
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Your .. 
satisfaction is the result of this long 
moving record. Every detail will 
be attended to. Breakable goods 
carefully packed and unpacked 
valuables transported without 
scratching or marring finishes 
Every... 
move by National is made in dust- 
proof, rain-proof vans, so that no 
article arrives stained or dusty 
Yes Sir... 
for the best moving service, con- 
tact your nearest National office 
or agent refer to the vellow 
pages in your telephone book. 
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SACRAMENTO 
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s 


[XEC. OFFICES: CHICAGO, KL 


ST. JOHNS BUSINESS DISTRICT 


offers complete shopping facilities for the ever-growing 


North Portland residential area. 


DEPARTMENT STORE 


Partner Robert Currier, another St. 
Johns civic leader, says, "KGW is as 
much part of Portland as the roses and 
view of Mt. Hood. The greatest radio 
station in the Northwest.” 


eee oa a 


POLICE CAPTAIN 


Frank Erwin, president of the St. Johns 
Businessmen’s Association, reports, 
“KGW is the proven radio leader here. 
Tremendous public service for more 
than 30 years.” 


Celebrating Our 31st Year of 


Leadership and Community Service 


PORTLAND 
OREGON 


The 31st year of community leadership in the 
Greater Columbian Empire. KGW gives com- 
plete coverage to a market you can't afford to 
miss. It offers pioneer prestige and influence 
no one can duplicate in the Northwest. You will 
find every Portland community pointing to 
KGW's service record with pride. You cannot 
adequately “sell” this area without KGW, “The 


People’s Choice’. Place your advertising copy 


with the station that delivers results! 
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Advertising Age, April 21, 1952 


Weeklies Set Convention Cohen Appoints Schwab DuMont Net Offers sors and station managers. ute show featuring items about > 
Cine pany and national sa3| Laurence Schwab Jr., formerly Among the programs which are| people in er news. oa price jim 
vertising wi part of the 1952| NBC-TV director, has joined Har- ; ed available at lower than usual|/ranges from $50 to , with 
en of the ge ged y, B. Cohen ae .~ Some Film Shows rates: bonuses for 13-week and 26-week 

ation Newspapers America| York, as a producer-director. He s 7 1. “Illustrious Feature Films.”| buys. 
iSite ‘ConA ee : a tee ‘fon oe aaeee ig “ Special Prices This series of English-made full-| 3. “Streamlined Fairy Tales,” a 
prises more than 180 urbe pert | eg a te Ennds.| New York, April 15—The film length pictures cost from $75 in|15-minute animated cartoon, 
rural community weeklies. | epartment of the DuMont Tele- the smaller markets to $2,500 for ee “7 $30 rye ‘alien 

| vision Network is offering special | the big cities. For a purchase of 13,| 4. “Speed Classics," a 30-minu 
eli Oia Ries ABC, WENR, Chicago, Move ,.| summer prices, plus some bonuses, one will be given free as a bonus,| film of top auto races. The price 
gency American Broadcasting Co.’s| : “ : +{]] | is from $50 to $750. 

Travelett c G h 0 WENR. Chi-| 25 22 inducement for warm weath- A 26-week series purchaser will ‘ : 
Cc h etter corp.,_Greenwich, | central division and WENR, Chi-| . .1es The offer was made in a receive two full-length features| Prices are not available on two 
co as appointed Koehl, Landis| cago, have moved from the Mer-|', tet wislit bee been forwanded | ¢ short films, “Holiday of Dreams” 

ndan, New York, to handle its] chandise Mart to the Chicago Daily | 00! en forwar ree as a bonus. 


advertising. News Bldg. |to more than 1,000 agencies, spon- 2. “Pathe Hy-Lights,” a 15-min-|@nd “In the Fashion Spotlight,” 
both running five minutes. 


Fieldcrest Appoints Dale 
Fieldcrest Mills, New York, divi- 

sion of Marshall Field & Co., has 

appointed Gertrude R. Dale, for- 


' +] r | * ¢ merly with Geyer, Newell & Gang- 
ST. JOHNS CHOICE is THE PE Es: Pa | of New York, to the newly cre- 
| 


ated position of merchandise pub- 
| licity manager. 


| Pliskin Joins Samter Bros. 

Irving R. Pliskin, formerly with 
Young Men’s Shop, Washington, 
has been appointed advertising 
manager of Samter Bros. Co., 
Scranton, Pa. 
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FU RNITU we DEALER HOUSEWIFE Mrs. A. D. Peoples GROC . R Owus Bales relates, “It's t 
Paul Clark asserts, “You're tuned to the Portland declares, “KGW has the entertainment, shopping wonderful to have a station like KGW serving F 
people's pulse at six-two-oh, KGW... An all- news and public service that make it the real our community. Definite favorite in Portland.” i : 
time ‘Best Seller’... " radio leader.” ' 


4... Another leading 
Portland’s 


hn 


lidly “sold” 00 Ts 
re w! They “know 


ANNOUNCEMEN 


At the request of readers, Ind 
trial Equipment News is movi 
its important Product Finding 
Index to the right-hand colu 
of the new front page, and is 
continuing it on Column ( 
Page Two. 


Hf 


ity sO 


The change takes place w 
the April issue. 


JOHNS aD 
SA De 
>. aaaws 


Cc ° E D & Madelyn Turtan and Nancy 


Vincent, University of Portland, say, “KGW 
heads our honor roll consistently. Valedictorian 
year after year in Northwest radio.” 


Re-positioning of the Product 
Index proves (1) that readers 
use the IEN index for finding 
products they need; and (2) In- 
dustrial Equipment News makes 
every effort to give its readers 
what they want in the way of 
product information. 


le 


If you want full details about 
this service and how it is used 
by industry’s top specifiers and 
buyers, send for The IEN Plan. 


DRUGGIST Glenn Davis states, 


“The right prescription anytime is KGW. Un- 
equaled in all-around programming and leader- 
; ship... our own KGW.” 


REPRESENTED NATIONALLY BY EDWARD PETRY & CO., Inc. 


_ Thomas Publishing Company 
| 461 Eighth Avenue, New York 1, N. Y. 


| REPRESENTATIVES—ATLANTA + BOSTON 
CHICAGO + CLEVELAND - DETROIT 
INDIANAPOLIS + LOS ANGELES 
PHILADELPHIA + PITTSBURGH 
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Each one hundred cents invested 
in Newsweek delivers more families 
with incomes of $5,000 and over 
than in any—ANY—other magazine. 


NEWSWEEK’s 800,000-plus families 
have an average income of $11,269 


—three times the national average. 


LHOIME MOM 


ee woe! Epis oak So.) Pie igh es AT 64°F ON Bd “Whee 
ces he Se Ske ‘eae oon om 5 ay “ Ja ra ass eo ee oh oe chat weal Tea 
oh ie 250 Samm — — —— aac es Ps sete. Se ee ae ne fs ee re a ee 
ore ; Pay ae mee Se G a ae a. RS te ST er Ae, ; ae Te ee aes, ae = 
bits ees” mae hice) old : one an on ea big! ae 2s en aes ape Le Abe aed 
24 - ne ee leeety 6) fi aaa Ris, eee ahs Se te 4 Ee ise 3 ee ae i ie Ee 
ei ee we ie of. i 4, eae Ci. Ute = aes eee = © Be lee es = a: ~°, ee a a — 2 Bits ay a? F pac 
= ee oo odes ‘ aa : aes bc? ee See ; ., iii exe 
: ii > ‘ae oe. } 4D in Bee Ge a es oe : iy ee i ie aT. Ec igs 
i od arr. ee Oca a ta oa mah * Re ee a an renee 
2 ee ee. ae ieee tee ; ee ee ee 3 eee a 1 F be 
ee | oie ae et ee it. ; re i eee Be 2 : %® a & wg ake : Aatabe 
“Byes cS aes aay oe ane A ae ieee aa ‘SAR. ean j a. a Le | ee a os 
rec ee eer! ay ocd ; ee eine feet 2 > Mnheame es: Peesth : Jy hts : : eer ee ete Oo 
+ my rey Rag ae it ES ; = a ceeds “eee 2 an 2 ee kee 7 - Atlee 2a * aes 
7 ee a, ee Pe. pF = a ‘ Lae eee ar ty : 8 39-2. 2 ‘i ge gee eS — 
as oo) aS See a aie oa poe : es ee ee a : Paes P ‘ ee Fes Beery ; acs 
Sage A: 5 ane Apis es = oar t eee on fw aera ee x <— i api og - ig Soe aes Cr ee a 
tees eee ey a ie pe of ee oy :. ee ae a wo. , oe a ad : rire Fei ae ema <2 Ce 
So, a Si a Se has ES ee ca See aes 4 ae : : 7 ae a soa Sie hae aa Ree 
a4 OS RSIS wae Sea 2 . aT ke. Be aS 3 2 Se ae ? : " 2 ORE ee a a 
Lape 6 osetia cae be i ae car Se gk ~ |. Race = oer ' MI oe ek eS 
Pewee: See ‘yet Peed ean ‘aan : Me et eo. |) a ‘ —_vr" : 1 eee Se See & ait, 
i. Wp ES Sea ge ee cd aoeee x ee Co ieee P a i : if i > ik oe eerie: 2 = 
ae > os aaa FG gh Ss Rate ay een _ PRES ee, oe * ; | ia : +5 oh een is co ee . we 
RS e . = oe Cl Pee 
ae a E Eine inline ake ily ie a: =e ; : : I ate (ieee 
“ott . aC) ON meiereg Be Pa as im ee a ; : Lo TRS Vie ike Steg oc an 
ae oo é erie eae Coe oe ees Pie otek 3) ” > } BREA OMCM RN rik Tm Duk Wag 
a , Beery 2) ee eae eae hg ees . ae z ‘ bts ee a are tii ae 
ce. Pes ee ll ee ———— ; 2 Se a x CO ae ae aL ae 
i =. Og 4% ak ah © Be. iE al - a : eer Rein ta 
oe Sc ‘a aaseot ae eee : Rc 7 a eer 
Re Ne roe : ees ae, a ae - ie, Ee ee 
ie ms <)) See Be or cee : a ‘gaa 2 es SET Gee er ae 
Bin : . — a ORE te ay BS cg ae te : aS fa ae 0 Ys, Os ae a re ead ae es 
an <a Ec alte" BACs ¢  €& ot) a 
Ts § are ae reas ke ae Sh : : “3 eR fn te ee nae 
pe - : . Sener « aa lo 8 it. > ae 4 Po SA SE OS ae 
— et oe «CORRS i cag i oe Se 3 ee ; P : oe pe eal ia. hae 
Ps z Aiken ee eee ee — ae : ee. | hapa - j : TS ee. eee B oe re 
——_ ga eee Lie, E sipileat st) ae > ey ‘5 i : i ‘ Be eee at, 3 (See 
aie 4 pe ys ake Pi ae | A Une 1 “a ; ; oo ects eee 
208 f 1 GY ie wi aa ee it : a ; =o race eens Oe 
areas  ¢ pee sare: ge see Bes: ee ey vs ais ue 6 pee De tai ee ae 
fea pa ee a ee Des ets Ages ‘ Pees, a rae 
So Oy ss oes Per in, aoa ee 2 ey i a on * Se 4 , apse ere rey 8 
[ee So: ape peer Co > | Se ee ae 
alae Sees ee mos |e =e = 5 +, arene 55: GUS ss eee Siig 
a ss Bie ta a Gee ok eee ir : . He : erat OY 
Bri, el es a oa a ee "dae te : pies res ahs ees eae ae ge 
pee ee treme. reese rag : oo j iret aera age Seegemy 
ee CS. abe Se REE faba ‘ , See! | i ieee 2 
Ses ay Pegs Se ee cae + os aire as s erat fe = ae pee a 
Manis ae ee he it Re | 7 pay er ieee iat ON lla Rae 
ok en Bee Sac so ele 4 : 2 ama ty) SRR ae Boerne 
a ae ee pee. \ Cn RS Nee ea 
tay cote i \ ae ys? lle ty ae Oe a ae Sa 
oe ms poe gees j Og Re SN Ce Sera 
ss ' nee ii tae Y a ie ee: seh 
wet er ‘ : 1 hie 1 Ge = ee 
So oe 3 : : TP ce St een ae 
i ce Be ote et as srs 
ae eee 4 ae ALES. son % 
“a ee ad a EN, : 
1 wee Sew. See Bae try Paes 
ae ‘ ie MRR gel ag te ale 
ay ere ‘ ad i Ase Se a 
Bae BAO : 1, ares: ae Mea 7 Bas sgepoe bet. Ler 
el Teer, Mihara F ye yo eee +1 : Seis Se ae es, a 
L. a i so) ey See ; Poe i f (ye EE a ee 
. ae ce we Se ge. Ber Sm ye : Mee Re ae 8 
yer: oes tes’ Ss Wein a te Mens aie ay eet i a : Re yi re See 
=~ Rae tees Bees ae Ra eae cea Ror ee se a ©} 7 eee ee ea Rae Sy hs 
Bah aie Ss, C!s Dare - > 7 es: { epee ae Pe rmeengl «ios iy 
=e s a . : pe > a Berns. Se ie 20S a ge ee ee eas 
RE ae ( a ae I ee oe ae ‘ ES a 
rot ma ; ) I eee a es a pe bakes Parks. at ~} fae , : . . 2a eels. ey Se * 
thes ee ee) ee . bie Kr ‘ . Bee ri 
igh ie ie oF Rind ‘Sa . ey Rai oe) Bae ~ <5 
af i ieee 2 ae ee a hie ached 1g J ae ae AT Sh 7 a> sO i Oe 
os ye 3s Fk a 4s BE Ss ; Re ae ee Pe Pe ets 
age ote. | Tape at ope oats aa Bas , peeks, Ae ae ee Gos ares 
a te eee rr ee LS ee On 
ae |. eae Bes OS eke ce | A ae A ne 
ee camer 00 Si a a 4% ~ pS S RS ae cae 
Co GR GR a a o> rr ce EM ge See oe 
He Sake = She bo a es ide pee pee ee, ya PR 
*” Rm, eee f * Rees Tet Ea Vane 
te agaame 7 . (e's bes eS ets 
Sa nahi a. are xe reat Site ae 
f a : | Sar eat ey eae "3 
cet , $ ag . «+ 2s as 
a | 2 Wa Batis at ghoieis or OAS e eteaiie Pe ee 
% mis Sete covering me Paes Lotoars oe ee 
me? i ; ieee a ae i ce : : em mem SS 
— — ‘ “one ee me ot. 
* “s $ ee cm sk Ra g ote - pea 7, alge ge +t Ave, 
‘ 4 etieagiee © ot eres E hal 5 matt. agree tas eg 
eke eo ee eee 
< ee Se. oes 
: Meee EE ase $ " . Ae oe Reet fd fy Pe 
a : ne i eee 
eee Mr 1. 3 ee es é fe : 4 - “4 2a : 
sate ieee pte fe Can eg P Fae Me uate iin! oo 8 
fae oe oo Po ee ne Manners 5 
s ke: ee 
we i Pe rere bon ra Pease a ff as hie: 5 ee wwe! 
he » Sea gue Ee eee. nS Pee Meme in: | 
vs Ey ee es ‘ ey Le eee ae 
a Bee An Eat ea) Saar ¢ ‘a eae : sate: 7: rae ire LR 2 genes ge 
ere ae. ee LEN i 4 Tae Berar ry 
+ Bi meses ae ee : Soames he DS TO 
ae eee: Rae) adr ae < Genter po See ae ide Ok 
ee a ae ens: ae See Fe : ye 5 ee 
=e Pe ame ks) Otero a +o aye ; res: ie pais 
P Paty ass Oey is | as ae Ea c ba Sie, ou eee 3 aire &." hs 
Nei Fp aoe A eal a 2 eee , 3 So ee meee Ree r 
a oo ee Sees : te eae 
bt Rae ets a ee a ene 4 ene bs ee eee emt me 
by simmers Z- a. : eae o apt cant ‘S. gt Ses Seem 
Y A Rupert oye ad er ave ae rege ae. 
a Pet Meee ae. cous gee oe ce, i a 
; ‘ge Geet aa ae : : = Re) = aa a 
: pees ae er es 7 us Sees 1. 8 et 
te a ap Pug. bee ; : ied 9 aed te ies 
ha . eters 7 Sy =e ee SS ¢ al eg Pie Sloane Pa ; 
ve Eh eS bse. oa rae oe pee Pe See . 
ie ay Tee lets Soe Pt ie! Bs Pres iF % 
Fe co Ro ae ae a) 8 es 
eat ry, ao? he er aig cok, Mees 
OM re eae & 4 eee pita Se aeee Soa pars $e, 
ef cae Bea. 2. hes a ea + St RPT hak 4 ein ees be Wa Se ; 
Fie Bares BF alia eae. ae : Chr cet ata Rae my at 
: <) a Se P t 4 ee ee 
ce a eS ; ‘abe i a Gre, a: r 
Mig ‘a andes Acts a be io Pee PU ee aig 
orf x ges Pi in tae i eae 2 : Ses Peed 
a oe ee © 0 Oo 
ng Cigar. °, ae ae age este Oe oo 
Meee eee ed 2 ee me te oe ee 
pane ee aii ee ae ‘ =. we se ft Baie 
e es Eh ee ee a ee San een. 5 es 
ae : eee ie ae ‘ sae ae ; a ea es) be. 
i, ee ee) es en ea Wee: At ee a oe 
a 1 oe are bs ate 4 : ee Ds Se ee 
os ee ee aS aaa 
s . iene es oe rei NEES So) at els 
; et ee a i _ 37 Saeed ne Pan < 
: ee yee ae Se ? "s Prey 1 ake ie ima =i 
: mo Ty She =a * we c Pi SUS gk SO a en 
x ‘eae Lei’ Cae” ( a : a a a 2 ae. 
a 1S, Se a ae Se ee hick, see oa) Nae 
ete peri F Bro Sexe avy ee ae Brie Mar My Pech ce 0 eh 1 
x * oe Sin ae 3 ey Rial 14 Br a 
. fas De aay One ce SM ei TS ae 
ee |S ais f . See hs pee ee oe a aes . 
: es : Ss ne ie een eee, Pe 
4 ; age gt «ea A ae 
2 : lee hee Se a anes a 
“ = a Seas er as Dy a a * 
Me Sia 2) as aS Sve umes ce ~ 
< ot ee a ele Spr ee as * 
: Meg cries Ae Se gs a 3 
tu oie a ft ee 
t ae & ers pe , 
3 : a ae ata fe site Pag BRS, ; 
te ees EN es see ; 
ae pep a Bork oe vat 
Sey es ec * cae tee oe 
Hite ee no Rage pean ooo. aa! 
“ee See z : “ : 72 ae ett 3 8 9 Somer S re 2. 
_ aes “a 5 eee lo" el ona are ie a 
i i al f RT tte ae 
ue ee Br 5 Lr eae Pee gt a 
is a me. cme eh 
g ae ; \ ame oly SR eee es 
: ads een OAs Ae ES see 
ee oe Cae ting Sears « “ag 
. Be Le <a grt Sa ae eae 
es < Rea : lt Oa Is Scie eae ei 
3 ae ia eee 
— og i? i a 
ed e ee ey ae oe P Ea tad Gt —_— PE a ° a Sete Se 2 ty 
a eg 3 ® 7 ; ‘ “ i, Oh Se Rae ded 
age ~~ ie +o P 2 See pede] 
a SAE wn 2 = DP Met RR ES 
5 s ; + pe : sa ee ak 
pe at ee " beeen, POPS a ee oe 
se a » aes : - LPS a ee 
“a q “ . SER SS roe Pics py 
>. So 2 hr ee Peete ey oP 
ii - > { Bint ‘ : Hens, Aches a eng = 
: ~ fr i tee ; GF : : ae). ae ig ea, 
: 3 F é eine >. : Eo en Ses eed ; iM ee 
F j ; : ; ‘s i i , é Ee AS, ee ae #: eas 
es P oe . ee ; . . ees a re STS aaa! 
* ; Se eS - pees <5 =e eS ae 
“ i P ea ae = : aE ee ce Ne ptt 
Ay 2 . ‘St. ae — ea, re ae Ree oe 
é a ; 2. x ee aan ar 
2. . * é Hee er say etait oS 
ee oe “in [eat a i 
Ben : { sot > ange ee ees 
as: ; ay 5 a o% rn te SS es 
4 f i at Sa rips ie ee 
a $A ‘ * : Na ie aah) 
gps ~ Pr i See a 
: ? ? ‘ Se i ea: to 
i . 7 RG Wee eee 
E+ . F . ; RRR EDN Wi 
Ses Oo Se eae 
ie os . ee SF os 
2 Re es yo” es SSN — 
“ ‘ F 2 a) Seo + MS NG eae ae 
7 E ; : : of } (ESP es ems Smee LL 
s : av : ed bee ab. ee rachis ay 
: . - Rt A ge 
i “#2, : . ‘ <4 a &. ae ee EE ee 
; . > ae 0 Gs Se a 
; i : ene eee se 
uh mee me a ae 
. ‘ : : in : & Bre ee Se : 
ae ; ‘ er : os 2 ; os 
ied A eS Pa 6S eee Sd Ame: ee eR : US eee ‘ 
ee ' en rites 
re yok ae ea : : a eue ss ee es ee Meters ie he Re re ye 
Foes Panne eee : oe ee a \s shaSexd 4 mrs oe) 3 ae a yes cae c 3 Bear Sot, mt ae % 
ies ee. ; <o Co P 3 ax pe Seu eo ee ial ae ae a os 
eee ay * ape: a ft ft eg htt pee ema ae 2 Ms eee a ayy Sot i eg 3 1 eee ae 
bate z See | ; es: ee hee eee Oo “f sae ree igs. a e Ae gets: * +, 
a —.” a 7 ee gy) ah aie ae oe SR se ges eee. 5 i. gate Pe: 53 peace 
SS ie eee Oe SO aa ge 


i 
% 


99 
“<< 


Plumbing and Heating Retailers Advertise 
Far More Than in ‘49, New Survey Shows 


New York, April 15—Plumbing 
and heating retailers are now 
spending about double the amount 
of money for advertising that they 
spent three years ago 

They are becoming increasingly 
advertising conscious and rate 
newspaper advertising tops in re- 
sults 

Detailed evidence of this is re- 
vealed in a survey published in 
the current issue of Plumbing & 
Heating Business. The business pa- 
per analyzes replies of 116 plumb- 
ing and heating contractors to a 
questionnaire mailed last month 
to 1,000 members of its store-op- 
erator survey panel 

Of the 116 contractors, 39 spent 
less than $1,000 in 1951; 23 spent 
$1,000 to $2,000; 13 spent $2,000 to 
$3,000; 16 spent $3,000 to $5,000; 
nine spent $5,000 to $10,000; five 
spent $10,000 or more, and 11 did 
not specify a dollar amount These 
figures, the magazine points out, 
do not include eooperative adver- 
tising allowances from manufac- 
turers 


® Only 12 of the respondents are 
located in cities of 500,000 or more 
population, and many are small 
town operators 

.“For a group to which advertis- 
m is a relatively new business 
Bvity” the report says, “these 
Goptractors exhibit a progressive 
€ppreach and considerable savvy 
They have steadily increased their 
expenditures. For a four-year peri- 


od, here are the averages: 1949, 
$2591.75; 1950, $2,155.71; 1951, 
$2592.81; 1952, $2,982.92 (estima- 
) 
a apparently have found 
t this increased spending has 
out. More than half, 56.1%, 
gay that cumulative results are 
Yair while another 24.3% say ‘ex- 


@ilent.. Only 2.8% consider re- 
SUits ‘poor.’ The remaining 16.8% 
Say ‘undetermined.’ 


@ ®More than a third of the group, 
874%, are now setting up adver- 
tidine budgets in proportion to 
théir annual volume, and another 
112 budget with fixed appropri- 
ations.” the report says. “The one 
sig of possible weakness revealed 
in@his survey is the high percent- 
age. 51.7%, who have no long- 
term plan, but spend as business 
conditions indicate.” 

The impression sometimes voiced 


that piumbing and heating con- 
tractors lavishly support church 
and club papers—which properly 


should be classed not as advertis- 
ing but as philanthropy—is not 
borne out, the survey finds. Little 
than 5% of the total spent, 


more 


OR MAILING 


large 
envelopes 


samples 


direct 
advertising 


house 
e organs 


eA in 
you can't beat 
DUPLISTICKERS ! 


Write today for your somple package of 
Duolistichers 
you time and money on mailings. 


.. see how they will sove 


EUREKA SPECIALTY PRINTING CO. 
567 Electric Street + Scranton 9, Penne. 


DUPLISTICKERS are made 
only by Eunetco 


they expected to collect more co-op 
money in 1952. 


® Daily newspapers, gifts and clas- 
sified telephone directory adver- 
tising were rated in that order of 
effectiveness. 

Two questions in the survey 
drew out the respondents on the 
content and objective of their ad- 
vertising. Checking multiple-choice 
answers, 58.6% said their objec- 
tive is “gradual recognition as a 
place to buy,” while 40.5% checked 


it says, is listed under gratuities. 

Among the contractors surveyed, 
the publication says, 72% collected 
cooperative advertising money 
from manufacturers during 4951. 
The median percentage collected 
was 25% of their own total adver- 
tising expenditures. Only four 
went as high as 50%. But most 
(84.5%) of the contractors said 


“immediate inquiries and sales.” 
Branded products are stressed by 
79.3%, and 42.2% stress a general 
offer of services. 

Questioned about use of manu- 
facturers’ aids, the contractors 
voted direct mail stuffers, news- 
paper mats, calendars, match books 
and merchandise stickers, in that 
order, as most used. 

Planning and preparation of ad- 
vertising copy is done by 59.4% of 
the contractors themselves. Only 
5.1% use an advertising agency. 


lean Medical 
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Appoints H. B. Humphrey 

H. B. Humphrey, Alley & Rich- 
ards, Boston and New York, has 
been appointed to handle adver- 
tising for the Provident Institution 
for Savings, Boston. Newspapers 
and transit advertising will be 
used 


Marshall Named Ad Rep 
Gordon M. Marshall has been 
appointed national advertising rep- 
resentative by the Assn. of Ameri- 
Colleges for The 
Journal of Medical Education. 


NOTE BOUNCING LINE, 
jumping over hurdles. This doodler 
knows there are obstacles in life — 
but believes they can be surmounted. 
This is the Coronet reader type, 
who believes there is no bomb that 
can’t somehow be controlled, no virus 
that can’t be licked eventually, no 
conflict — whether marital or global 
—that can’t be resolved. He finds 
that belief reinforced on every 
page of Coronet. 


€& HOPEFUL ATTITUDE 


is shown by upward lift of this 
doodle, resembling smiles. Coronet 
doesn’t “laugh it off’’— but doesn’t 
picture life as a continuous horror 
story, either. By constantly posing 
problems and pointing to their 
solutions, Coronet gives people 
something to be hopeful about — 
keeps them from saying 

“What's the use?” 


EG RANDOM DOODLE 


takes the shape of “thumbs up” sign, 
indicating positive, optimistic frame 
of mind. Millions of readers find 
new hope every month in the pages 
of Coronet — because every article, 
every story, even the briefest feature 
is selected to keep despair out 

and hope in. 


spend your 


4) UPWARD SPIRAL 

is easily recognized as smoke curling 
from chimney of a new house — 

the house Mr. and Mrs. Coronet 
reader are planning for. They dare 
to plan for tomorrow, they dare to 
spend for tomorrow, because they're 
convinced tomorrow will come. 


WIDE-AWAKE ATTITUDE 
is suggested by this doodle. Coronet 
readers always have their eyes open 
for new things that will help them 
live the rich, full life they believe in. 
When these millions of wide-awake 
eyes scan the pages of Coronet... 


will they find your product? 


dollars 


on this 
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$2,500,000 Ad Fund 
Set This Spring for 
Norge Appliances 


Cuicaco, April 15—A total of 
$2,500,000 is being spent by the 
Norge division of Borg-Warner 
Corp. to sell Norge appliances this 
spring. 

Concentrated on the dealer level, | 
the drive centers around a contest | 


conducted for dealers through| Electrical Dealer, Electrical Mer- | explained. 


Norge’s distributor setup. Dealers 
will earn prize points for each ome! 
sumer sale; these will be totaled| 
at the end of the contest period! 
(April through June) and mer- 


Son” 


chandising, National F 
view and Retailing 
trade schedule. Dea! 
supplement the pron 
J. Walter Thompso 


chandise prizes awarded to high! the Norge account. 


scorers. 


National ads tying in with the Copeet Light Conte. 


campaign are being placed in! 
Good Housekeeping and Life. In 
addition, Norge is using Air Con- 
ditioning & Refrigeration News, | 
Appliance & Radio Dealers News, | 


he American Hc 
Institute has suspend: 
sales managers’ rn 
competition. There w: 
interest on the part of 
gers and distributors, 


rniture Re- 

ily on its 
aids will 

ion. 

Co. handles 


e Lighting 
i its $2,500 
rchandising 
not enough 
sales mana- 


the company 


Controllers to Sift Ad Billing Problems 


New York, April 15—-Advertis-| treasurer of Moloney, Regan & 
ing billing problems and economic | Schmitt, publishers’ representative. 
trends affecting the newspaper | Economic trends will be covered 
field are among the topics that| by Jerome H. Walker, managing 
will be covered at the national | editor of Editor & Publisher. 
spring conference of the Institute | 
of Newspaper €ontrollers and Fi-| Newspaper Costs” will be handled 
nance Officers. The meeting is set| by G. S. Phillips, controller of the 


A symposium on “Evaluating 


| for Atlantic City from May 18 to| Washington Post, and Roger P. 


| Billing problems will be dis- 
| cussed by Herbert W. Moloney Jr., 


/ say it in the magazine 
that says life is worth living... 


Cor 


‘circulation 2,721,393" 


*ABC circulation for six months ending Dec. 31, 1951 


at 


onet 


| Talmadge, treasurer of the Boston 
| Herald-Traveler. 

All sessions of the conference 
will be held in the Hotel Dennis. 


Falken Joins Squires Agency 
Eugene M. Falken, formerly with 
the advertising-sales staf? of An- 
drew Geyer Inc., New York pub- 
lisher, has been appointed an ac- 
count executive of J. Andrew 
Squires Advertising, New York. 


Naz-Dar to Petesch, Hecht 

Naz-Dar Co., Chicago maker of 
silk screen process supplies, has 
appointed Petesch, Hecht & O’- 
Connor, Chicago, to direct its ad- 
vertising. Trade publications and 
direct mail will be used. 


‘For BETTER — 
TYPOGRAPHY 


phone a member below 


AKRON, O. 
The Akron Typesetting Co. 
ATLANTA, GA. 
HiBgins-McArthur Company 
BALTIMORE, MD. 
The Maran Printing Co. 
BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 4 
BUFFALO, N. Y. rg 
Axel Edw. Sahlin Typographic 
vice 

CHICAGO, ILL. 

. M. Bundscho, Inc. 

he Faithorn Corp. : 
Hayes-Lochner, Inc. : 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company ¥ 
CLEVELAND, O j 


Bohme & Blinkmann, Inc. rt 
Schlick-Barner-Hayden, Inc. 3 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 3 
DALLAS, TEX : 
Jaggars-Chiles-Stovall, Inc. | 
DAYTON, O. ; 


Dayton Typographic Service 
DENVER, COLO. . 
The A. B. Hirschfeld Press 5 
DETROIT, MICH 

The Thomas P, Henry Co. 

Fred C. Morneau Co. % 
George Willens & Co. : 
INDIANAPOLIS, IND. ; 
The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 2 
Claire J. Mahoney $ 
LOUISVILLE, KY. 

The J. W. Ford Company 
MILWAUKEE, WIS. 

Atrow Press 

George F. Wamser, Typographer 
MINNEAPOUS, MINN, 

Duragraph, Inc. 

NEW YORK, N.Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 

Adas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 

Diamant Typographic Service, Inc. 

A. T. Edwards Typography, Inc. 
Empire Scaré Craftsmen, Inc. 

Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Lino-Cratt Typographers, Inc. 

Master Typo Company 

Morrell & McDermont, Inc. 

Chris F. Olsen, Inc. 

Frederic Nelson Phillips, Inc, 

Philmac Typographers, Inc. 

Roya! Typographers, Inc. 

Frederick W. Schmidt, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, lnc 

Tr-Arts Press, Inc. 

Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
Typographic Service Co. 
Vanderbilt Jackson Typography, Inc. 
Kurt H. Volk, lac. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 


PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA 


Alfred J. Jordan, Inc. 

John C. Meyer & Son 
Progressive Composition Co, 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 
Warwick Sconanohen, Inc. 
SAN FRANCISCO, CAL. 
Reardon & Krebs, lac. 
SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey’s Acme Press of Seattle 
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Court Denies Liberty Network's Petition 
for an Injunction Against Baseball Clubs 


Curcaco, April 17-—Liberty 
Broadcasting System this week lost 
a round in its legal battle with the 
major league baseball clubs 

Judge John P. Barnes of feder- 
al court here denied the network's 
petition for a temporary injunction 
that would direct 13 baseball clubs 
and Western Union to supply Lib- 
erty with details of the games 

The network's request was filed 
independently of its suit against 
the 13 ball clubs (AA, Feb. 25) 
and does not affect that suit, which 
asks $12,000,000 in damages. (A 
recent amendment to the damage 
suit adds Western Union to the list 
of defendants.) 

In the hearing for the injunction 
Liberty contended tha! it had a 
contract with Western Union Tele- 
graph Co. Western Union, on the 
other hand, argued that no con- 
tract existed and, further, that 
Western Union has no 


right to 


Coaching Mother, 


Dad! She's a power behind the 
: throne in every field of family 
| buying. She can pick a product, 


: switch a brand. 


make details of games available to 
Liberty as the ball clubs 
prohibit such transmissions 


as long 


@ James Foster, executive v.p. of 
the network, told AA that Liberty 
will press its $12,000,000 damage 
suit and wiil devote “maximum 
effort” to the court battle. 

The suit names all major league 
except the Dodgers, White 
Sox and Cincinnati Reds. The list 
of defendants includes the 
presidents of the two leagues and 
baseball commissioner Ford Frick. 

Liberty contends that it was 
forced to discontinue its game-of- 
the-day radio broadcasts because 
the 13 clubs had denied the net- 
work access to their parks—despite 
the fact that Liberty had bid high- 


clubs 


also 


er for broadcast rights than any 
other network 
The network has settled a suit 


filed against Liberty by Station 


Big Buyer in her own right! 
Earnings and allowances give 
these girls $3,700,000,000 a 
year to spend...as they wish, 
fancy free. 


WOPA in Oak Park, III. The sta- 
tion charged Liberty with violating 
a contract between the net and the 
station. Attorneys for the station 
decided to drop the suit and it has 
been dismissed by the court 


Seek ‘Max Factor Girl’ 

Max Factor Hollywood has 
launched a “Max Factor Girl” 
contest in U.S. colleges and uni- 
versities. Object: To find the coed 
who “most completely personifies 
the fresh, young, natural American 
look.” The contest runs from April 
15 to May 15 and the awards will 
be made on June 1. Awards total 
$5,000, with a grand prize of a 
$1,000 scholarship and a trip to 
Hollywood for the winning coed 
and a $1,000 fund for the school at 
which she is enrolled 


‘Today's Woman’ Names Bach 

Julian Bach Jr., formerly super- 
vising editor of True, has been 
named editor of Today's Woman. 
He succeeds Miss Geraldine 
Rhoads, who has resigned to join 
the “Eisenhower-for-President” 
forces 


NBC Starts ‘Green Network’ 

National Broadcasting Co. in 
Chicago will launch its daylight 
savings time “green network” on 
April 27. Under the plan, all pro- 
grams will be tape recorded and 
the delayed broadcast service will 
be available to all NBC affiliates 
not operating on daylight savings 
time during the summer. 


Stu Wayne Enterprises Bows 

Stu Wayne Enterprises Inc., a 
radio, television and promotional 
package organization formed by 
Stu Wayne, has opened at 317 S. 
16th St., Philadelphia. 


Direct Mailers Start Survey 

The Direct Mail Advertising 
Assn. has launched a national sur- 
vey on how first and third class 
mail advertising users are affected 
by the new postal rates. 


Winkler Joins Durstine 

George D. Winkler has resigned 
as media department head of West- 
Marquis, to join the staff of Roy 
S. Durstine Inc., Los Angeles. 


here today and here tomorrow 


that young 


woman 


in her teens 


There's one best way of reaching the 7,500,000 


young women in their teens... 


seventeen sells! 


New York * Boston * Chicago * Hollywood « Atlanta 


Getting gifts galore! For birth- 


days, graduation, Christmas, 
hope chest. Gifts she nearly al- 
ways selects herself. 


Here comes the bride! More 
girls wed at 18 than at any 
other age. Is your product on 
their shopping lists... for life? 


Advertising Age, April 21, 1952 


Standard Audit, 
Nielsen Merger 
Won't Work Out 


Cuicaco, April 17—After a series 
of negotiations, A. C. Nielsen Co. 
and Standard Audit & Measure- 
ment Inc. have decided the pos- 
sibility of a merger is out (AA, 
March 31). 

The two companies are both cur- 
rently working on a survey of sta- 
tion and network coverage and 
circulation. The Nielsen version is 
expected to appear first. 

A. C. Nielsen, president of the 
research company, said that, with 
the advent of TV, vastly improved 
research techniques are required 
to give the radio industry an ac- 
curate accounting of its audiences 


@ “Any technique,” he said, “which 
relies solely on mail ballots in- 
evitably obtains an abnormally 
high percentage of response from 
the types of homes where TV own- 
ership is highest; hence the re- 
sulting statistics are so abnormally 
weighted with TV homes that radio 
as a medium, and all radio stations 
individually, can searcely avoid 
being seriously shortchanged.” 

Standard Audit’s current study 
is being based on a mail poll, 
somewhat comparable to the old 
Broadcast Measurement Bureau 
reports. 


NARTB Members 
Reach 1,000 Mark 


WASHINGTON, April 16—After a 
big rush during its recent Chicago 
convention, the National Assn. of 
Radio & Television Broadcasters 
reports that total AM membership 
has reached 1,000. 

This is the highest membership 
peak in almost two years, accord- 
ing to Harold E. Fellows, NARTB 
president. Over-all NARTB mem- 
bership now totals more than 1,500. 
In addition to the AM members, 
there are now 376 FM stations, 92 
TV members (88 stations and four 
networks) and 75 associate mem- 
bers 

The 1,000th AM station applica- 
tion was received from WOWL, 
Florence, Ala. 


Tucker Wayne & Co. Promotes 
Day, Names Hardeman, Taaffe 

Marvin E. Day, chairman of the 
plans board of Tucker Wayne & 
has 


Co., Atlanta agency, been 
elected a v.p. Mr. 
Day was an ex- 
ecutive v.p. of 
S.S.S. Co. Ate 
lanta, before 
joining the agen- 
cy. 

Other appoint- 
ments are: 


Clarence Harde- 

man, formerly 

chief accountant ag 

for Westview 

Corp., Atlanta, Marvin E. Day 


has been named 
secretary-treasurer of the agency, 
and C. R. Taaffe, formerly with 
the art departments of Ruthrauff 
& Ryan and Erwin, Wasey & Co., 
Chicago, has been appointed art 
director. 


‘Life’ Will Direct Gulf‘s 
‘We, the People’ TV Show 

Life will produce the television 
show “We, The People” for Gulf 
Oil Corp., Pittsburgh, during the 
forthcoming political campaigns 
and conventions 

Life will handle the show, which 
is carried by NBC-TV, Fridays, 
8:30 p.m., EST, for 13 weeks be- 
ginning May 9. The show will 
originate in Chicago during both 
the Republican and Democratic 
conventions. 


Trilsch Joins ‘Charm’ 
Louis A. Trilsch, formerly with 
Mademoiselle, has joined the ad- 


| vertising sales staff of Charm 
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USE / C D FOR EFFECTIVE YEAR ‘ROUND DISTRIBUTION OF 
YOUR CATALOG MATERIAL 10... | 


" *Restevrants end Cofeteries 
GEE, ipa 


A I Zs JU 
Dealers, Wholesalers and 
., Suppliers 


E INSTITUTIONS MARKET 


2 


REMEMBER THESE 4 VITAL FACTS... 


¢ Institutions’ buyers and specifiers overwhelmingly prefer to receive man- 
! ufacturers’ catalogs conveniently bound in INSTITUTIONS CATALOG 
DIRECTORY. 


4 ¢ Only a small portion of institutions have facilities for the filing of catalogs 
received through the mail, left by salesmen, obtained at conventions, or 
secured by other means. 


FOOD SERVICE EQUIPMENT 


beavse Incrtiy 


¢ Among those few institutions having filing facilities, only a small portion 
of all catalogs received are filed. 


¢ YOUR CATALOG, BOUND INTO INSTITUTIONS CATALOG 
‘ DIRECTORY, IS PREFILED AND THOROUGHLY CROSS INDEXED. 
— IT CANNOT BECOME LOST, DISCARDED, OR MISFILED. 
baa INSTITUTIONS CATALOG DIRECTORY IS 
THE EASY WAY FOR INSTITUTIONS’ BUY- 
‘1 ERS AND SPECIFIERS TO FIND YOUR 
a PRODUCT. 


The 1953 edition closes 
September 15, 1952. 


Write today for new study made among all types 
of institutions demonstrating the acceptance of 
INSTITUTIONS CATALOG DIRECTORY for the 
distribution of your catalog material. 

CONSULT YOUR ADVERTISING AGENCY or 
write to 


INSTITUTIONS CATALOG DIRECTORY 
1801 PRAIRIE AVENUE ~- CHICAGO 16, ILLINOIS 
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Three TV Film Series Offered 


Official Films, Los Angeles, 
sales and distribution organization 
for television films, has signed to 
handle three new films for national 
sales. The three films are being 
made in Hollywood: “The Joe E 
Brown Show,” and “Tales of Rob- 
in Hood,” produced by Hal Roach 


Jr., and “Female of the Species,” 
produced and narrated by Joan 
Harrison, with Hal Roach Jr. as 


executive producer 
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Eppler to Cramer-Krasselt 
Robert Eppler, formerly 
the advertising sales staff of the 
Milwaukee Journal, has joined the 
creative and sales staff of Cramer- 

Krasselt, Milwaukee agency. 


Dorr Joins Sterling 

Clarence J. Dorr has been ap- 
pointed sales manager of Sterling 
Engineering Co., Laconia, N. H., 
subsidiary of American Machine 
& Foundry Co 


win “Mheuser-Busch Winds Up $350,000, 40-City 


Sales Presentation for 100th Anniversary 


BISMARCK, N. D., April 18—The 
Budweiser road show wound up 
a 40-city tour in Bismarck today, 
concluding one of the most elab- 
orate sales presentations ever de- 
veloped in the brewing industry. 

Anheuser-Busch Inc., maker of 
Budweiser beer, spent $350,000 to 
bring a flesh-and-film production 
to its distributors, salesmen and 
branch personnel throughout the 
nation. The occasion is the St. 
Louis company’s 100th anniver- 
sary. 


® Before closing here today, the 
traveling sales convention played 
in Chicago Monday and in St. Paul 
Wednesday. All driver-salesmen 
were taken off their routes for the 
day. In Chicago, more than 800 
Budweiser representatives from 
Illinois, Wisconsin, Michigan and 
Indiana attended the day-long 
show at the Hotel Sherman. 

The presentation itself runs for 


four hours. It was produced by the 
Jam Handy Organization, Detroit, 
and was directed by Jerry Warner, 
Hollywood producer. A troupe of 
11 professional actors played in the 
show, which carried complete stage 
and production facilities. 

Dramatic skits, movies, slides 
and recordings were used to ham- 
mer home the Budweiser sales 
story and to reiterate basic selling | 
fundamentals applicable to any in- 
dustry. 


® The show’s curtain-raiser was a 
movie in which Anheuser-Busch 
executives outlined the future sales 
program of the company. President 
August A. Busch Jr. announced 
that the brewer is going to expand 
its markets. 

Last year, Anheuser-Busch pro- 
duced and shipped some 5,500,000 
barrels of Budweiser, a new record. 
The increased output was made 
possible by the company’s new 


a 


In any survey of buying power, there is no overlooking the Young 
Adult Market. They are eager-to buyers—hungry buyers—between 
the ages of 18 to 35. This is the age group in which three-quarters 
of all people are married each year. It's the age of wooing and 
wedding . . . of starting households and building families . . . the 
years of necessity for furniture, foods, refrigerators, toiletries, 
clothes, appliances and baby carriages. Most of these are original, 


Mark them well... 


Sell these 
Young Adults in 


Redboo 


first-time needs for this brand-new market. 


And there’s no overlooking the fact that this market is reached 
each and every month 
zine. REDBOOK is edited from cover to cover just for Young 
Adults. Every story, article and feature is geared for their tastes, 


needs 


Has this paid off? Here's the best evidence of Young Adult re- 


with solid impact 


and desires. 


sponse to REDBOOK: 


Advertising revenue, too, was up—13% for the year. And. still 
quoting percentages, it is important to note that REDBOOK readers 
have an income 45% higher than the national average. 

You can reach this dynamic, brand-new market . . . you can 
sell these vital Young Adults right now in Reppook. It’s their 
magazine. 


AT 


THE VITAL YEARS 


Despite a 40% increase in newsstand price last August 
(from 25¢ to 35¢) RepBook’s circulation guarantee of 
1,950,000 has been exceeded in the last 6 months of 1951. 


And the trend is up! 
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THE VITAL MARKET 


by REDBOOK Maga- 
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brewery in Newark, N. J. The com- 
pany also makes yeast, yeast de- 
rivatives, corn syrup for candy 
makers, starch and dextrines for 
paper, and textile products and ice 
cream cabinets. 


@ Mr. Busch said that so far Bud- 
weiser has aimed only at “quality 
leadership.” He claimed that “for 
some time now demand for Bud- 
weiser has been outrunning sup- 
ply.” Now, however, the company 
is ready to “win and hold volume 
leadership,” Mr. Busch declared. 

The key to greater sales was 
shown in a humorous skit which 
demonstrated the right and wrong 
approaches to merchandising. An 
actor who portrayed Benjamin 
Franklin was the narrator—dressed 
in a tri-cornered hat, knickerbock- 
ers and silver-buckled shoes. 

Franklin, who was presented as 
one of America’s greatest sales- 
men, told how to meet problems 
of distribution and competition by 
following these four principles: 

1. Good management—know 
your outlets, how much Budweiser 
is sold there, how much of other 
beer. 

2. Make friends. 

3. Serve sincerely—go out of 
your way to help retailers. 

4. Sell-sell-sell. Offer the com- 
plete line and push advertising dis- 
plays. . 
® Another part of the program was 
a Ken Murray movie short. An- 
heuser-Busch sponsors his TV 
show over CBS Saturday nights 
and he told of his amicable rela- 
tions with Budweiser, noting that 
the beer company’s commercials 
have won praise in Variety. He 
praised the company for promoting 
gracious home living in its adver- 
tising. 

One of the most popular sections 
of the show—with the audience— 
was a series of slides showing 1952 
Budweiser ads. The ads are built 
around the 100th anniversary of, 
Budweiser and depict scenes from 
the 1890s and other periods. As 
each ad is flashed on the screen, 
a recording of an old-time song is 
played. 

The slide presentation stressed 
the consistent national advertising 
which has always backed Budweis- 
er—in newspapers, magazines, ra- 
dio, television and outdoor posters. 


D’Arcy Advertising Co., St. 
Louis, is the Anheuser-Busch 
agency. 


PRSA Appoints National 
Judicial Council on Ethics 


The Public Relations Society of 
America, New York, has appointed 
its first National Judicial Council, 
a 14-man group charged with the 
enforcement of ethical public rela- 
tions practices. Members, elected 
by PRSA for two-year terms, were 
selected on a basis of geographic 
distribution and types of public 
relations counselling services rep- 
resented. The council includes: 

Maxwell E. Benson, General Shoe Corp.; 
Guy J. Berghoff, Pittsburgh Plate Glass 
Co.; Verne Burnett, Verne Burnett As- 
sociates; W. Howard Chase, General Foods 
Corp.; Paul Haase, Controllers Institute 
of America; Richard B. Hall, Richard B. 
Hall & Associates; L. E. Judd, Goodyear 
Tire & Rubber Co.; Burns W. Lee, Burns 
W. Lee Associates; Louis B. Lundborg, 
Bank of America; G. Edward Pendray, 
Pendray & Co.; W. Emerson Rick, Witten- 
berg College; Conger Reynolds, Standard 
Oil Co. (Und.); Leslie C. Stratton, Boy 
Scouts of America, and J. Handly Wright, 
Consultant, St. Louis. 


Boston Brewer Campaigns 


Adults 


_Gardner Adds Two to Staff 


Dawson’s Brewery, Boston, has 
launched a spring campaign in 
New England newspapers with the 
theme “Stay Slim—Keep Trim.” 
The campaign stresses the low 
calorie content of Dawson’s beer 
and ale. Point of sale also wili be 
used. Bresnick Co., Boston, is the 
agency. 


H. M. Gardner & Associates, Los 
Angeles, has appointed Bob Mag- 
nante, formerly with Sass-Wilson 
Art Agency, art director, and Dick 
Mulcahy, formerly with American 
Broadcasting Co., copy chief. 
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“and that’s the end of the world” 


Morgan Beatty meant to say: “And 
that’s the News of the World,” but 
“old disaster man” Beatty was 
nonplused by a news story. The story? 
A baby born to a 79-year-old mother 
and an 80-year-old father. 


It isn’t easy to confuse Morgan Beatty. 
He earned the title ‘old disaster man” on 
the 1927 Mississippi flood story and has 
covered most of America’s violent 
upheavals since. As a Washington 
analyst, Beatty had a two-year beat on 
the 1937 Supreme Court battle. He 
accurately forecast the successful ” 
Russian resistance in 1942. 


Now America’s leading interpretive 
reporter, his NEWS OF THE WORLD . 
for Miles Laboratories is the highest E 
rated daily news show in radio. In this 
vital election year, Beatty’s primary tg 
assignment, and that of 100 other NB 

men of news, is to cover the primaries, 

the conventions, the elections as they've 
never been covered before. 


Beatty, Swayze, Chaplin, Hicks — big 
names in news — but only a part of the 


thousand-man, news-gathering force 
which makes the NBC News Center 
supreme in broadcasting. 


€. 


9 : ¢ x Nearly everyone in America learns the 
N 8 C [es t news first from radio or television. And 
the fact that NBC, day after day, 


M EN IN THE NEWS: : ; ‘ e broadcasts the highest rated news shows 


on radio and television proves most 


Beatty 2 ie : hy pal people learn news first from NBC. They 


learn more news, too, because regularly, 


on radio and television, NBC broadcasts 
more hours of news than any other 
network. 


* 
4 
2 


In this, the most intense political 
campaign year sincé 1932, all news 
assumes larger significance and 
quickening importance. As before, 
most Americans will learn the news first 
and learn more of it from NBC. 


NBC radio and television 


a service of Radio Corporation of America 


Photograph by RALPH STEINER 


3 ee na oe eee <-) Sae RE ee ae ee re : 7 * oa eke aes EE at ar gene i eh 
se eee ae ai oi Re aa Z re See i ovis ‘A ; w es Nae Se 
the 2 Gia % t ie 6 ai 
an ¢ . rm . Seed oe 
pein airgie:,~ 
hee eee 
ANG = 
z 
+ Saree 
ie . * WA = re 3 
a aes & ae TBte 
+ , arth t Re es a! Deets. - i 
gi te x 34. gel - 4 Teg 
te. € - ee 
aa q % a 
: = A 
: $F 0 
cee ~ js Se 
‘ ak <i 1 raniieg 
af , * _ * i eas J 
Coa ‘gi ett 
: be Pe. 
te 4] “ * ’ | re . 
se s we ee 
e o = 
a _* i 5 
a ete 
z ae ~ Ze % Sr 
‘ bt oie —" wee 7 
a - me 4 - 4 j ai ree 
a bo oe one a ee —_ : _ : a 7 ee 
‘ rae a << 8 ae a) ee SO A el? a eS _ a q * 4 
oe rs ees ae Sree: Sane vs $ pF ; nat 
Hiss : fer, s me eetay > oe tg) ’ tA 
, $ > A ‘ates Be. Sabian ce : é x ft co Me 
= x » Apes Me , et eae 4c ki etiam oe : vi. ee 
: : i ; cone Vai a a é ey 
ue ' -* - Es te Se ei one es if : E a): x 
a ZA had xt AGE Sutter, 0 ea ca ye ry " 
2% Pa : me 4 pS ot aa ame mA 
; * e a hone : a: Bae eet). ae : <e ah ve ; ae 
E HE ; iS Bp od Ly Te z : , ‘ ’ f ‘ 
; ; Ne ENS ee Pata co appease ce Sh act 
f Aq es a mee : Be an heer sae ian ; hee. § r * 4 : a 
Es H 3 Saas tae Be te Sey > cee . "s5 Fa OF es 4 
: = 5 ean a Bane ‘ Ai ae <r é : tee Eras 
an ae oe = fge © andi Bue. is ee : 
ae Beis a : er. ‘ a oF RT Oa ee » = RR, ‘ 2 
ee @ fa “= ee a fi “i ay 
a F Roa al 5 Hee ee “ie ral ke * Sls 
ae : vee. a 2 . , ae en A i Be St 4 al 
“ Foe ae sia : e 4 hs meron je 2 EPA ae a 1 Galt a he oes. te Fiat oft ? “es 
: : pie ; ee pe > ee ae ai : 
— ae ee é Me >. ee aoe oe 
) ‘ eer ; i. a> ot Se Ree 
sa : <a ee 4 2 ee a cae o a: 
3 S53 z a : tae: ean a —s. : 
* ) Satay: re yee eee Sue, io Rea a Mey od nt 
- 1 ‘ Be ie : é ee 4 i ie 5 ‘ 
: ; 3 Se Pp ow + ae og ee er P “ea . : 
ae : ee ee) | eer Se ee eae 
2 ee be Bie as Re " : ‘s oe = eee rt J 
Sa 4 eer e - ne: . ae 2 Fee Ce mg ee ar 
ay q ye See z ec hes ie q 5, Ae oe as 2 4 a :~ : 4 
a ; si A eee | Sear : ee Mae Y é 
p 7 : a See ‘ ae Ver pls 5 ie eens esas ‘ . 
4 , ¥ Shy = spe ue iss ES a . eee eS. potent : 
: : 4 ag natty & Phe ee RAE SAPS a: ne Se ae ; 
: a A Hae teen : ‘da am AE Soot ‘ a ‘ rie Bt : e 
4 : re ieee i i ae ee ae a i a eae a Ae : 
ae: — f= oe 
: q Spa? cane ei. aoe ey i ‘ ae nee on 
a (aes y ; tae é. gests 6 ta ‘ 
3 : Be are 4 : a a. 2 ne ‘ : ‘ g i : 
; j 2 Sat ‘ —- ‘ieee oe ‘ , : gator i 
Seen ae re. pe, ‘ es ;? ry é 
5 7 ‘, ae ee | ae . eve ; Eee k 
2. ; a aS ee ate . ot! eS Se ; : 
wi ¥ : ie | Tom hny SB ae Be reas ee peat: bias , 
%, "We cc oe 2 ae a ae ae 4, ae vk P 
ene re > fa iy aa Ane er ee Be be Meee bie Caer % 
; | eens ee Ye $3 ibis ye pet te fi 
4 ! if § : es” yo See CT ara ah a emi fae 
- = é wf Sy a em < 4 ee i cakbeeeg “: 
: as &y 5: ‘a? A Se oy ae > Y ey BGs re = 
* es : ar se : Stace : io hs Cae eas . = 
im 3 — : i - a ae, oe ve : ; ; ; ntti 
£ ie ae. s ; . ce: oS eee ae sy Say 5 aE 
: ce ee : ee ‘ Sila eee ie a 
oe ce Tal cc. ae S eee «ae 
—- ee UES eal ae x ; ; y ae 
eee é hae Rie fe a ae é ‘ s a... = 
ae “ i Beale ges ae | : snes _ 
ad ‘ : ae Sr bes, ; ‘ Bie 3 ee fx" 
- a ; ae oe oo eA; " me a ~ . Rex g ‘ es pi oe, 
= Fs | See : ae ee Bee 
: om Pep: eS 7 6 ’ pets 
ane TE maine { bis 5 Sg a I . : arse 
. 2 ay iis oi ete eer , ae 
a3 2a. aie eee ms e . j F ms 
eae ae a a ae a oF 
a ; ars a ee ae mae ag ~ | 3a : is 
a eae ay ———-tti‘C;S | 
s i oh ie eS : ial Sig ‘ ti 
ee oe oe eee Bes ae a 2 a Con 
: ‘ 3 oF ae cpr a Falta’ 
‘sae Hs >... “2 eo 
See _ e me PAN ee 
pe: Si a * @ ne 
ee Pale. a “ee 3 eo ee : 
. ae ‘3 che ss if ae 
" : ae <s he > Nah im a os we ’ he 
oe i ie! ; Ps 2 aa : ms ae 
si eo, Kes iy aN Zz Sale e 
, aye gs 4 ' : - , = 
ae be ie . 4 ; 
ae ee: e . ae & : ' : ek sit ir g be’ s 
e iets ae i el p ae : hi cial 4 ‘ ‘ ¢ . 
x Mare) Ceca i aA Pog ie of anges oO i * ne a 
; 2 1S ia  ——— : a : 3 
ie ———s er Dc, i i 
cm 7 en 5 3 eee tone 2 * * & 
=e oe dl ae 2 a ae : pits 8 oh. ‘ a 
Rae ; oe oe a 4 seen ee a " ? ’ : 2 eo cw was 
ae . ae > «a ot + > 4$ ae 
de { Qian? Fe ee ino Pe ee 2 se ae as 
Re: i Rhee rhe. as Ei cae. : > 3 tee 
a of Ne, : % - = a ‘ 4 ‘ : : 
hea bag et en es ae ; eis 
ae, pee if ‘a ig ae . ex ye os 
A 3 oe rs, : bs Brae _— ‘ is ee ize = a alt 
ie Dis ei - \s a -_ le ae ee eee eee! ero Lae” 5 ge a 
f ne : Bee —— eA ge Cee ts Li ‘ 
h at ie ee : s : ) ee: es ee >, Sa ages : i Se Oe 
i } <i 5 3 “ye _ i Ge eae peer od > | yi ae 
“ ngs. See < S ee ae ca Mame Sa ea ‘ ? 
is ie Re oe 5 ¥ a ‘= ” aie be Ce me, Ps) Seay ae 5 ee ee i é at “ 
 _— ‘ ae Pe ee hi ea 
ee Men f — pee: tt eae ‘Se eae Soba se ee sitet 
Bi A = > : A Bie ciate i Pein 
- ‘sabe 2 . ie z= re aa Se ety ; eae 4 be es 
Z Psi aA Te Mee ya. pe eee ie * To, ee F i : 
Reet om one = y aig 7 Ne ae tee 7 Asya, 
ae 4 a eet / a ee te ; ae * Se ee aa ee ee ones ns “ & 
ie Lie. a a ‘ | RS eo a: Bree. 7 eR 
; ier Es ’ oa 7 va aaa . ee rer ca oe a. 
a: ee - a aa as Paeeea vA Sz a = Ms ty 
ee pee a ; a Sssat ABR Ts ee 3 ea 
ee / Bes oe . ae ee cit Ba oe ee ves Pes 
Sarr a ee : st - 7 a els Ti Zea eeniaae a ae x iran 
is ee a oe ae RS BF 33 eae pas teat 
Pie 3 Pe a 1‘ Mg eat Bee) andes: eons Pe ‘ an “Al ©) ee 
| 4 a ee a Hae sae 
at ae Vet ee My es oes) eae Z Behe eee Worech & “ 
7 20 ae ies ; ie ae Wie ee eal a yh = el ae ¥ 
i ig aan Sige a : a ae bash a ee. Aes ee x ay oi - “ 
a ay ae i Brery a ‘ is aa A ou as eae get 2 9 hae ee a aes r 
teat 2: cs: Se ee ee ‘gaa. se | 
ce cis (an be ae a oy Saige ce oes, «1 ae ee | 
\ eit: f. Ba ie ee ee RE cae oe ce = 
' en NS 5 é 4 Bee > i * Be, Sma ea Ress Fk i - 
* bes 308 & i eet f Bee se es ees ee : ae 
a \ s es. ee os Fea xe ee mens Lapeer Be ak : te =u 
ame 2 ‘s en a os Cae ee 
2. ae eee i Bec > aS re ck ae enlaces f : nes ees 
‘ter er eee i a Bie Wie oie Sela hy opsapeeaee S > x | 
= Runs ae ae: ee Z Re 2 oa eee) MIR Comemeamre SS oS ES yet ee ee es 
# tee Sy oe ee ee oe eae es ‘oa a weenie Gone 
ae eae ee ib 8k ee hae Bs ue oe ; 
— ae Pcs aire a A al alae renew Seema” sae ory Series 2° ¥ z 
ee ie am oe . Se os Ses a ee ae ie 
. a - fe Bets ral gee ae ire k » a ot SATs 
“ Ps oe va Hae A ne 2 Set ga Bee 5 te 
{ reas 
= 
" - a 7 - , is o ahah one * 
Hcehes! Poss A z er ‘ 4 . " See 4 het Perici , : : 7 i ee i ooh: Seah is 
rhs eta eee eae Ae (ete ee: Moe aa te ee 2 Se eae a EE ee 
Be ee ~ ORS ss 2 ge a ad aa Ps. yaad Bars) ery te i ie bie , cogs ee Mee ed eee Pe 


28 


Grocers Adopt New 
FTC Practices Code 


Cuicaco, April 18—A new set 
of trade practices for the grocery 
industry goes into effect today. 

The code, promulgated by the 
Federal Trade Commission March 
18, follows recommendations sub- 
mitted two years ago by the Na- 
tional Assn. of Retail Grocers. It 
revises rules adopted in 1932 for 
the grocery industry 

Designed to maintain “a high 
plane of free and fair competition,” 
the code prohibits: 

1. Discrimination in price. 

2. Brokerage and commissions 
for other than services rendered 
in connection with sale of mer- 
chandise. 

3. Discrimination in advertising 
or promotional allowances, as well 
as in services or facilities 


@ Under the code, the following 
are defined as unfair trade prac- 
tices: fictitious prices; use of false 
or misleading terms of sale; mis- 
representation in general; use of 


COUPONS in / 
EXTENSION 


/ 


(over $14,000) in 6 
weeks at a cost of 


_:: pulled over 
13,500 orders! 


PULL! 


These are coupons which mean 
thousands of dollars in SALES. 
Coupons must produce results in 
EXTENSION and they do... or 
else advertisers would not return 
month after month with consist- 
ent schedules . . . selling . 
getting RESULTS: 


Below are typical comments of 
EXTENSION advertisers: 


“We have been in every issue of EXTEN 
SION since September, 1947. We key every 
ad we run and have definite results on every 
magazine in which we advertise. Our percent- 
age cost of EXTE NSION advertising is much 
lower than the average Crawford's. 


“You'll be glad to know that a page we ran 
in a preChristmas issue of EXTENSION 
brought us orders at less than 27¢ each—a 
lower per-inquiry rate than produced by any 
other magazine or newspaper supplement.” 
Robert Kahn & Associates 


WRITE TODAY for a complete, factual 
story of EXTENSION’s coverage, its readers, 
its influence, its advertisers and their suc- 
cesses. Learn how you can effectively use the 
ad pages of this outstanding Catholic Peri- 
odical for a comparatively small expenditure 


CIRCULATION 576.000 A.B.C. 
H. J. BLAKELY, Adv. Magr. 
1307 S. Wabash Ave., Chicago 5, Ill. 


any misleading selling method; 
defamation of competitor; enticing 
of competitor's employe or sub- 
stitution of competitor’s products 
and interference with competitor’s 
contract; coercing purchases with 
one product as a prerequisite to 
the purchase of other products; use 
of lottery schemes; combination or 
coercion to fix prices; suppression 
of competition or fair trade, and 
use of unfair exclusive deals or 
aiding use of unfair trade practices. 


Appoints Knollin Advertising 

Precision Engineers Co., Berke- 
ley, Cal., has appointed Knollin 
Advertising, San Francisco, to di- 
rect its advertising. Trade publica- 
tions will be used to promote the 
company’s Challenger wheel bal- 
ancer. 


Set Date on Football Suit 

Judge Allan K. Grim of the fed- 
eral district court in Philadelphia 
has set June 16 as the trial date 
for the government's anti-trust 


suit against the National Football 
League, The Justice Department 
has charged the NFL with viola- 
tion of the Sherman Act through 
its broadcasting “blackout.” 


Portland, Ore., Agency Bows 
John Broderick, commercial art- 
ist, has opened an advertising 
agency, Broderick Productions 
Inc., at 3756 N. Interstate Ave., 
Portland, Ore. Gregory Dodd, for- 
merly an account executive at 
wenn L. Bloch Advertising, Port- 


Advertising Age, April 21, 1952 


land, will be an account executive 
with the new agency. Among the 
accounts to be handled are Full 
Flavor Beverages, Holland Ice 
Cream Co. and the Holland Foun- 
tain Restaurant, all of Vancouver, 
Wash. 


Two Appoint Carl Reimers 

Carl Reimers Co., New York, has 
been appointed to direct advertis- 
ing for Riverdale Fabrics Corp. 
and Willow Fabrics Inc., both of 
New York. 


precise control 


Working to standards of incredible preciseness, 

Metalworking production know-how machines 720 separate contact points, 
each accurate to five ten-thousandths of an inch, 

on just one square inch of this three-dimensional cam's surface. 

Result: 
of an airplane's flight efficiency 
at supersonic speeds. 

Cost: $2,800. 

Manufactured by the Parker Stamp Works, 
Hartford, Conn, 
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Crystal to Morey, Humm 

David Crystal Inc., New York, 
women’s sport dresses, has ap- 
pointed Morey, Humm & Johns- 
tone, New York, to handle nation- 
al advertising. Ellington & Co. is 
the previous agency. 


Berger Appoints Leblang 

C. L. Berger & Sons, Boston engi- 
neering and surveying instrument 
manufacturer, has appointed Mack 
Leblang Co., New York, to handle 
its advertising. 


Champ Hats Names Swinger 

Milton K. Swinger, formerly 
sales promotion manager for Inter- 
national Latex Corp., New York, 
has been appointed national sales 
promotion manager for Champ 
Hats Inc., Philadelphia. The ap- 
pointment is to a newly created 
position. 


Burnett Co. Moves L. A. Office 

The Los Angeles office of Leo 
Burnett Co. has moved to larger 
quarters in the Taft Bldg. 


Direct Mail Used to Lure Budding Engineers 


enrollments to keep attendance 
in the engineering division 
“nearly equal to the enrollments 
of the postwar, GI years,” the 
college reports. 

An interesting by-product of 
the campaign has been that en- 
gineering enrollments at the State 


| University of Iowa, in lowa City, 


Ames, Ia., April 1€-—-Iowa State state. The folder outlines the. 
College is about to s ‘art its third benefits of engineering training 
annual campaign to get students and points out the urgent need. 
to enroll in the colleve’s engineer- for engineers. A return postcard | 
ing division. |invites the recipient to send for 

An eight-page fc der entitled | additional information. 

“The Most Popular Man on the) 
Campus,” and a lett’: from J. F..s During the first two years, | 
Downie Smith, dean of the di- Iowa State’s campaign resulted | 
vision, will go to some 14,000 


high 


school 


graduat 


es in the 


in 1,200 to 1,500 inquiries. These | 
materialized into enough final | 


Metalworking . . . the tremendous industry that often 
builds machines as big as a house . . . is also an indus- 
try skilled in making little things of incredible precise- 
ness, where dimensions are often measured in the 
minuteness of miilionths of an inch. 


Some of the world’s greatest technical skills and pro- 
duction know-how . . . plus a constant thirst for still 
more knowledge on how precision manufacture can be 
further refined .. . make it possible for Metalworking 
to work successfully in the fields of ultra-precision 
manufacture. 


In search of more knowledge, Metalworking’s produc- 
tion executives turn oftenest to the pages of American 
Machinist . . . because they find more new ideas and 
facts about precision manufacturing here than in any 
other magazine. 


Only in American Machinist, for example, could they 
find the exclusive story of how new techniques in 
precision production create minute nerve centers for 
supersonic flight.* And only in American Machinist, 
too, did the first and exclusive facts on carbide grind- 


THIS IS A GOOD PLACE 


TO DO BUSINESS 


WITH AMERICA’S BIGGEST INDUSTRY 


The McGraw-Hill Magazine of Metalworking Production 
McGraw-Hill Building, New York 36 

Member of the Audit Bureau of Circulations 

ahd the Associated Business Publications 


*See the March 31 American Machinist: “Super Nerve 
Center Cam Has 720 Exact Stations on One Square Inch.” 


» SUPEHSOMC FLIGHT 


... AT $2,800 PER INCH 


ing of miniature ball bearings recently appear. 


Being first with the most information in every field of 
metalworking production is American Machinist's 
self-assigned job. It’s a job our editors do so well that 
many thousands more metalworking executives sub- 
scribe to this magazine than subscribe to any other 
publication edited for them. 


Advertisers, too, know the great power generated by 
American Machinist's unequalled standards of edito- 
rial excellence and helpfulness. Every year, in its 
pages, they invest more advertising dollars than they 
entrust to any other metalworking magazine in the 
world. 


If you sell to Metalworking, American Machinist of- 
fers you unmatched advertising values . .. which stem 
directly from the fact its great editorial strength draws 
the intent and responsive readership of the most met- 
alworking men with whom you can profitably do busi- 
ness. If you haven't done so recently, it will pay you 
well to find out about the job American Machinist can 
do for you in the biggest of all industrial markets. 


have also been kept at a high level. 

This maintenance of enrollment 
is more impressive when compared 
with an average nationwide drop 
of 18% in engineering enrollments 
over the same period. 


Peg Bender to Ellington 


Peg Odlum Bender, formerly 
sales promotion manager of ap- 
parel fabrics at Dan River Mills 
Inc., New York, has joined Elling- 
ton & Co., New York, as account 
executive. 


Pierce-Rodolph to Wyman 

Pierce-Rodolph Storage Co., San 
Francisco moving and storage com- 
pany, has named H. Jack Wyman 
Advertising, San Francisco, to 
handle its advertising. 
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Consumer-Financed Testing Agencies 


Have Mushroomed Since the Last War 


Their Rapid Growth Has 
Made Them a Marketing 
Factor, Says E. R. Beem 


Cuicaco, April 16—Consumer- 
financed product testing ard rating 
agencies have grown by leaps and 
bounds since the end of the war 
One publication, “Consumer Re- 
ports,” has jumped from 55,000 to 
500,000 circulation in the past six 
years; another, “Consumers’ Re- 
search Bulletin,” has gone from 
50,000 to 100,000 during the same 
period 

This growth has gone unnoticed 
by many persons in the marketing 
field, according to Eugene R. Beem, 
chairman of the economics depart- 
ment, Kalamazoo College. Writing 
in The Journal of Marketing, Mr 
Beem analyzes the operations of 
the country’s two largest product 
testing agencies, discussing their 
methods of operation and evalu- 
ating their ability at the present 
time to accomplish their purpose; 
namely, to promote intelligent con- 
sumption on the part of the con-| 
sumer 


his analysis, Mr. Beem con- 


n 
Be only the two largest testing 


amg rating agencies. These are (1) 
Gémsumers Union Inc., which pub- 

es “Consumer Reports,” and 
(2) Consumers’ Research Inc., 
Wich publisfies “Consumers’ Re- 
search Bulletin.” 

These agencies both complement 
compete with advertising and 
onal selling as sources of con- 
er guidance, the author points 


nformative advertising and 
onal selling call consumer at- 
ion to new products, quality) 
its, new uses for old products, | 
buying attractions surrounding | 

@OAditions of sale. Inasmuch as the | 
yose of these selling techniques | 

te make sales, producers present 

be. the complimentary aspects of 
r products. 


s & rating agencies’. . .primary 
Pufpose is to go one step further 
tha producers...by comparing 

Blity merits of competing brands 
=both good and bad features—on 
the basis of controlled laboratory 


More High School Stu- 
dents-——45 % More in the 
Next 10 Years—Empha- 
size the fact That...... 


YOUR ADVERTISING SPEAKS 
LOUDEST IN THE QUIET OF 
THE CLASSROOM 


Speak Directly To This 
Growing Market Through 


SCHOLASTIC 
MAGAZINES 
Reaching 1,000,000 Student 


Subscribers Weekly in the Jun- 
jor and Senior High Schools 


tests, controlled use tests, or, in a 
few instances, the opinions of ‘ex- 
perts’ familiar with the brands in- 
volved. 

“In addition to specific brand 
ratings, both agencies offer con- 
sumers general buying guidance— 
what to look for in purchasing 
men's suits, used automobiles, floor 
rugs, houses, and the like. Fre- 
quently they offer tips on how to 
get the most satisfactory use from 
an automobile, a waffle iron, a can 
of floor wax, and other products.” 

To the extent that they offer re- 
liable guidance, these agencies 
“make a useful contribution to the 
smoother functioning of the eco- 
nomic system,” says Mr. Beem. 


s But there are certain limitations 
which restrict the effectiveness of 
these (or any other) agencies, the 


author points out. These include: 

BRAND Goops ONLY—Because 
ratings are only feasible on brand 
goods, specific guidance on a large 
percentage of consumer expendi- 
tures can’t be given. 

QUALITY OF BrRaNps—Lack of 
consistent quality, even in the same 
brand of goods, is a handicap to 
the testing agencies and affects 
the reliability of ratings. Variations 
in quality may be due to one of 
several things, such as deteriora- 
tion, change in raw material, care- 
lessness of inspection, etc. 

This problem is alleviated some- 
what when an agency tests a rep- 
resentative sample of each manu- 
facturer’s brand, but this is costly 
on expensive items. Also, even 
when a variance in quality be- 
tween samples is noted, the con- 
sumer has no way of knowing 
whether he’s getting a good or a 
poor sample. 


® TIME ELEMENT—In some cases, 
by the time the product has been 
tested and the findings published, 
the quality may have been changed. 


This problem would be reduced if 
the agencies could afford a con- 
tinuous program for each brand. 
However, as it stands, only items 
of major interest to consumers, 
like automobiles and TV sets, are 
rated annually. Most other testing 
projects are repeated at intervals 
ranging from two to five years. 

TECHNICAL LIMITATIONS—The 
primitive nature of consumer goods 
standards is a very serious limita- 
tion in testing and rating goods, 
says Mr. Beem. There is (1) a lack 
of knowledge as to what character- 
istics consumers want, and (2) a 
lack of knowledge about tests 
which measure conformity with 
the desirable characteristics. 


@ What is needed, Mr. Beem as- 
serts, is research to. establish, 
where possible, the primary char- 
acteristics in particular products 
wanted by the largest number of 
consumers. Such data currently is 
available only through: 

1. The “Consumer Speaks” pro- 
gram of the American Home Eco- 
nomics Assn, 
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2. Annual questionnaires sent to 
subscribers by Consumers Union. 

3. Market research activities of 
many businesses. 

Both agencies at various times 
qualify their ratings because of this 
lack of uniform testing standards. 
Consumers’ Research has virtually 
abandoned rating canned foods be- 
cause it feels current test methods 
give inadequate attention to nutri- 
tive quality. Consumers Union 
once cautioned readers in an arti- 
cle on floor wax that “neither the 
government nor private laborato- 
ries have ever been able to 
agree on standard methods of test 
for some of the most important 
properties of floor waxes, notably 
durability and slipperiness.” 


8 A striking example of the im- 
portance of proper testing methods 
was revealed in another test by 
Consumers Union, this time on 
fingernail polish. The agency re- 
ported that it had difficulty in de- 
vising a method to test durability, 
but eventually constructed a labo- 
ratory device and conducted its 


concentrates ONLY on the 45% who produce 83% of all appliance, 


MORE backing from the men who count most in 


moving your product—the appliance, radio and TV Distributors’ Salesmen. You reach 
these key men IN THEIR HOMES with material they want to read, in an exclusive 
supplement written and edited only for them. 


MORE appliance, radio and TV dealers read 


Electrical Dealer than ANY other magazine in its field. And “Dealer’s” circulation control 


radio and TV sales. Why waste your ammunition on the others? 


New! 


now a monthly feature of Electrical Dealer, a feature that has had a most enthusiastic 


MORE space buyers are awakening to this 
NEW FORCE in the appliance, radio and TV field every day. More are switching 
to or adding Electrical Dealer to their schedules every day. They want sa/es-resu/ts. Actual tests 
prove they get MORE with Electrical Dealer. 


ELECTRICAL DEALER e 


ELECTRIC LIGHT & POWER 
PACKAGING PARADE e BOXBOARD CONTAINERS 


A special supplement edited for and directed exclusively to appliance, radio 


and TV distributors’ saleemen—men who make or break your sales—is 


endorsement from these key market men. Ask for sample copy—get complete details—NOW. 


ELECTRICAL DEALER... THE APPLIANCE »* 


RADIO «+ TV 


SALESMAGAZINE 
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tests. It then took the two highest 
ranking and the two lowest rank- 
ing brands and ran a controlled use 
test with 240 women in New York 
City. The results were exactly 
opposite those found in the lab test, 
so the latter were discarded. 

The cost factor is still another 
“technical” limitation. Nylon shirts 
must be continuously laundered 
until they wear out, vacuum clean- 
ers must be run virtually until they 
fall apart, etc. In 1950, Consumers 
Union conducted a _ use-test of 
automobile tires which cost it 
more than the total spent on all 
testing projects in any single year 
prior to 1946. 


s “The lack of standard test pro- 
cedure helps explain why Consum- 
ers’ Research and Consumers 
Union often disagree in their rat- 
ings of particular brands of goods,” 
Mr. Beem says. 

A basic shortcoming of consumer 
rating agencies, Mr. Beem points 
out, is the difficulty of reaching 
low-income families with buying 


| the Skwish Corp. will be pushed via 


SKWISH—Purse-size atomizers made by 


magazines and Sunday magazine sections 

starting in June. Lawrence Boles Hicks, 

New York, is agency for the $1.25 prod- 
uct now on sale in 400 markets. 


counsel. This is due partly to the 
fact that there is a close correla- 
tion between income and education 
level, according to the Census Bu- 
reau. 

Despite the fact that both agen- 
cies make a commendable effort 


ical discus- 
yond which 
.osing mean- 


to simplify their tec! 
sion, there is a limit 

they can’t go without 
ing. 


s Still another facto: is that fam- 
ilies with a low educational level 
are probably not lik»!y, as a rule, 
to subscribe to any nm ‘gazine. Also, 
a subscription to re ing services, 
like the purchase of insurance, is 
something of a long-term invest- 
ment, which low-e: ication level 
persons aren't likely © make. 

The psychologica! makeup of 
consumers also handicaps rating, 
agencies, Mr. Beem ‘inds. Even if! 


testing and rating information is 


| readily available, many consumers | 


won’t use it. This is partially ex-| 
plained by the fact that it takes| 
time and effort to obtain and use) 
any such guidance. Also, a finan- 
cial outlay, even though small, is 
required. } 


8 “The disinclination of consumers 
to spend money, time and effort | 
to improve their buymanship abili-| 
ties is reinforced by another psy- 


| sumer education in schools and 


chological hurdle hampering the 
effectiveness of rating agencies. 
This is the familiar spectacle of 
conspicuous consumption, which 
leads consumers to find satisfaction 
in expensive possessions irrespec- 
tive of their intrinsic quality mer- 
its,”’ he says. 

However, Mr. Beem suggests 
that there may be just as many 
consumers who get satisfaction 
from the envy bestowed on them if 
they are “smart” enough to get! 
the best possible buy for their| 
money. 


$2,500,000; Consumers’ Research at 
the same time probably grossed 
between $400,000 and $500,000. 
This is inadequate to test more 
than a fraction of the countless 
types of branded goods available, 
Mr. Beem points out. During 1949 
CU reported on 116 testing proj- 
ects, while CR handled 89. 

As for the future of consumer- 
financed testing agencies, Mr. 
Beem is more optimistic. Many of 
the limitations that he points out 
in his article are only temporary 
in nature, and are in the gradual 


Also counterbalancing the natu-| process of being overcome, he fee's. 


ral apathy of consumers, resulting | 
from long years of lack of consum- 
er education, is the “cumulative 
impact of a shift in education em- 
phasis,” he adds. The author cred- 
its the rapid growth of Consumers 
Union, at least in part, to the great- | 
ly increased emphasis upon con- 


colleges, which began in the ’30s. 


® Consumers Union’s gross annual 
income in June, 1951, was about 


the ements that make your aducwtiling 


Haywood Publishing Company of Del. + 22 E. Huron Street « Chicago 11, Illinois 


SALES OFFICES 


CLEVELAND 15, OHIO CHICAGO 11, ILLINOIS 
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PRospect 1-0505 
© 


John MacArthur 
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WHitehall 4-0868 MUrray Hill 3-5294 
+ + 
Walter J. Stevens J. H. Thomson 
Orrin A. Eames W. A. Clabavit 

Howard Pierce 
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WEST COAST REPRESENTATIVES 


SAN FRANCISCO, CAL. 
625 Market St. 
YUkon 6-0647 

LOS ANGELES, CAL. 
3727 W. 6th St. 
DUnkirk 7-2590 


McDONALD-THOMPSON 


DALLAS, TEXAS 
601 Continental 
Riverside 9437 


| Consumers, 
| from whatever stimulus to qué 


| concludes, 


“Knowledge of consumer wants 
and test methods is constantly ex- 
panding. The worst defects arising 
from insufficient funds are in the 
process of being mitigated—by CU, 
at least. The expanding level of 
general and consumer education is 
tempering psychological obstacles 
and the barrier to reaching low 
income groups,” he adds. 


@ These agencies are also valuable 
because they “offer virtually the 
only specific buying help now 
available for consumers. The un- 
informed consumer...is certainly 
better off with the help of CU and 
CR than he is with the alternative 
of buying by trial-and-error.” 
The comprehensive array of use- 
ful general buying counsel offered 
by the agencies (and conveniently 
summarized in their annual buying 
guides) does not suffer from y 
of the technical and financial lifni- 
tations noted, Mr. Beem points @ut. 


He adds that “probably in no other 
single source can consumers d 
an equivalent amount of competent 
general guidance. 

“Finally, CU and CR are having 
an important effect upon the Ss. 
economy aside from the impact 


which they make upon their 
tively few individual follo 
in general, be 


improvement and to more trut 
advertising result from the exy 


unsafe products, inferior qué 
and flamboyant advertising,” 


Stewart W. White has been elected vice 
president in charge of plywood and 
door sales for Georgia-Pacific Plywood 
Company. He is one of 417,220 regular 
readers of The Wall Street Journal. 
Joined Firm in 1948 

Mr. White has been with Georgia- 
Pacific for four years. He joined the 
company as general manager of ware- 
houses, then moved up to sales man- 
ager of plywood and doors. He is one 
of the thousands of executives whose 
day-to-day decisions depend on a solid 
knowledge of what's happening in the 
business world. Mr. White looks to The 
National Business Daily for this com- 
plete, accurate and timely information. 

Wide Operations 

Georgia-Pacific is typical of the many 
companies whose decision makers read 
The Wall Street Journal regularly. ht 
has 11 plants and 19 warehouses strate- 
gically located throughout the country 
and is reported to account for about 
10% of the U.S.A.’s overall plywood 
production, In addition to its own pro- 
\duction, the firm purchases consider- 
able quantities of products from other 
manufacturers, for re-sale. It is repre- 
sentative of the companies who com- 
pose the vast market for buying various 

roducts and services, reached by The 
| Wall Street Journal every working day. 
° (ADVERTISEMENT) 
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STOCKING STIK—Burlington Mills’ Donna 
Lynn brand nylons are being sold in gro- 
cery stores in plastic tubes like these 
called Stocking Stiks. The merchandising 
program is the project of R. F. Nylen & 
Associates, Chicago. 


NO TRICK—New York subway riders are learning from this car card for Bacardi 
Imports Inc. that you don’t have to be a ‘member of the bar” to mix a good Bacardi 


cocktail. 


Similor ods will also appear in and 
Brooke, Smith, French & Dorrance, New York. 


spapers, through 


57, COUNT ‘EM—The rose-a-year plon for marking employe anniversaries paid off 
these three Campbell-Mithun regulars recently when the Minneapolis agency 
rated its 19th year in business. Smiling behind the 57 roses are (from left) 
Hulda Schurke; Ray O. Mithun, president, and Mrs. Bea Sandquist, all of whom 

have been with the agency since it was started in 1933. 


sreentede free clewmamg. amd the oman renee prow! 
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ee 


TRY IT—Prospective girdle and bra cus- 

tomers are invited to test the absorbency 

of nylonized nylon on this display pre- 

pared for Jantzen Knitting Mills by Salzer 
& Co., New York. 


a 


SUBTERFUGE—Chlorophyll chewing gum 

is being given away by Brown-Forman 

Distillers Corp., Louisville, with its Early 

Times whisky. The gum is supplied by 
Adgum Inc., Toledo. 
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MERCHANDISING AD WINNERS—Seven first award winners were honored April 15 by Associated Business 
Pyblications for the most effective use of advertising in merchandising publications in 1951. Winners and 
i agencies in each of the seven divisions are: Div. 1—For advertising to introduce new products, new 
packaging, or new developments to Wear-Right Gloves Inc., New York. (Doyle Dane Bernbach Inc., agency). 
Div. 2—For advertising to promote product features and give product information to Belrug Mills Inc., 


advertising to the trade to Kid Leather Guild, New York. (R. D. Northrop Co., agency). Div. 4—For advertising 
which makes most effective use of multiple pages to Landers, Frary & Clark, New Britain, Conn. (Goold 
& Tierney, agency). Div. 5—For advertising to link merchandise with several promotions to Lewyt Corp., 
Brooklyn, N. Y. (Hicks & Greist, agency). Div. 6—For advertising to describe and encourage dealer use 
of sales promotion aids to Hornstein Photo Sales Inc., Chicago. (Gourfain-Cobb). Div. 7—For advertising, 


Greenville, N. C. (John Falkner Arndt & Co., agency). Div. 3—For advertising to merchandi 


institutional or general in nature to Bloomfield Co., New York. (Dunay Co., agency). (Story on Page 2.) 


en 
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the most important 
magazine in the 


COUNTRY 


¢First in circulation where half the 
consumers of America live. 


¢ First in the hearts of the people of 
Rural America. 


¢ First in the minds of advertisers with 
products and ideas to sell ... for the 
farm ... for the home .. . for the family. 


Farm Journal, Inc., Phila. 5, Pa. 
Graham Patterson, Publisher 


... basic buy for selling Rural America 


Two 
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KWSC, Northwest's College Station, 
Gives Network Outlets Competition 


Puttman, Wasn., April 15— 
Washington State College’s KWSC 
has built quite a following out in 
this area 

In Whitman County alone the 
college station ranks third in lis- 
tener audience, running close be- 

LY 


hind KHQ (NBC) and 
(CBS). It leads both KGA (ABC) 
and KNEW (MBS). In Latah 


County, Ida., it leads KGA, KNEW 
and KRLC, the Lewiston, Ida., sta- 
tion. 

A Broadcast Measurement Bu- 
reau survey shows that in daytime 
listening, KWSC has 30% or more 
in five Washington counties, five 
Idaho counties and one Oregon 
county. 

Started in 1922, the station oper- 
ates on 5 kw, enabling it to com- 
pete with the powerful commercial 
stations in Spekane and Lewiston. 


ws “We are a serious-purpose sta- 
tion,” says Director Allen Miller. 
“We do far more popular program- 
ming than most college stations, 
but with a purpose. We want to 
pull im large audiences so as to 
get them interested in programs 
information, adventure and cul- 
l enrichment. You have to go 
fi the audience, before you can 
them to where you want them 
to go.” 
aye come closer to program- 
i in cycles than anybody in 
thi§ area,” says Mr. Miller. “We 
deliberately go from popular, 
brdad level of appeal to somewhat 
related but not as broad. We lift 
ag @e go along, never losing touch 
vt the listener. We start with his 
i ests and take him along from 
t , never making any abrupt 
bi s. In terms of music, the nat- 
equence will be to go from 
om music to pop concerts, or 
f pop concerts to symphonies.” 
TS addition to jts regular chores, 
C records and distributes the 
follfwing to some 38 stations: two 
far@ programs, a discussion pro- 
gfaM on current events, a program 
—” and one on science and 
r reh 


3 


” ne of our strongest points, 
MrJ Miller emphasizes, “is the 
tafhing for professional work we 
give. It is unique in the country. 
The whole array of activity here 
is carried by students under 
faculty direction. KWSC is com- 
pletely staffed by students as a 
deliberate part of advanced pro- 
fessional training 

“About 400 alumni are engaged 
in radio or related fields, like ad- 
vertising or selling. Training peo- 
ple to go out into small stations 
first is one of the things we con- 
centrate on. We know they will 
need all the seasoning and activity 
they can develop in commercial 
work to make good on the net-| 
werks. We don’t kid them at all 
about it.” 


on 


® KWSC operates 16‘ hours a 
day, evenly mixing sports, news, 
music, drama, discussion, science, 
etc. Its sport broadcasts are re- 
garded by the commercials as the 


. . » you are 
looking for 


NATIONAL | 
DISTRIBUTION! 


If you are @ manufacturer, distributer, or ad 


tne facts about quick, 
tribution produced by 
les met . 
The services of our experienced merchand | 
staf! are available at no cost or pm to | 
you P for initial planning, p uct and 
market analysis, copy assistance and follow 
through. Learn about this old and provem pian 
that can start thousands of tales-wise men and 
Fs tm 48 states... at 
their own expense. rite 
OPPORTUNITY MAGAZINE 


AllS, 28 B, Jackson Bivd., Chicage 4, MH. 


finest in this part of the country. 

Allen Miller himself is the only | 
“old pro” around tue station. He 
was radio director of the Univer- 
sity of Chicago from 1926 to 1939} 
and started the now-famous Chi- | 


|cago Round Table in 1931. “I can| Mr. Miller. 


ees res Laan 
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remember,” he says with a sigh,;ing, culture and advertising. We) appointed Aubrey, Finlay, Marley 
Psa the professors didn’t get a ground our students in all of them.| & Hodgson, Chicago, to direct its 


ime. Even had to pay their own 
carfare when they had to ride the 
ar.” 


° 


= He came to Washington State 


When they come out of here they 
have a keen appreciation of what 
the radio means to advertising and 
vice versa. They can easily go from | 
one field to the other, and at all 


College in 1940. He took time off| times see things not from the nar- 


to start KOAC, the state-owned | 
and | 


Station in Corvallis, Ore., 
to organize the Rocky Mountain 
Radio Council. 

“Here’s what’s important,” says 


row view but from a broad pano- 
rama of the whole business.” 


Kitchen Art Names Agency 
Kitchen Art Foods Inc., Chicago, 


advertising. Magazines, newspa- 
pers and television will be used. 
The account, which was handled 
by LeVally Inc., Chicago, has been 
with Roche, Williams & Cleary 
since May, 1951, when the LeVally 
agency closed. 


Colonial Drapery to Wexton 
Colonial Drapery & Curtain 

Corp., New York, has appointed 

Wexton Co., New York, to direct 


“We tie up broadcast-| maker of Py-O-My cake mixes, has its advertising. 
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Diamond Alk 


CLEVELAND, April 
Alkali Co. is using 1( 
the New York Jou? 
merce and Wall Stre 
only about 75 words 

The new series o! 


Biddle Adds Marion-Kay |Invite AFA to Cleveland 

Biddie Advertising, Blooming-| The Cleveland Advertising Club 
ton, Ill, has been appointed to| and the Women’s Advertising Club 
handle all national advertising for | of Cleveland have voted an official 
Marion-Kay Products  Co.,| invitation to the Advertising Fed- 
Brownstown, Ind., maker of vanil-| eration of America to hold its June, 
la and flavoring extracts 1953, convention in Cleveland. 


}—Diamond 
12” space in 


copy. 


Hoag & Provandie Adds Bank Buckham Joins DuMont public about the ch nical indus- 

Hoag & Provandie, Boston, has) Duncan R. Buckham, formerly try’s contribution tc the nation’s 
been appointed agency for Bay- eastern sales manager of Mutual economic health. Cl -micals, says 
state Corp., Boston bank with 30 Broadcasting System, has been ap-| the copy, are basic » industry in 


branches in Massachusetts. News- pointed account executive in the 
papers, transportation advertising network sales department of Du- 
and direct mail will be used. Mont Television Network. 


good times or bad, ‘or farms as 


well as factories. 


tli Puts Little Copy in Big Ads 


ad headlined 
Dia- 


In a_ typical 
“Psyche’s got a monopoly,” 


Fuller & Smith & Ross, agency | mond concedes that the Greek god- 
| for Diamond Alkali, has prepared dess of the soul has a corner on the 


| tration on the left with a little 


| lowed by a small signature. The| 
rest is white space which Diamond | 
Alkali and its agency feel will 
call attention to its copy when put 
up against the general run of 
| solid-copy ads. 


.. aname lorenember 


500 years ago, Johannes Gutenberg invented the first 
practical use of movable type and the mechanical art 
of typecasting. It is to his credit and everlasting fame 
that the Bible was his first printed work. Gutenberg 
succeeded in producing this book by a process which 
has stood the criticism—and won the admiration—of 
later ages. Gutenberg’s invention brought mass com- 
munication to the world through the printed word. 
Few other men have made such a valuable contribution 
to the progress of civilization. Gutenberg is, indeed, 


a name to remember. 


25 years ago, THE FORT INDUSTRY COMPANY was 
founded on the principle of programming and broad- 
casting in the public interest. In the intervening quarter- 
century all the FORT INDUSTRY stations, wherever 
they are located, have upheld this public trust. For this 
reason, wide-awake sponsors remember the name FORT 
INDUSTRY when they want the greatest response and 


the best sales results. 


\) WGBS, Miami, Fla. ° WIBK, Detroit, Mich. ° 
¥a WSPD-TV, Toledo, O. © WJBK-TV, Detroit, Mich. ¢ WAGA-TV, Atlanta, Go. 


NATIONAL SALES HEADQUARTERS: 
488 Madison Ave., New York 22, Eldorado 5-2455 e 


e KEYL-TV, 


THE FORT INDUSTRY COMPANY 


WSPD, Toledo, O. «© WWVA, Wheeling, W. Vo. © WMMN, Fairmont, W. Va. ¢ WAGA, Atlanta, Ga. 
WSAI, Cincinnati, O. 


230 N. Michigan Ave., Chicago 1, 


San Antonio, Tex. 


FRanklin 2-6498 


ul of Com-| ten ads for the series which started “only area of human life that does 
Journal for in March. Each one has an illus- | not employ the chemical industry.” 


ds tells the more than 2” of copy at right fol- Coq] Dealer Names Agency 


The Detroit Coal Bureau and its 
affiliate, Coal Heating Service of 
Greater Detroit, have named Luck- 
eff, Wayburn & Frankel, Detroit, 
to direct their advertising and pub- 
lic relations. 


Nichols Joins ‘Household’ 

Herbert L. Nichols, formerly 
with the Chicago office of J. Wal- 
ter Thompson Co., Chicago, ltas 
joined the Chicago advertising 
sales staff of Household. 


Names Williams Advertising 


Diamond Wire Hanger Co., 
Clairton, Pa., maker of wire coat 
hangers, has appointed John R. C. 
Williams Advertising, Pittsburgh, 
to direct its advertising. 


BUTANE er 


is first on my schedule 


. -. because it has the larg 
est circulation in the Liqu 
fied Petroleum Gas Industry 
The highest subscriptio 
rate, the highest renewa 
percentage, and regularly 
sells more subscriptions 
than any other publication 
in its field.” 


.. and because BP-News has 


> 50% greater coverage of read- 
ers in Bulk Plants who represent 
85% of the industry's purchas- 
ing power. 

> Better coverage of the fast-grow- 
ing L.P. gas industry which tripled 
its sales in the past tive years and 
now serves 8,000,000 consumers. 

> The Pioneer Publication with 
more than 20 years editorial ex- 
perience. 

> Publishers of the only library of 
technical books — Headquarters 
for LP-Gas information since 
1931. 


> Seven Readership surveys prove 
BP-News first choice by a 2 to 1 
majority. 

D First in display and classified ad- 
vertising for 13 years. 


> in 1951, 88 exclusive advertis- 
ers used only BP-News Publico- 
tions to sell this market. 


BUTANE PROP 
ee 
A JENKINS PUBLICATION 


198 So. Alvarado Street 


Los Angeles 4, California 
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Paducah, Ky. 


The Sun Shines Bright On PADUCAH— 
@ $500 Million Atomic Plant Is Going Up. 
@ Bank deposits up 76% in 1951. 

~ @ More than 20,000 new jobs in year. 


7~ The Paducah SunDemocrat 


28,000-Pius 
Daily - Sunday 


Burke, Kuipers 
& Mahoney 


Rr 


... and 
2,000,000 
boys 


first quarter 1952: 


Koellisch Joins Vance 

J. F. Koellisch, formerly mer- 
chandising manager of Industrial 
Publications Inc., New York, has 
been appointed director of re- 
search and promotion for all pub- 
lications of Vance Publishing Corp., 
Chicago. 


Leaves ‘Today's Woman’ 

Geraldine Rhoads has resigned 
as editor of Today’s Woman, ef- 
fective May 1, to devote her time 
to Gen. Dwight Eisenhower's cam- 
paign 


Advertising Age, April 21, 1952 


Pacific Northwest Business Men Confer 
on Ways and Means of Luring Tourists 


PULLMAN, WasuH., April 15—The} 


Pacific Northwest business man is 
getting ready to carve himself a 
big chunk from a “multi-billion- 
dollar business”—the tourist trade. 
More and better advertising is go- 
ing to help him do this. 

This goal was affirmed last week 
at the fourth annual Tourist & Re- 
sort Conference held at Washing- 


20% advertising linage increase over 


first quarter 1951 


36.8% advertising revenue increase over 


first quarter 1951 (14% due to rate increase Jan. 1, 1952) | 


... What's all this about Ist quarter magazine trends? 


Published by The Boy Scouts of America 
Read by More Boys 10 to 17 Than Any Other Magazine in America 


See een een eee nea nee oes 


ton State College. The conference 
was sponsored by the school’s bu- 
reau of economics and business re- 
search and the department of hotel 
management. 

Donald F. Mikkelson, Pacific 
Coast representative of American 
Magazine, told the 100 delegates: 
“No longer is your best prospect 
necessarily nearby. He may be 2,000 
miles away. Tourism is in the 


| multi-billion-dollar business class 
|and still growing.” He said the 


average American vacation trip 
last year extended 1,794 miles and 


| that one-third of the Americans 
taking trips vacationed for three 


weeks or more. 


8 Dick Dunning, president of KHQ, 
Spokane, stressed the increasing 
importance resort owners are giv- 
ing to radio advertising and 
pointed out the advantages radio 
has in helping the tourist business. 

Paul Noble, feature advertising 
manager for the Spokane Spokes- 
man-Review and the Spokane 
Chronicle, gave delegates a run- 
down on how media rank with 
families influenced by vacation 
advertising. Newspaper ads placed 
first with 44.4%; second, vacation 
folders with 23.7%; third, maga- 
zine ads, with 18.7%; fourth, out- 
door posters, with 7.4%, and fifth, 
radio ads, 5.8%. 

Other speakers outlined meas- 
ures already taken to advertise 
for what was called by the dele- 
gates present “Washington’s num- 
ber one source of income.” 


® Robert F. Lanzilloti, assistant 
professor of economics at Washing- 
ton State College, said that the 
state’s tourists numbered 3,004,000 
in 1951, a jump of 25% over the 
previous year. Income from tour- 
ists, however, dropped from $122,- 
700,000 in 1950 to $118,900,000 last 
year. He ascribed this drop to “the 
emergency and inflationary pres- 
sures” which curtailed vacations. 
Also, tourists now wish to visit 
several places in one trip, shorten- 
ing time spent in one state. 
John A. Guthrie, director of the 
bureau of economics and business 


| research of Washington State Col- 


lege, said that more tourists are 
“camping out” than ever before, 
“which cuts down what they 
spend.” 


| @ Delegates were told how the 


Oregon Adclub had stirred tourist 
interest on a shoestring budget of 
$600, by printing “Welcome to 
Oregon” and similar signs which 
were distributed statewide. The 
club also sponsored “ground-level” 
schools on tourist trade in more 
than 30 different towns and cities. 
In each of these, advertising as a 
key factor in getting tourist busi- 
ness was stressed. 

Finally, the conferees learned 
that 36% of the total California 
tourist business reaches into the 
Northwest. This year, they de- 
cided, the Northwest will try and 
get all the California business. 


New York State Passes Law 
to Control Highway Signs 

Gov. Dewey has okayed legisla- 
tion giving the New York State 
Thruway Authority power to con- 
trol the erection of outdoor posters 
and other kinds of advertising 
along the 535-mile highway. 

Under the new law, all adver- 
tising devices are prohibited with- 
in 500’ of the road unless written 
permission is obtained from the 
authority. 


Ruppert Expands Video 

Jacob Ruppert Inc., New York, 
which presents “Candid Camera” 
over WJZ-TV, New York, and a 
few stations in other cities, has 
signed to give the program addi- 
tional coverage via WCBS-TV, 
New York, on Tuesdays at 10:30 


p.m., EST. Biow Co., New York, is 
| the agency. 
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Now, a new formula 


for selling industry: ~ 
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Stop chasing smokestacks ...we’ve done it for you! 


Suppose your salesmen chased every smokestack. They’d run themselves ragged 
over 3,072 counties. 

But you don’t sell that way. You're out to get volume orders at the lowest possible 
cost...so you concentrate your selling. You select your most profitable prospects 
and pinpoint your effort. 

Why then be promiscuous in your promotion? Why spread your advertising thin 
over all the great big U.S.A. when just 650 counties out of these 3,072 account 
for 92.9°% of the country’s total manufacturing? 

Yes, only 650 counties out of 3,072 are manufacturing centers of $10 million or 
more. Here is Industrial America. Here is your market... 


Industrial America. The 650 counties that account for 92.9% of total U.S. manufacturing. 
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This is The New York Times Market, too 


By no coincidence, these counties also make up the circulation map of The New 
York Times. 

Take another look at it. Visualize more than a million map pins dotting these 
650 counties where 93‘¢ of all manufacturing is done. Those pins actually repre- 
sent 94°: of the Sunday Times circulation. 

It’s a law...a law as inevitable as gravity ...that where there are the most indus- 
trial giants, there, too, you will find the most Times readers. Study this beautifully 
balanced pattern for businessmen who advertise to other businessmen. Let it 
register in your mind~— vividly —that no other business medium compacts its circu- 


lation so productively for you. 
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| Counties Ronked (U.S; Caneve of Value added 
i. By Manufacturing Manufactures) by Manufacture 
ji Fe s “A" $300 million ond over 42 counties in 17 states $36,903,042,000. 
(| Manufacturing: 
| Circulation: bs $150 to $300 million 47 counties in 23 states 10,157,336,000. 
“C” $100 10 $150 million 46 counties in 18 states 5,67 1,805,000. 
“DY” $50 to $100 million 104 counties in 31 states _—-7,220,919,000. 
: sg $25 to $50 million 149 counties in 40 states 5,602,483,000. 
, “F* $1010 $25 million 262 counties in 42 stotes 4, 97,342,000. 
} Industrial America 650 counties in 45 states 69, 153,479,000, 
: | Total U.S. 3,072 counties 74,425,825,000. 
| a8 Se cee ee ae ee 
488% 137% 7.6% 97% 7.5% 5.6% 
ti 545 lat 76 86 47 43 Keeping pace with your industrial market is the Sunday Times 
} circulation, 93.8% in the 650 counties that comprise Industrial America. 
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ADVERTISE MOST WHERE 


: BUSINESSMEN READ MOST 


The New York Times concentrates its circulation where it 
will do you the most good. But what single section of the 
Sunday Times is best for your advertising to industry? 


Why not let your best businessmen prospects answer that. 
For readership reports show a positive and growing prefer- 
ence for the REVIEW OF THE WEEK. 


What is the REVIEW OF THE WEEK? It’s a weekly news- 
review produced by a special staff of writers and editors 
who draw on the entire world-wide news-gathering resources 
of The New York Times, vaster and more far-reaching than 
those of any other publication. It’s a newsreview that crowds 
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more news to the column inch . . . news with the fat pared off 
to make for fast, understanding reading . . . the way busi- 
nessmen like it. And it’s the most current of all newsreviews 
. .. because it has the tightest closing on record . . . to Led 
late Saturday, up bright and early Sunday. 


Starch reperts show unusually high men’s interest in the 
Review of the Week ... reading as high as the Sports Section 
commands ... close and unusually thorough reading of every- 
thing in the section. And they show a higher-than-average 
reading of industrial advertising, too. Ask us to show you 
the whole story. 
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in serving business with the most news about business, and the most news about the world business lives in 
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as ‘preferred’ reading by most executives where most industry is located 


in delivering an advertising message to business 
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executives at the lowest cost per thousand circulation 


iin Bean 


The New Jork Times. 
THE NEWS OF THE WEEK IN REVIEW 


the newsreview that’s delivered 
every Sunday exclusively with 
The New York Times into the homes 
of the men who make Industrial America 
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Bernays, Motley, 
Ogilvy Will Speak 
at NNPA Meeting 


New York, April 15—The Na- 
tional Newspaper Promotion Assn. 
will hold its annual convention in 
Louisville May 11-14. Theme of 
the meeting will be: “Let’s Sell) 
Newspapers.” 

In issuing a convention call, Ir- 
vin Taubkin of the New York 
Times stated: “It is our belief that 
the newspaper is the most under- 
sold medium in the country— 
undersold in circulation, in retail 
advertising, in general advertising 
and in classified advertising.” 

A highlight of the convention 
will be a report by Edward L. 
Bernays, public relations consult- 
ant, on what people think of news- 
papers. His talk—at the May 13 
luncheon—will be based on a poll 
of 1,000 public opinion leaders. 


® Arthur H. (Red) Motley, pub- 
lisher of Parade, will be the guest 
speaker at the annual dinner on 
May 13. National advertising will 
be discussed by David Ogilvy of 
Hewitt, Ogilvy, Benson & Mather. 

A panel on research will be 
headed by Harry Rosten, research 
director of the New York Times, 
assisted by Thomas Black, Owen 
& Chappell, New York, and M. F. 
Batterson, general manager, IIli- 
nois Daily Newspaper Markets Inc. 

The convention is set for the 
Brown Hotel and the social side is 
well covered. Plans include three 
cocktail parties, tours of Louis- 
ville newspaper plants and a bus 
trip to the famous Kentucky horse 
farms near Lexington. 


General Outdoor’s 
Sales Up, Net Down 


Cuicaco, April 17—Although ad- 
vertising sales of General Out-| 
door Advertising Co. increased | 
slightly in 1951 as compared with} 
1950, net profit was cut by higher | 
operating costs and higher taxes, | 
the annual report of the company | 
discloses. } 

In 1951 advertising sales bm 
$26,996,000, compared with $26,- 
220,000 in the previous year. But 
operating expenses increased to| 
$21,456,000 from $20,601,000, and | 
federal taxes were $2,000,000, com- 
pared with $1,750,000 in the pre- 
vious year. Net income was thus 
reduced to $2,100,000 from $2,- 
606,000 in 1950. 


# An interesting feature of the an- 
nual report, signed by the late 
B. W. Robbins, chairman of the 
board, and Burr L. Robbins, presi- 
dent, was in the reproduction of 
typical posters of leading national 
advertisers with their comments 
on the value of outdoor advertis- 
ing. Among companies featured in 
this way are Coca-Cola, Heinz, 
International Cellucotton, General 
Tire & Rubber, Wm. Wrigley Jr. 
Co., Armour & Co., and Standard 
Oil Co. (Indiana). 


‘Chronicle’ Adds 3 to Staff 

The San Francisco Chronicle has 
added three members to its adver- 
tising departments. Lee Miller, 
formerly with the California 
Grange News, Sacramento, has 
been named manager of the special 
advertising department; Ross Wil- 
liams Jr., formerly assistant man- 
aging director of the California 
Newspaperboys Foundation, has 
joined the national advertising de- 
partment, and William F. O’Fla- 
herty, formerly with the retail ad- 
vertising department, National Ad- 
vertising Co., San Francisco, has 
been added to the retail advertis- 
ing department. 


‘Democrat-Herald’ Boosts Lee 
Ralph B. Lee, advertising direc- 
tor of the Democrat-Herald, Al- 
bany, Ore., has been promoted to 
assistant general manager. 


y See eke 


Opens Denver Oftice 


McDonald-Thompson, publishers 
representative with offices in San 
Francisco, Los Angeles, Seattle and 
Dallas and service offices in Port- 
land and Denver, is opening a 
full-time office in Denver. Robert 
H. Heidersbach, formerly with the 
national advertising and sales de- 


partment of the Corn Belt Dailies, | 


has been named manager. Harry 


Abney of the Seattle office will! 


continue to supervise the Denver 
territory. 


Appoint John O'M 


John O'Malley, Ne 
relations consultant 
pointed to handle p 
for Frederick F. Lo 
T/A Hotel Bar Bi 
the “Celebrity Seric 
Hall, all in New Y« 


Dickerson Adds 2 

Dickerson & Asso 
has been appointed 
vertising and sales 
Chicago Roller Skat 


‘ley P.R. 
York public 
as been ap- 
lie relations 
nfels & Co., 
er Co., and 
at Carnegie 


Accounts 
tes, Chicago, 
to direct ad- 
romotion for 
o. and Ware 


Fuse Corp., Chicago. Formerly, 


both accounts were handled by| 


Cc. J. Ollendorf Advertising, Chi- 
cago. 


Stromberg-Carlson Boosts 2 


Stromberg-Carlson Co., Roches- 
ter, N. Y., has promoted Sidney R. 
Curtis, v.p. and general manager 
of the radio-television division, to 
v.p. in charge of government con- 
tracts. Clifford J. Hunt, general 
sales manager of the radio-televi- 
sion division, succeeds Mr. Curtis. 
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COMPREHENSIVE 


CLIPPER 


PA 
Multi-Ad Services, Inc. 
scien 105 Walnut, Peoria, Ill 


REPRESENTATIVES WANTED 


Bista Patented 


a 


(1224 W. VAN BUREN ST. + 


9 Day&Night . 


te 


LAKE SHORE ELECTROTYPE DIV. 


— ELECTROGRAPHIC CORPORATION 


CHICAGO 7 + PHONE SEeley 8-1010., 
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Canadian Ad Group 
Ready with Agenda 
for 37th Convention 


Toronto, April 16—A _ well- 
rounded program is being planned 
here for the 37th annual conven- 
tion of the Assn. of Canadian Ad- 
vertisers. The place is Toronto's 
Royal York Hotel and the dates 
are April 30 through May 2. 


Repurchases WLAC, Nashville 

Life & Casualty Insurance Co. 
has repurchased WLAC, Nash- 
ville, Tenn., 50,000-watt station, 
from J. Truman Ward, who bought 
the station from the company in 
1943. Reportedly, Mr. Ward re- 
alized over $1,000,000 on the trans- 
action. The purchase is subject to 


the approval of the Federal Com-| 


munications Commission. 


Magazine Names Agency 
United States 


the U.S. Naval Institute, Annapo- 
lis, Md., in conjunction with 
Thomas O. Woolf & Son, publishers 
management representative, has 
appointed Richard LaFond Adver- 
tising, New York, to direct its ad- 
vertising. Direct mail and trade 
publications will be used. 


Tackney Joins Detroit Agency 

Edward H. Tackney, formerly on 
| the executive staff of the Detroit 
| Adcraft Club, has been appointed 


A number of American business | Proceedings, official publication of | geon, Taylor & Bruske, Detroit. 


and ad executives will be parti- 
cipating in the three-day meeting. 
Some of the featured speakers and 
their topics are: 

Wallace H. Wulfeck, v.p., Wm. 
Esty Co., New York, “Behavior 
Dynamics in Business”; Walter H. 
Wheeler Jr., president, 
Bowes Inc., Stamford, Conn.,, 
“What Do We Mean, Freedom?”;| 
James Rotto of the Hecht Co., 
Washington, “How to Keep Point) 
of Sale Material Out of the Waste- | 
basket.” 


@ At the opening luncheon on | 
April 30, Charlotte Montgomery, | 
Tide, will speak on “The Woman's | 
Viewpoint.” 
A television forum that after- 
noon will bring together A. David- | 
son Dunton, chairman of the Ca-| 
nadian Broadcasting Corp. board 
governors; L. L. Cromien, Pet- | 
mn Productions, Toronto, and 
iett Bruce More, director of | 
pagchological services, Social Re- 
aearch Inc., Chicago. 
©. Sydney Frost, v.p. and gen- 
era] manager, Bank of Nova Sco- 
tiay will make the first general 
session address on May 1. His topic 
will be “The Canadian Economic 
Climate in 1952.” 
market re- 


GBP cians in a ar 

*h panel include T. G. Mac- 
Goan, Firestone Tire & Rubber 
Cos Akron; Abe Hackman, Macy’s, 

York, and Dr. O. J. Firestone, 

rtment of Trade and Com- 

e, Ottawa, 

e May 1 sessions will be 
cloged, with an address on “More 
ThiRes Advertisers Want to Know” 
by Mark Napier, chairman of the 
Cafiadian Advertising Research 
Foundation. 

Peint of sale and sales promo- 
tio# wiil be the two phases covered 
fm fie convention's last day. The 
forMer will be discussed by Jack 
RoBertson, Burns & Co. Ltd., Kit- 
Chener, and I. D. Willis, General 
Steel Wares Ltd., Toronto 


@ Speakers at the sales promo- 
tion pane! will be E. W. Hayter, 
Goodyear Tire & Rubber Co. of 
Canada Ltd., Toronto, and Donald 
B. Hause, Armour & Co., Chicago 
The convention will come to a 
close with the annual dinner, 
which includes presentation of 
ACA awards to men and women! 
who have made the most outstand- 
ing contribution to Canadian ad- 
vertising during the past year. 


Baer Promotes Schulte 


Stanley A. Schulte, production 
manager, has been promoted to 
account executive of S. C. Baer 
Advertising, Cincinnati. Joseph W. 
Sparer, his assistant, succeeds 
him. Other appointments: Jack P 
Reedor has been named an account 
assistant and Richard Tate has 
joined the art department. 
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MAKES PASTING A PLEASURE 


Pitney- | 


Field Research Names Two 


Field Research Co., San Fran- 
cisco, has promoted James C. 
Campbell from assistant project 


director to project director and 
manager of the media research de- 
partment. Alva Shapiro, formerly 
with Peacock Research Associates, 
Los Angeles, 
interview director. 


Chill Joins JWT PR Dept. 
Robert Chill, formerly with 


Naval Institute | v. p. of art and production for Dud-| American Broadcasting Co.’s cen- 
| tral division news department and| tion manager for Short. 


has been appointed | 


Advertising Age, April 21, 1952 


prior to that assistant to Irv Kup- 
cinet, Chicago Sun-Times column- 
ist, has joined the public relations 
department of J. Walter Thomp- 
son Co. in Chicago. He will work 
on the Kraft Foods Co. account. 


Pyle Returns to Hal Short 


William Pyle, formerly Portland, 
Ore., manager of Edward S. Kel- 
log Co., has returned to Hal Short 
& Co., Portland, as an account ex- 
ecutive. Prior to joining the Kel- 
| logg agency, he had been produc- 


In the most comprehensive industrial readership survey ever 


made American industry voted The IRON AGE the ‘most useful” 


of all metalworking magazines. In this survey 18 leading indus- 


trial companies asked their customers and prospects to name 


the publication “most useful” to them. Again, the men who 


control or influence buying voted The IRON AGE their No. 1 


metalworking magazine. 
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Study Shows 155 
Chain Drug Firms 
Added Last Year 


New York, April 15—A newly 
issued directory reports that 155 
new chain drug companies started 
operations during 1951, bringing 
the total to 1,831. 

The Directory of Drug Chains, 
published annually by Chain 
Store Business Guide Inc., an af- 


filiate of Chain Store Age, also 
shows 1,147 changes of personnel 
among chain drug. executives, 
buyers and operators. The 1951 
total of 1,831 drug chains repre- 
sents 7,999 stores, compared with 
the preceding year’s total of 1,676 
companies operating 7,738 stores. 
The 135-page guide gives the 
address of each chain’s buying of- 
fice, the number of stores it oper- 
ates and the names of its execu- 
tives and merchandise buyers. 
Copies are available at $15 each. 


Fette Returns to § 

William A. Fette 
to Schutter Candy 
Universal Match C 
as director of mark 
Mr. Fette has be« 
parent company s 
was treasurer and 
ager of Schutter di 


Roskam Adds Pu 

O. H. Roskam Ac 
sas City, recently 
has been appointe 
vertising for Moc 


hutter 
has returned 
, division of 
p., St. Louis, 
ng and sales. 
v.p. of the 
e 1948 and 
general man- 
12 1944-48. 


‘isher 


rtising, Kan- 
rmed agency, 
to direct ad- 
rn Handcraft 


Inc., Kansas City, publisher of 
Workbasket and Profitable Hob- 
bies. The agency will do circulation 
work and direct-to-consumer mail 
order sales of needlework and 
handcraft supplies for the maga- 
zines as well. 


Two Appoint Reimers Agency 

E. S. Deans & Co., men’s wear 
manufacturer, and Joseph 
Schneider, child photographer, 
have appointed Carl Reimers Co., 
New York, to handle their adver- 
tising. 


TOTAL MENTIONS 


“Most Useful’ votes for the first 10 metal- 
working magazines based on total returns 
from all industries: 


RN 3 52 Vere ecitane te tone Sa eee 2,138 
Ms Gilets took SLL inl 5 cee 1,757 
Aonerionm Masinio® .... 2... cc ees 573 
Product Engineering. ......_... 5s hee 
Ss 0 stron Shecectiante ms cate anaes . 447 
Machine Design ....... WG bible Olen Meee an 
NE rete ost ease be 5 Je ita aie 379 
Mechanical Engineering ............... 268 
PIN oe, Forts. 55,7. 5 «4 ru'a Ban eS 243 
Electrical Manufacturing .............. 215 


WHY IS THE IRON AGE NO. 1? Because The IRON AGE 
is a horizontal publication. It is edited for all manage- 
ment—administration, production, engineering, financial, 
purchasing. Its intense readership across management 
plus the largest total distribution of any metalworking 
magazine across the wide metalworking industry make 
it a natural to be voted No. 1. 

WHY IS THE IRON AGE NO. 1? Because The IRON AGE’s 
excellent record of service to mighty metalworking is 
unparalleled. Every week the latest vital news, market 
reports, technical articles—any important information 


Why is this survey noteworthy? 


Tq it is the largest, most comprehensive industrial reader- 
ship survey ever conducted. 


2. the following 18 leading companies participated in 
this survey. 

Aluminum Co. of America 
The Black & Decker Mfg. Co. 
Brown & Sharpe Mfg. Co 
Crane Co 

Dodge Mfg. Co. 


General Electric Co. 
Apparatus Division 


The Goodyear Tire & Rubber Co. 
Mechanical Rubber Goods Div. 


Hornischteger Corp. 


Minneapolis-Honeywell 
Regulator Co. 
Brown Instruments Div. 
Socony Vacuum Oil Co. 
Union Carbide & Carbon Corp. 
Bakelite Division 
Carbide & Carbon 
Chemicals Div 
Electro Metallurgical Div. 
The Linde Air Products Co. 
United States Steel Co 
Hyster Company 
PR. Mallory & Co., Inc. 


Westinghouse Electric Corp. 
Apparatus Division 


3. The 18 companies mailed a total of 198,837 question- 
naires to individuals on their customer and prospect lists. 
Replies totaled 42,878. 


4. All individuals contacted were men who control or 
influence buying, regardless of title or industry. 


5. Results were classified and tabulated by the McGraw- 
Hill Publishing Co. 


6. Magazines of all types—general, business, industrial— 
are included in survey results. 


that affects metalworking executives—are flashed to the 
industry with the same fast-paced schedule general 
news is distributed by a Time or Newsweek. 


WHY IS THE IRON AGE NO. 1? Because of The IRON AGE’s 
absolute reliability and authenticity — attested to by 
thousands of quotes in the U. S. press .. . “According to 
The IRON AGE". That's why metalworking men, admin- 
istrative and operating executives believe in it, make 
decisions from it, run their plants by it... and buy out 
of its busy advertising pages. 


Ask your IRON AGE representative to show you a detailed 


tabulation of this survey — publication by publication. 


fdironAge 
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Storm Window Maker 
Will Replace Broken 
Windows for Nothing 


CLeveLtanp, April 15—Half a 
million young baseball players 
this season won't have to worry 
about any broken windows, thanks 
to a promotion-minded storm win- 
dow manufacturer. 

The benefactor is Frank C. Rus- 
sell, president of F. C. Russell Co. 
His company makes Rusco storm 
windows. He has offered to re- 
place, free of charge, any glass 
shattered by young ball players 
who perform in the territories and 
cities served by the company’s 167 
distributors. 


8 Although admitting that his of- 
fer is good public relations, Mr. 
Russell insists that he has “strong 
persona! feelings” about the issue. 
Reminiscing about his childhood, 
Mr. Russell said: 

“After we broke a window we 
had a grave decision to make. 
Should we run, leaving our base- 
ball or football, or should we stay 
and try to recover our treasure, 
and face the music?” 

Rusco distributors throughout 
the U.S. and Canada, with the as- 
sistance of churches, civic groups 
and schools, are passing out “con- 
tract” cards to neighborhood balli- 
players. In addition, T-shirts im- 
printed with the window-rep - 
ment slogan are being distrib 


Starts 6-Week Spring Driv 
Minnesota Paints Inc., Mifine- 
apolis, has begun a six-week spRing 
campaign covering six Upper } =a 
west states. These states incfude 
lowa, Nebraska, North and S@uth 
Dakota, Minnesota and Wiscofisin. 
Spot radio, newspapers, televigion 
and car cards, via Nelson- lis 
Minneapolis, will be used. Mingflo, 
a new rubber-base paint, wi 
featured. 


Two Join Basford 


Henry J. Volker Jr., for 
with Remington Rand Inc. 
International Nickel Co., bot 
New York, has joined G. M. 
ford Co., New York, as an acc 
executive. Arthur Weinberg, 
merly an editor of Chemical 
and a technical writer with 
eral Electric Co., Schenectady, 
joined Basford’s publicity de 
ment. 


R. R. HORNER, 

we re glad N & W's 
throttles are 

wide open! 

... glad that Norfolk & West- 
ern (and the rail industry) 
was farsighted enough to pre- 
pare for its gigantic tasks of 
today—that N & W’s person- 
nel, shops, equipment, and 
rolling stock are ready for 
perhaps even greater tasks of 
the future. .. . We’re happy 
you're highballin’! It’s a real ° 
pleasure, Mr. Horner, to car- 
ry your company’s advertis- 
ing messages to N & W’s 
friends in the Cincinnati area. 


Thanks from Cincinnati’s first 
daily, the Times-Star. 


on geese es ae ee i eicaaes ee COC«Ce Se el 0° lhe 9 te ~ * SS eewie= ey | Ly Asie 2G A eee repre 
i ares eres ‘ i ‘ q : « © ¥ - he oe gat ser 
ia =: S , x es : Y m 
ie rye 
Pe sel 
£ bal 
: - Ms 

c i ty, 
ee ee on ea ee ce’ 
; By, 
y Ate 

Fe | ae 
a ’ ea 
Eh: vassal € 
i ee 
‘ 
5 j 4 
<a 
“a 2 an i 
eee Beak: 
oe ae 59, 
ay a REY A 
ee iy 
is Pe = ‘ 
Bi | (Bs 
Be: g tS ee 
Bas met 
cof Ks se: 
Pir: ape 
ee ae Be 
= \ “ee 
a Ce 
: } i f os ; 
bari ; Aes : 
Mecr. 
< Se ae 
i ' eee 
ce | oo e 
A j q . fs a 
a Fe i heey 
o | ly : alee 
: t | and Sate 
| of «hae 

Bas - 3 
od - asf aut af 
Sa aot a 
i for- , aw 
a a % 
. feek aaa 
: i- |e 
has | 
4 - s p 4 
‘ : SEAS 
a ‘a mi: 
By ! —_—_—_—_——_++}- cs 7 ae 
i. oe ¥ 
ag j Sa e 
Che 
— nae 
: i ole 
ay 7 . 
| ree 
ie i a 
Sa sige 
a 
: : % 
| aoe 
sf | eae 
= BS ts 3p 
ae 
: | pari .t' 
v7 ‘ ieee 
e ) SiS ye 
a * ie 
2 teh ie 
ie gets 
a tt 
a Pte ae 
on i, See 
— pee 
i 1 ate 
z ae aS 
S, “ee 
= i oy ae 
ome?’ 
= a ies 
| § A 
! aie 
eva =, 
oe . SAAS 
. ae Waray. ‘ 

ee i ee ae a aS ee _ MER. wn LE ee 

= Pins eee) th ian y oS Saag Pn eit ee? hc) cael ee eat TS SS ee i a! 


44 


Furniture Stores’ 
Customers to Get 
‘Family Shopper’ 


April 16—Family 
Shopper, a new consumer bi- 
monthly magazine in the retail 
furniture field (AA, March 31), 
expects to make its bow in Novem- 
ber with a circulation of “probably 
250,000." 

Shopper, to be published by 
Thomas F. Buck, formerly gro-'| 
cery merchandising manager of | 
Life and now head of Buck Pub-| 
lishing Co., 299 Madison Ave., will 
be free to charge account custom- 
ers of franchised furniture retail- | 
ers. 
Mr. Buck said no advertising| 
rates have been determined yet, 
and the printing process has still | 
to be decided. The magazine will 
be about 8'4x11” 


New York, 


@ It will carry informative edi- | 
torial material (with a coupon 
envelope so customers can order 
direct from retailers) on “how to| 
buy things.” Each advertised item 
will be available for display in 
furniture stores—one sample only 
of each item 

“After receiving the magazine 
from you in the mail,”’ Shopper is 
telling retail stcres, “your cus-| 

mer telephones or mails you the 
Beeb many customers will 


Mer to visit your store to place 
order 


“You deposit the money or ac- 
cept the charge and forward the 
order to the manufacturer. The 
maRufacturer ships the merchan- 
dis@ postpaid direct to the custom- 


er. 

“Thus, you've eliminated need 
forgclerks. Shopper is the sales- 
mal You've eliminated the need 
f inventory. You've eliminated 
ar Y local delivery. At the end 
of @ch month, the various manu- 
fat@rers will bill you at the exact 
r ] price—less 30%. This 30% 
ig Your markup, your profit. 
@*The Family Shopper plan will 
yiel@ $100,000 additional annual 
rév@nue at a net profit exceeding 
10%.” 

ery said Mr. Buck, well over 
43 getail furniture stores have ap- 
plied for franchises ($250 each). 
Shopper will get its major revenue | 
from the franchise payments, from 
ads*p!aced by participating manu- 
facturers and from 3% of the gross 


volume of new business, up to 
$100,000, from the participating 
retailers. Shopper will get 5% of) 


anything over $100,000 gross rev- 
enue. This fee, of course, applies | 
only to Family Shopper merchan- 
dise 


‘Fisherman’ Hikes Rates; 
Appoints 5 Representatives 
The Fisherman, published by 
Fisherman Press Inc., Oxford, O., 
in announcing an increase of 
100% in its advertising guarantee 
since Oct. 1, 1951, has increased 
full-page rate from $375 to 


At the same time, the publica- 
tion has appointed five representa- 


tives: Frank Ware, New York: 
Ewing Hutchison Co., Chicago: 


Fred Wright Co., St. Louis; Ralph 
W. Harker & Associates, San Fran- 
cisco and Los Angeles. 


WTAM Appoints Shea 

Hamilton Shea, director of oper- 
ations and controller of the owned 
and operated stations division of 
the National Broadcasting Co., has 
been named general manager of 
NBC's Cleveland stations, WTAM, 
WTAM-FM and WNBK (TV), ef- 
fective May 1. He succeeds John 
McCormick, who resigned on 
April 4 


Yager to ‘Family Circle’ 

Barrett G. Yager, formerly with 
House & Garden, has joined Fam- 
ily Circle as sales representative 
for “The Shopping Circle,” 
order section. 


mail 


|Telenews Names Kirsten 


Bob Kirsten, formerly of Col- 
umbia Records Inc., Bridgeport, 
Conn., has been appointed sales 


promotion manager for Telenews 
Productions, NeW York. He will 
|handle advertising and publicity 
| for the TV packager 


| Peek Joins Doherty Agency 

| Clifford H. Peek, formerly with 
Vick Chemical Co., New York, has 
been named a drug merchandising 
executive at Doherty, Clifford & 
Shenfield, New York 


Chocolate Maker 
Expands Schedule 
with Free Offer 


Boston, April 15—W. L. M. 
Bensdorp Co., which makes choco- 
late products, is expanding its 


trade schedule with a consumer- 
type promotion. 

Bensdorp is offering five-pound 
tins of Royal Dutch and Saandam 
cocoas On a money-back basis. A 


novel twist in the drive is the offer 
of a free half-pound tin to pur- 
chasers of five-pound quantities. 
Ads feature a list of dealers, and 
the chocolate buyer is told to send 
in his dealer’s name with his own 
home address. The free supply is 
then sent to the buyer's wife. 

Half-page ads are headlined “A 
Gift for Your Wife.” They run in 
six publications in the confection- 
ery and bakery fields. 

Bensdorp recently completed na- 
tional distribution for its products. 
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James Thomas Chirurg Co. handles 
the account. 


C-P-P to Servicios Mykland 

Colgate-Palmolive-Peet Co., Jer- 
sey City, has appointed Servicios 
Mykland of Panama and its U.S. 
representative, Dillon-Cousins & 
Associates, New York, to handle 
advertising of its products in Costa 
Rica, Guatemala, Salvador and 
Honduras. Grant Advertising, New 
York, the previous agency, retains 
—- foreign advertising for 
C-P-P. 


Make sure you 
cover it all! 


Take a long, panoramic look at 
the West Coast and you'll see at 
once the Coast is big... the 
population scattered. It won’t take 
you long to see, too, that the only 
way to cover this rich, sprawling 
market of 14,675,000 people 


at one time is to use radio! 


Only radio can sell all of the Coast 
at one time. Most of the Coast’s 
customers live in the broad coastal 
and valley area. Outside the 

big cities, many of them live long 


distances from where they buy. 
And there’s no better way to tell 
all of these customers about 
your product (and sell them) 
than to reach them where they live 
... where they listen. 


Only with high-powered stations 
can an advertiser effectively 

cover the Coast market. And 
Columbia Pacific Network has the 
combination of strategically located, 
high-powered stations needed to 
penetrate metropolitan and rural 
areas both at the same time. 
Columbia Pacific covers an area 
where 91.9% of the Coast’s people 
live... where 92.0% of the Coast’s 
retail sales are made. And 
Columbia Pacific constantly delivers 
the Coast’s biggest audience. 


To cover the entire West Coast 
market at one time, look first to... 


COLUMBIA PACIFIC NETWORK 
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Appoints Morey, Humm 

Frank Gallant Inc., New York, 
eoats and suits manufacturer, has 
appointed Morey, Humm & John- 
stone, New York. The agency will 
also handle advertising for the 
company’s Brigance line. 


Frazier Joins Engraving Co. 

Russ Frazier, formerly assistant 
ad manager of Tri-States Theater 
Corp., Des Moines, has been ap- 
pointed an account executive of 
Service Engraving Co., Des 
Moines. 


GF Shifts 5 Executives 

The Birds Eye division of Gen- 
eral Foods Corp., New York, has 
made five executive changes in the 
division. James P. Delafield, sales 
and advertising manager for the 
Maxwell House division, has been 
promoted to assistant marketing 
manager for Birds Eye. John S. 
Allen, special assistant to the 
Birds Eye marketing manager, has 
been advanced to division adver- 
tising manager. Harold L. Frank- 
lin, assistant to the market re- 
search manager, has been pro- 


moted to market r 
ger. Birds Eye’s a 
sales promotion m 
ard F. Lochrie, has ! 
product manager fo 
vegetables, and G: 
has been promoted 
to product manager 


CBS Promotes Mc 


Mort Barron, wh« 
the company for se\ 
been promoted to 
manager of CBS~ 
New York. 


earch mana- 
ertising and 
ager, How- 
en appointed 
all fruits and 
rge R. Vail 
rom assistant 
or poultry. 


: Barron 

1as been with 
ral years, has 
ssistant sales 


lumbia Inc., 


Newspaper’s Right 
to Reject Ad Copy 
Is Upheld by Court 


New Orveans, April 15—Judge 
Paul E. Chasez of the civil dis- 


trict court has upheld the right of | 


the Times-Picayune Publishing Co. 
to reject advertising it considers 
misleading, deceptive and objec- 
tionable. 

He dismissed a suit which had 


4 


been brought against the compan) 
by Frank J. Marks, newspaper 
promotion man. Mr. Marks asked 
for $55,000 damages because the 
company refused to publish adver- 
tising which had been presented by 
Mr. Marks for publication last 
August in a Sunday edition of the 
Times-Picayune New Orleans 
States. 

John F. Tims Jr., executive v.p. 
|and general manager of the papers, 
| testified he had rejected the pro- 
posed advertising and that Mr. 
Marks had been so advised dy a 
representative of the paper before 
the scheduled publication date. 


@ Mr. Marks said he had signed a 
contract with the paper for use of 
advertising. He denied, however, 
that he had been notified that the 
ad, similar to one carried in the 
New Orleans Item, would not be 
published in the Times-Picayune 
New Orleans States. 

He consequently contended that, 
as a result of the failure of the ad 
to appear in the publication, he 
had suffered heavy financial loss 
He was at the time operating under 
the name of the Greater New Or- 
leans Pass Book. 

Mr. Tims testified that the copy 
submitted by Mr. Marks advertised 
as “free” certain passes to be 
honored by local business firms, 
and that, in fact, many of the 
passes were not free and required 
the expenditure of cash ba 
they could be used. 

The Times-Picayune also offered 
|supporting testimony by witnegses 
to the effect that the proposed fAd- 
vertising matter would have Yio- 
lated Federal Trade Commision 
| rulings. i 


Groundbreaking for GF’s 
New Offices Set for July 

General Foods Corp. expect§ to 
break ground for its new gen@ral 
| offices in White Plains, N. VY., 
about July 1. The National o- 
duction Authority has approWed 
an application for building a- 
terials. The building is exy d 
to be ready by the spring of 1 

The company, which now 
|ploys 1,200 persons in its 
York City general office, pla 
continue its regional and dis 
| Sales offices and a few other 
| ecutive offices in the city. 


| 
| Wyatt Joins ‘McCall's’ 
Jane Wyatt, formerly in ch 
lof publicity for Cohn-Hall-} 
Co., New York, has been na 
| Solon promotion specialist 
| McCall's. 


by 


| jan Beni. Date 
on the 
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‘TV Auction Club’ 
on WOR-TV Boasts 
1,000 ‘Sponsors’ 


New York, April 17—"TV Auc- 
tion Club” may hold some kind of 
a record for number of “sponsors.” 

This new program, which started 
last week on WOR-TYV, is a 
Operative merchandising venture 
for some 1,000 retail outlets. The 
stores are of a wide variety and 
cover an area of 60 miles. 

On “TV Auction Club,” which 
is televised Wednesdays at 7:30 
p.m., EST, viewers are invited to 
telephone in and bid “auction 
bucks” for top prizes ranging from 


cCoO- 


an all-expense cruise to Havana 
to a fur coat. Auction bucks are 
obtained in exchange for real dol- 
lars spent at any of the cooperat- 
ing stores. 

Johnny Olson is master of cere- 
monies and reports on the progress 
of the bidding as the top bids are 
registered on a tabulating board 
Special telephone operators in 
four cities stand to take the 
calls 


by 


King Productions is 
handling the weekly 30-minute 
program. Before the telecast went 
on the air, this company sold fran- 
chises in the “TV Auction Club” 
member stores—beauty shops, 
grocery hardware stores, 


® Charles 


to 


stores, 


furniture stores, gasoline stations, 


etc, Only one shop of a kind in a 
When yo Remember given area is eligible for mem- 
need WM. F. RUPERT °°); 


When a retailer joins the “club,” 
he is given a merchandising kit 
with pennants to let customers 
know his trade is good for auction 
bucks, posters, mats and at least 
1,500 in TV “dollars.” 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 yeors 
90 Fifth Ave., New York 11 
OR 5-3523 


RECENT 
BIRTH 
LISTS 


Participating stores get no on- 
the-air credit, though the “club” 
membership banner is shown on 
the screen frequently. In the weeks 
preceding the premiere of the 
show, dealers in many areas 
banded together to buy full-page 
newspaper ads announcing their 
membership in the “TV Auction 
Club.” 


Mactadden Sport-Men’s Group 
Increases Guarantee, Rates 
The Sport-Men’s Group of Mac- 
fadden Publications, New York, 
will increase its circulation guar- 
antee from 1,000,000 to 1,350,000, 
effective with September, 1952, 
issues. The individual changes in 
guarantee are as follows: Sport, 
old guarantee, 400,000, new guar- 
antee, 400,000; Saga, old, 250,000, 
new, 400,000, and True Detective, 
old 350,000, new 400,000. Master 
Detective, which has been pub- 
lished by Macfadden for more than 
30 years, is being changed from 
its present digest size to its old 
conventional magazine size and 
added to the Sport-Men’s Group. 
Initial guarantee will be 150,000. 
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One-time, one-page b&w rate 
for the group has been increased 
from $1,750 to $2,770. Black and 
one color rates for a full-page 
single insertion is up to $3,300 
from $2,190. 


Ross Roy Opens Dallas Office, 
Appoints Two in Chicago 

Ross Roy Inc., agency with of- 
fices in Detroit, Chicago, New 
York and Hollywood, has opened 
an office in Dallas in the Mercan- 
tile Bldg. Orville McDonald, south- 
western representative of the 
agency, has been placed in charge. 

At the same time, the agency 
announced two account executive 
appointments in its Chicago of- 
fice. Roland J. Dooley, formerly of 
Ruthrauff & Ryan, will head drug 
account activities. Tobin C. Car- 
line, formerly executive v.p. of 
J. i. Perkins Advertising, Indian- 
apolis, will be chief of food ac- 
count planning. 


JUST SEND 50¢-—A half dollar and the 
green end-flap from a pound of Good 
Luck margarine (Jelke Good Luck Prod 
ucts division of Lever Bros.) will send 
five pocket books to service men any- 
where in the world Retail value: $1.25. 


PR Regional Meet Set 
A regional conference of th 


Financial Public Relations Assn.| Adshelf Offers Its 
mn 


ee cae 


on Home Building 


Over 94,000 of HOUSEHOLD ’s 2,100,000 
reader families built homes in a single year 
—far beyond the national building average. 


One reason is that they're far ahead as 
home owners... 76% own their homes. 
Another: they live in the small, non-metro- 
politan communities where home is the 


center of everything they do. 


Without HOUSEHOLD, you skimp this 
great home market... other magazines of 
large circulation put little of it here. 
; HOUSEHOLD concentrates 83% in the 
small cities and towns under 25,000... 
it's heavy where your schedule needs the 


wont 


weight. 


let HOUSEHOLD 


balance your budget ! 


activities —cooking, furnishings, gardening, 
child care. And HOUSEHOLD is heavy 
where others are light—in the non- 
metropolitan home towns of America. 


Household Magazine —Topeka, Kansas 


will be held May 6 in the Brow ¥ 
‘Shelf Extenders’ 


Palace Hotel, Denver. 
in 12 Supermarkets 


| New York, April 15—Adshelf 
| Ine. is currently offering to gro- 
cery and drug product manufac- 
| turers its new shelf-line merchan- 
dising service in many supermar- 
kets. 
| The device being offered is a 
, metal shelf extender that protrudes 
about five inches beyond the nor- 
| mal shelf line. Products are stacked 
on this extended platform so that 
each becomes a featured display 
in itself. The curved face of the 
Adshelf is used for brand and price 
advertising. 

Adshelf guarantees each manu- 
facturer that his display will be 
maintained and serviced daily. 
Initially, its service is confined to 
some 12 supermarket groups, but 
the company plans to add more 
| chains to the list before the end 
of the year. 


® Adshelf says its rate is “broadly 
| pegged to 50¢ per 1,000 actual 
supermarket shoppers per week.” 
The rate will vary in relation to 
the average dollar sales volume of 
the different groups, which in turn 
“reflects the buying possibilities 
offered in terms of customer traf- 
fic.” 

Adshelf service will be ordered 
and cleared through manufactur- 
ers’ advertising agencies, on the 
| theory that Adshelf service will 
j}enable the agencies to “follow 
|through and coordinate at the 
| shelf-line their over-all advertis- 
ing and promotional activities in 
| general media.” 

At present Adshelf has available 
935 grocery units and 549 toiletry 
units in the 12 supermarket chains. 


! 

| Skrip Starts Big Drive 

| W. A. Sheaffer Pen Co., Fort 
Madison, Ia., through Russel M. 
Seeds Co., Chicago, will launch 
|the “largest national advertising 
| campaign for any writing fluid” 
for Skrip this spring. Color ads 
will appear in three comics books 
groups—Archie Comics, National 
Comics and Standard Comics. Bkw 
ads will run in Life. Theme of the 
promotion will be “The Two Best 
Ways to Fill a Pen,” and will fea- 
ture the one-plunge method of fill- 
ing the new Touchdown pen and 
the Skrip top-well bottle. 


Smith Named Ad Manager 

George G. Smith, formerly in 
sales promotion and advertising 
with Fixible Co., Loudonville, O., 
motor vehicle manufacturer, has 
been appointed advertising man- 
ager of Enterprise Mfg. Co., Ak- 
ron. He succeeds Charleton T. 
Poole, who has resigned. 


Like its reader 
families, HOUSEHOLD 
itself is heavy on all home 


HOUSEHOLD 


Promotes Leslie Parkhurst 

Leslie E. Parkhurst, manager of 
the middle Atlantic division, has 
been promoted to sales manager 
of Emerson Drug Co., Baltimore 
Mr. Parkhurst has been with the 
company for 10 years 
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1952 


Huge Replacement 
for AM-TV Tubes 
Reported by GE 


Scnenectapy, N.Y., April 16— 
About one out of every 15 TV 
owners will have to buy a new 
picture tube by the end of 1952. 

This prediction comes from the 
General Electric tube depart- 
ment, which has just finished a 
survey of the market for replace- 
ment tubes for TV sets, and home 
and car radios. The survey shows 
that about 1,100,000 picture tubes 
worth $44,000,000 and 110,000,000 
radio receiving tubes worth $220,- 
000,000 will be sold this year for 
replacements. 

More than 950,000,000 receiving 


tubes are now being used, GE 
found, and this figure will prob- 
ably pass the billion mark in the 
next few weeks. 

The GE survey, distributed to 
the GE tube sales staff, shows the 
number of radio and TV tube 
sockets and the potential tube 
sales volume for each of the 3,070 
counties in the U. S. The company 
plans to conduct a similar survey 
annually. 


Marketing Bulletin Issued 

“Marketing Research and Busi- 
ness Management,” a University of 
Illinois bulletin, Vol. 49, No. 44, has 
been issued. The bulletin carries 
the marketing award papers de- 
livered at the 1951 Illinois Market- 
ing Symposium at the University 
of Illinois, held in October, 1951. 


Hamburger Joins 
Richard Hambu: 
an assistant accoun 
Joseph Katz Co., } 
been appointed an 


tive in the sales 
WABD, New York 
tion. 


Dahlberg to AP } 

Philip J. Dahlber 
vertising and pron 
of Publishers Diges 
has been appointec 
tising and public re 
ment of AP Parts € 


Meakin-McKinnor 

Meakin-McKinnc 
port, N. Y., has na 
vertising, New York 
vertising for its Mat 
mat. 


tts Corp. 


VABD 

r, formerly 
‘xecutive for 
v York, has 
‘ount execu- 
partment of 
DuMont sta- 


Glen F. Evans, 


formerly ad- 
ion manager 
Inc., Chicago, 


Evans Appointed Ad Manager 
formerly editor 
of the “Maytag News,” 
gan of Maytag Co., 
washing machine manufacturer, 
has been appointed ad manager of 
Electrical Engineering and Equip- 
ment Co., Des Moines. 


Hoffman Opens Photo Studio 
Bernard Hoffman, first fulltime 

staff photographer on Life, has re- 

signed after 22 years with Life 


and Time to open Bernard Hoff- 
man Laboratories, 350 W. 50th St 
New York. The company will spe- 
cialize in b&w photographic print- 
ing and will serve publications, 
advertising agencies, public rela- 
tions companies and professional 
and amateur photographers. 


McCoy Elected a V. P. 

Harold A. McCoy, account ex- 
ecutive of W. Craig Chambers Inc., 
Pittsburgh agency, has been elected 
a v.p. 


house or- 
Newton, Ia., 


o the adver- 
tions depart- 
p., Toledo. 


to Ellis 

Inc., Lock- 
ed Ellis Ad- 
to handle ad- 


-A-Door cocoa 


Get your advertising message across with the same 
attention-compelling impact that safety officials get 
for their warning signs! They use 


Reflective Sheeting to 


messages— to get perfect visibility day AND night. 

If you are selling a cool, refreshing drink, or any 
kind of product, you'll reach MORE people with 
“SCOTCHLITE” 


MORE impact when you use 


FULL COLOR REPRODUCTION is 
easy when you use “SCOTCH- 


LITE” Sheeting! Illustrations, 
trademarks, emblems put on 
a 24-hour performance. 


MAKE THE 


Flashlight Jest / 


Call your local sign supplier and 
ask him to make the FLASHUGHT 
TEST right in your office! He'll 
show you how “SCOTCHUTE™ 
Sheeting works. 


C¥ONT OF am 


ENEMY ATTACK ON NEW YORK CITY 
THIS HIGHWAY 
WILL BE CLOSED 


au. TRAFFIC EECEPT 


Civit DEFENSE « SMILITARY wena 


REG. U.S. PAT. OFF. 


itin Seotenuite ! 


REFLECTIVE SHEETING 


“SCOTCHLITE” 
drive home their vital 


QuaLiTy FOOD” 


STORE-SIDE SIGNS made with 
“SCOTCHLITE” Sheeting are 
economical and arresting — give 
you the largest number of viewers 
at the lowest cost per viewer. 


Sheeting. It’s 


panels. 


BEST ADVERTISING POSITION 
on the highway is on your fleet 
Reflectorized emblems 
et guaranteed readership 
ve important safety value, too. 


, the only outdoor sign material that 
delivers the complete day and night audience without 
expensive illumination. 


It’s fail-proof, gives you 


around-the-clock service in any kind of weather. 

Ask your local sign supplier to tell you about this 
new communication medium. He'll be glad to tell 
you how it can help you get your message across —at 
a lower cost per viewer than any other kind of sign. 


RAILROAD CROSSINGS are pro- 
tected with reflectorized cross 
bucks. No other sign material 
protects lives, prevents acci- 
dents so effectively. 


a56. ¥. S. PAT. OFF. 


Scorecutire 


REFLECTIVE 


SHEETING 


For low-cost signs you 
can SEE day and night! 


WHAT MAKES 
IT LIGHT UP? 


Many motorists seeing a “SCOTCH- 
LITE” Sheeting sign for the first time 
wonder what mysterious mechanism is — 
responsible for the brilliance and super- 
visibility. The answer, of course, is that 
your own headlights provide all the illumina- 
tion. Beams striking the tiny glass lenses 
throw back a powerful reflection in vibrant 
natural colors. 


. . . 


SELLS 24-hours a day! 


Outdoor advertising is a bet- 
ter buy when you capture 
the nighttime audience. This 
whopping market is lost to 
ordinary signs unless costly 
electrical illumination is = 
vided. Signs of “SCOTCH- 
LITE” Sheeting give you the day AND 
night audience— at a lower cost per viewer 
than any other outdoor media. 


BUDGET STRETCHER 


Certain outdoor advertisers require a 
semi-permanent sign (hotel, restaurant and 
department store accounts fall in this cate- 


gory). “SCOTCHLITE” .Sheeting is a 

“natural” for these clients: it’s longer-last- 
ing, requires almost no maintenance, re- 
mains fresh and gleaming for years. 


Se “el © see = 
— a bgt 


FREE SPACE? Bus lines, fleet operators have 
found that equipment panels offer valuable 
advertising space—at no cost. Company 
trade marks can be effectively rendered in 
brilliant Flat-top® “SCOTCHLITE” Sheet- 
ing. They'll do a night-and-day selling job 

and help prevent collisions, too! 


Who Sells “SCOTCHLITE” Sheeting? 


Your local sign man is the one 
to see about outdoor signs made 
with “SCOTCHLITE” Sheet- 
ing. You'll find him listed in the 
classified section of your tele- 
phone directory under SIGNS 
...0r drop a line to 3M, St. 
Paul 6, Minn. for names of shops 
to call in your community. 


Made in U.S.A. by Minnesota Mining & Mfg. Co., St 
Paul 6, Minn. —also makers of “Scotch” Brand Pres- 
sure-sensitive Tapes, “Scotch” Sound Recording. Tape, 

“Underseal” Rubberized Coating, * ‘Safet Walk” Non- 
slip Surfacing, “3M” Abrasives, 3M" Adhesives 
Export Office: 270 Park Avenue, New York 17,N.¥. 
In Canada London, Canada 
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Devoe & Raynolds 
Sets Direct Mail 


Drive for Dealers 


New York, April 15—Devoe & 
Raynolds has started a cooperative 
direct mail program to help paint 


dealers add new customers and 
boost profits 
The drive, promoting Devoe 


home finishes, especially Wonder- 
1-Coat exterior paint, sees mail- 
ings made on a regular schedule to 
at least 250 local prospects. Lists 
of names are supplied either by 
the dealer or are developed to suit 
his trading area. The mailings con- 
sist of full-color folders imprinted 
with the dealer’s name and ad- 
dress. 

“The rise in labor costs today is 
creating a growing number of 
home owners who are doing their 
own painting, but many of these 
have no established paint-buying 
habit’,” said J. Harold Kolseth, 
v.p. of the company's trade sales 
divisions. 


e “With more than 40,000,000 
dwelling units in the country, this 
trend makes it increasingly impor- 
tant for the dealer to identify him- 
self in his community as carrying 
a full line of quality products. 

“Our dealer direct mail program 

designed to do just that. We of- 
te the dealer a means of reaching 
@# and contacting his best pros- 
peets in his own sales area 

*It is planned and personal sell- 
ing designed to keep his name out 
fr@ént and Devoe shares the cost 
with him,” said Mr. Kolseth. 

g. Walter Thompson Co. is the 
Devoe agency 


‘Photography,’ 15 Years Old, 
es 10 Progress Awards 
hotography is marking its 15th 
iversary with the May issue, 

Which combines the jubilee and 

@@Gual directory numbers. The 

Magazine awarded ten citations for 

@Htributions to photographic 

Pragress to individuals and organi- 


Zatorns 
ward recipients are: Ansco; 
Eagtman Kodak; Dr. Harold E 


Edgerton of Massachusetts Insti- 
tuté of Technology; General Elec- 
trig; Life; Dr. Edwin H. Land, 
pr@ident of Polaroid Corp; Dr. 
RoWland S. Potter, developer of 
DyPont Varigram, first successful 
vaflable contrast paper; Capt. Ed- 
Ward Steichen, director of photo- 
raphy at the Museum of Modern 
Art; “The Fred Waring Show” 
(CBS), and David White Co. 
(stereorealist camera). 


Maudsley Leaves Agency 

Craig Maudsley, owner of Craig 
Maudsley Advertising, Seattle, has 
resigned as president and disposed 
of all interest in Maudsley-Miller 
Advertising, Hollywood. He will 
announce plans for other Califor- 
nia operations at an early date. 
Frank Miller will be the principal 
in Maudsley-Miller Advertising, 
whose name will not be changed 
He will retain all accounts, among 
them Thyavals Inc., which fol- 
lowed him from his own agency, 
Counsellors Inc., through Schwim- 
mer & Scott, Chicago, to the pres- 
ent agency 


BBM Elects Officers 

The Bureau of Broadcast Meas- 
urement, Toronto, has elected 
Charles R. Vint, president of Col- 
gate-Palmolive-Peet Co., Toronto, 
president. Other officers elected 
are: Horace N. Stovin of Horace 
N. Stovin Co. Toronto, v.p.; 
Charles J. Follett, Assn. of Canadi- 
an Advertisers, executive secre- 
tary, and Athol McQuarrie, Assn. 
of Canadian Advertisers, Toronto, 
treasurer 


Promotes A. L. Veverka 

A. L. Veverka has been pro- 
moted to sales promotion and ad- 
vertisifg manager of Follansbee 
Steel Corp., Pittsburgh. He will 
continue as editor of “Terne Top- 
ics,” @ paper published by the 
company which is distributed to 
30,000 sheet metal contractors. 


Monson Named Ad Manager 

Paul Monson, formerly in the 
production and sales departments 
of WMAS, Springfield, Mass., has 
been named ad manager of Popular 
Fodd Markets in Connecticut and 
western Massachusetts. The chain 
has 20 markets. 


CBS Radio Promotes Nesbitt 

Frank Nesbitt, who has been 
with the department since August, 
1951, has been promoted to direc- 
tor of sales presentations for CBS 
Radio division, New York. 


Outdoor Ad Study Issued by ANA Committee 


New York, April 15—A “new 
and unprecedented” study of out- 
door advertising has been pub- 
lished by the outdoor advertising 
steering committee of the Assn. of 
National Advertisers. 

The study, a 128-page manual 
titled “Essentials of Outdoor Ad- 
vertising,” describes effective uses 
of the medium as well as the or- 
ganization and functions of various 
segments of the outdoor industry. 


“Essentials” is said to represent 
the combined thinking of the en- 
tire ANA outdoor advertising 
group represented by the steering 
committee. Ralph H. Harrington, 
advertising manager, General Tire 
& Rubber Co., is committee chair- 
man. 

Committee members are A. C. 
Burke, Coca-Cola Co.; Arthur 
Dimond, H. J. Heinz Co.; William 
Dye, Liebmann Breweries; E. M. 
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Finehout, Los Angeles Soap Co.; 
D. L. Hague, E. I. du Pont; A. E. 
Horne, Dodge division of Chrysler 
Corp.; N. F. Lawler, Nash division 
of Nash-Kelvinator Corp.; J. T. 
Morris, F & M Schaefer Brewing 
Co., and George Oliva, National 
Biscuit Co. 


Detroit Counselor Moves 
Livingstone-Porter-Hicks, De- 
troit merchandising and advertis- 
ing counselor, has moved to larger 
quarters in the Music Hall Bldg. 


To protect 5,090,810 
American Home recipes 
clipped last year, readers 
bought as many Cello- 
phane envelopes at a 
penny apiece, 


Dealer requests doubled 
to meet consumer demand 
for a color styling book 
following the mention of 
it in a paint advertise- 
ment in American Home. 


For the Sth consecutive 
year, a leading maker of 
building products reports 
American Home draws 
coupon inquiries at the 
lowest cost of 10 maga- 
zines used 
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Media Men Miss a Good Bet When They 
Snub Community Papers, Professor Reports 


Cuicaco, April 15—‘Because we 
don’t drink and country club with 
that New York advertising bunch, 
they think we’re nobodies.” 

This is the bitter complaint of 
a community newspaper publisher. 
The remark is reported in “The 
Community Press in an Urban 
Setting,” by Prof. Morris Jano- 
witz of the University of Chicago’s 


sociology department. The book | 


has been published by the Free 
Press, Glencoe, Ill. 
In essence, Prof. Janowitz is on 


the side of the community news-| 


paper publisher. Asserting that 
agencies and national advertisers 


miss a good advertising bet in, 


these small newspapers, he points 
out that no research or study exists 


to back up the reas 
give for not usin 
His book, the cu 


| two-year study, c 


reasons. 


|@ The main obstac 


newspaper advertis 
of media directors 
ers canvassed in t 
it harms the adve 
But this is the reas 
last and reluctan 
were unanimous, 


1S agency men 


this medium. 
ination of a 
tradicts these 


to community 
g in the minds 
id space buy- 
study is that 
ser’s prestige. 
usually given 

These men 


»wever, in as- 


serting that the lack of certainty 
on circulation figures made the 
papers a poor risk. 

The University of Chicago pro- 
fessor has some startling figures 
to upset these ideas. Within the 
city limits of Chicago alone, there 
are 82 community papers with a 
combined circulation of 983,000— 


larger than that of Chicago's big-| 


gest daily (925,122), he says. 
The readership was both high 
and effective. Interview samples, 


based on residence in the neigh-| 


THERE'S 


gh 


f res er 


O PLACE LIKE 


THE AME RICAN HOME 


sk These samples will give you an idea. But there’s 
much more to the story of the lightning reaction 


of American Home’s “‘high-voltage” families to a 
homemaking suggestion in their favorite home- 
making magazine. Just ask us for the fill-in. 


oe 


Read and re-read by 2,900,000 MEN AND WOMEN with a consuming interest in their homes 


borhoods rather than on circula- 
tion, disclosed that 84% read the 
local paper. Of these, 80% read the 
local news items, 72% read the 
ads—54% 
mation from the ads on where to 
shop and 73.5% saying they shop 
chiefly in their local neighborhood. 


2 A big deterrent to these news- 
papers’ getting the recognition they 
deserve for circulation is the re- 
fusal of the Audit Bureau of Cir- 
culations to audit community pa- 
pers with any free circulation, the 


| book says. Of necessity these pa- 


pers achieve their circulation by 
the “optional pay” system. By this 
system, all houses in the locality 
get the paper and pay the car- 
riers only if they wish to. 

While thig@ method seems hap- 
hazard, the of promotional 
methods and the fact that the car- 
riers are neighborhood boys, en- 
ables the papers to get in a high 
revenue from the circulation, the 
book insists. 

Other aspects of community 
newspapers which are _ ignored, 
Prof. Janowitz points out, include 
the inadequate figures on the num- 
ber of such papers in existence 
Commenting on “N. W. Ayer’s Di- 
rectory of Newspapers and Period- 
icals,” he says: “The extent of un- 
der-enumeration is extreme in the 
case of Los Angeles, where Ayer’s 
lists only 108 while one recent sur 
vey covered over 230.” i 


& 
® Finally, he stresses the advan- 
tages to an advertiser who hag his 
ads in a paper which is wafmly 
received in the community. Head- 
ership studies showed readerg had 
a higher regard for the a 


papers and greater trust in eir 
| accuracy and motives. 

He adds to this the advanta 
more careful reading in the @om- 
munity paper. “Compared witB the 
bulky editions of such papemB as 
the Chicago Tribune, each poftion 
of the community newspaper §s in 
less competition for attention; and 
thereby more likely to penefrate 
the consciousness of the reader” 


of 


K&E Reorganizes Copy Dept.. 
Names 4 Copy Superviso 

Kenyon & Eckhardt, New rk, 
has appointed four new copy) su- 
pervisors in a reorganizatiog of 
that department, which is he@ded 
by Thomas C. Carpenter, v.p.jand 
copy director. They are: 
Montgomery, who has been W.p 
in charge of radio and TV; Lesile 
Munro and Howard M. Wilson, 
who last week were named V.p.s, 
and Chester Posey, an account ex- 
ecutive. 

These supervisors will be re- 
sponsible for all advertising, in- 
cluding print, radio-TV, sales pre- 
|} motion and point of sale. Werner 
Michel, who has been second in 
| command in the radio-TV depart- 
|ment, has been named acting di- 
rector of radio and video for the 
agency, pending the appointment 
of a new executive for that depart- 
ment. 


Reed & Barton to HOB&M 

Reed & Barton, Taunton, Mass., 
| silversmith, has switched its ac- 
|count from Badger and Browning 
|& Parcher, Boston, to Hewitt, Og- 
ilvy, Benson & Mather, New York. 
The appointment is_ effective 
July 1. 


| Apex Steel Campaigns 

| Apex Steel Corp., Los Angeles, 
maker of baling presses for scrap 
metal and paper scrap, has 
launched a campaign in trade pub- 
lications. Banning Co., Los Angeles, 
is the agency. 


Draper to K&E Toronto Office 

Ralph G. Draper, formerly with 
Cockfield, Brown & Co., Toronto, 
has been appointed an account 
manager in the Toronto office of 
Kenyon & Eckhardt. 


Transfers Ad, Sales Depts. 

Delta power tool division of 
Rockwell Mfg. Co. is transferring 
its sales and advertising depart- 
ments from Milwaukee to Pitts- 
| burgh. 
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How do you define the class market? | 


Do you say, “People who buy tie best’? 


Class News Magazine 


Incomes of “U.S. News & World Report” families— 
the families of America’s successful men— 

average $13,557. *They’re people who go places and 
buy things. More than a third take two vacation trips 
a year—about a fourth go away a month or more. * 
Five out of six of their cars were bought new. 

Two out of three of those cars are a year old or less, 
and 29°. of the families own two cars or more. * 


Do you say, “People of position and importance’’? 


magazine 


People of such high income obviously hold positions 

of importance *—positions in all levels of business, industry, 

the professions, and government; positions controlling the 

purchases and destinies of a major segment of American business. 

Poll after poll of such executives shows “U.S. News & World Report” 

as their “most useful” choice of all six news and management magazines. 
The most recent such “first choice” vote was by all the U.S. names listed in 
“Who’s Who in Commerce & Industry.” *Because “U.S. News & World Report” is 
their first choice, and because they are busy people, it is not 

surprising that from 75% to 90% of our subscribers do not subscribe to 

any of the other news and management magazines. * Here is a rich 

and non-duplicated *concentration of the business minds of America, 
available for your sales messages, via America’s 

fast-growing *class news magazine. 


2k —means complete facts and research reports available. 


FIRST IN ADVERTISING GROWTH 
e e CWS 1951 Revenue Gain 53% Over 1950; Greatest in Its Field 


FIRST IN CIRCULATION GROWTH 
& Wo rid Report 1951 ABC Gain 18% Over 1950; Greatest in Its Field 
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Elects Munro, Wilson V. P.s 

Kenyon & Eckhardt, New 
Leslie 
Howard M Wilson, 
copy 
agency. 


has 


in 


Ganger. 
copy-contact executive with Kud- 
New York, 


ner 


K&E | 


atunee joined K&E 
Geyer, 
Wilson, 


York, 

Munro and 
both with the 
v.ps of the 


Newell & 
formerly a 


joined 


‘WHAT'S GOING ON? 


Manufacturers and their advertisi xg 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Ask tor New Booklet No. 50 | 
“Magazine Clippings Aid Business” 


BACON'S CLIPPING BUREAU 
ae wc wurst © Form Pn 


nad So. pre nalee 


a, 


wey 


w catoniel a 


inscribed on them. 


| BRASS HATS—The Chesapeake chapter of the American Assn. of Co.; M. Belmont Ver Standig, M. Belmont Ver Standig Adver- 
Advertising Agencies, meeting in Baltimore recently, simplified 
name badge procedures by having big shot members wear brass 
hats while employes wore caps with “slave” 
This group consists of (from left): Sidney A. Levyne, S. A. Levyne 


tising; Joseph Katz, Joseph Katz Co.; Slave Jerry Collins, M. Bel- 
mont Ver Standig; Slave Robert V. Walsh, VanSant, Dugdale 
& Co.; Slave Edgar Kassan, Joseph Katz; and Theodore A. New- 
hoff, Theodore A. Newhoff Advertising Agency. 


ss i SEM 9 OS 


Veet our New York chemist and you'll see 
why. Here he’s meticulously measuring a plat- 
ing solution for acid and copper sulphate 
content, 

He keeps a continuous chemical check on 
all sueh solutions —and each Reilly plant has a 
skillful chemist just like him. Daily, they main- 
tain quality control over deposited metal 
through thickness and hardness testers. Con- 
stantly, they strive to develop new methods to 
produce better metal deposits for greater qual- 
ity and speed. 

This man is just one ef many specialists 
located in Reilly plants nationwide — ready to 
give swift, expert service wherever you are... 
whatever your probkem. 

These men have contributed much to 
Reilly's high-quality reputation—have been 
largely responsible for such achievements as 


— 


aE = 


placement for duplicate engravings. They 
form the backbone of the world’s largest elec- 
trotype company—a company with the tech- 
nique, personnel, and progressive thinking to 
guarantee you the finest electrotype reproduc- 
tion possible. 


‘ea > 
Wherever You Are, There's Always 
a REILLY PLANT Ready To Serve You! 


New York, Reilly Electrotype Division 
San Francisco, American Electroty pe Division 
Indianapolis, Adrance-Independent Electroty pe Division 
Chicago, Lake Shore Elect 
Detroit, Michigan Flectroty pe 
New Haven, Vew Haven Electrotype Division 
Los Angeles, Reilly Plasticty pe Division 


rotype Division 
& Stereotype Division 


s 
a 


Why do business with Reilly ? 


the famous Reillytype, recognized by leading 
publications for its superior quality as a re- 


L ) 


There’s Always a Man Who Knows... . at Reilly 


a cor 2 <y a Tar — —— 


Division of Electrographic Corporation . . . creators of better plates for better printing 


305 EAST 45th STREET, NEW YORK 17,N.Y. - 


MUrray Hill 6-6350 


: 


> ee 


Advertising Age, April 21, 1952 


‘Doctor Says Nude 
Women Can Pep Up 
Medical Displays 


New YorK, April 15—Pharma- 
ceutical advertisers last week were 
urged to pep up their exhibits at 
medical conventions, even to the 
| point of including nude women 
in their displays, by Dr. Arthur 
Bernstein, a physician who de- 
scribed himself as an inveterate 
exhibit visitor. 

Dr. Bernstein told the Pharma- 
ceutical Advertising Club luncheon 
here that he had checked his 
own views with about a hun- 
dred other doctors and found them 
unanimously annoyed with: 

1. The women and children who 
clutter up exhibits looking for free 
samples. 

2. The routine greeting, 
you register?” 


“Won't 


s Dr. Bernstein said that the per- 
sonnel in charge of exhibits fre- 
quently are tired and harassed as 
the meeting wears on and, as a 
result, make a poor showing in 
comparison to the average detail 
man who takes two or three min- 
utes of a physician's time in his 
office. 

Frank Rhatigan, public relations 
director of the Medical Exhibitors’ 
| Assn., pointed out that the average 
|exhibitor spends $40,000 to $50,000 
a year in convention space alone 
and, thus, spends between $100,000 
and $150,000 on all items of cost. 


@ Such an expenditure in maga- 
zines, he said, would receive care- 
ful consideration and deserves at 
least equal care when invested in 
exhibits. 

Steven K. Herlitz, exhibit man- 
ager and magazine representative, 
and Richard E. Fiske, financial 
writer for the Associated Press, 
echoed these sentiments. 

They insisted that, since medical 
men attend conventions primarily 
for the purpose of keeping up with 
recent developments, pharmaceu- 
tical houses should tailor displays 
to help doctors attain such objec- 
tives or they will fail to enlist 
interest and secure approval. 


‘Reporter’ Buys Spots 


'on College Stations 


The Reporter is running a spot 
campaign on six campus stations 
of the Intercollegiate Broadcasting 
Co., Schenectady. Twenty-six an- 
nouncements are being carried 
over WKCR, Columbia University; 
WGTB, Georgetown University: 
WHRC, Haverford College; WSRN, 
Swarthmore College; WRTI, Tem- 
ple University, and WVIL, Villa- 
nova College. Green-Brodie, New 
York, is the agency for the maga- 
zine. 

Others using the 50-station col- 
legiate network this year include 
The New York Times, New York 
Telephone Co., Ziff-Davis Publish- 
ing Co., Time Inc., United Nations 


| World and General Electric Co. 


Lincoln U. Headliner Week 
Offers ‘Negro Market’ Panel 

Lincoln University school of 
journalism, Jefferson City, Mo., 
will hold its Headliner Week pro- 
gram April 23-26. Five speakers 
will form a panel to discuss the 
Negro market during the sessions. 

The speakers are William O. 
Walker, editor of the Cleveland 
Call and Post; Dr. Charles L. Allen, 
assistant dean of Medill School of 
Journalism, Northwestern Univer- 
sity; George A. Moore, producer- 
director of WEWS, Cleveland tele- 
vision station; Cecil Newman, edi- 
tor of the Minneapolis Spokesman, 
and Joseph B. LaCour, general 
manager of Associated Publishers 
Inc., New York. 


Lyons & Co. Names Agency 


J. Lyons & Co. (Canada) Ltd., 
Toronto, has appointed James 
Fisher Co., Toronto, to direct ad- 
vertising and merchandising for 
Lyens tea, coffee and Quoffy 
Newspapers, radio, and 24-sheet 
posters will be used. 
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i TODAY, THERE 1S A BETTER WAY... 
The flickering, yellow glow of the oil lamp was once America’s main source of light. Today’s mammoth hydroelectric plants, like today’s advertising 
and selling methods, show how far we've advanced. With First 3’s “Sunday Punch” you reach over 6,500,000 families. And in 1522 Cities and 
Towns that account for 41% of total U.S. Retail Sales, First 3 Markets Group delivers 49% average family coverage. 


There is a better way to sell your product ... use 
The group with the Sunday Punch 


orale: Ccampesarencs *y 


New York Sunday News 
Chicago Sanday Tribune 
Philadetphia Sandag Inquirer 
Rotogravure + Colorgravure 

Picture Sections « Magazine Sections 


ed 


New York 17, N. Y., News Building, 220 East 42nd Street, V Anderbilt 6-4894 Chicago 11, I11., Tribune Tower, S Uperior 7-0043 
3 San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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RTMA Issues Final Results of Jerry Jordan’‘s 


Study of TV's Effect on Sports and Media 


Wasnincton, April 15—The 
Radio-Television Manufacturers 
Assn. last week released an 18- 
page bookiet entitled “Just What 
Has Television Done to Recre- 
ation-Communications?” 

The booklet is a summary of 
the three-year study of the ef- 
fect of TV on sports events con- 
ducted by Jerry Jordan, then a 
University of Pennsylvania gradu- 
ate student. Mr. Jordan currently 
is in the U.S. Army 

Mr. Jordan's thesis in this study, 
portions of which have been re- 
leased at earlier dates (AA, May 
22, 1950, et seq), is that the nov- 
elty of TV-set ownership wears 
off, and eventually television helps 
rather than hinders sports atten- 
dance 

The RTMA’s timing in releasing 
the report was good, coming dur- 
ing the same week that the Fed- 
eral Communications Commission 
announced the lifting of the TV 
freeze (AA, April 14) 


@ in turning the results of his 
study over to the RTMA for publi- 
cation, the 23-year-old researcher 


said: 
“The gloomy predictions that 
television would cut heavily into 


Wewspapers, magazines and radio, 
a threaten the very existence of 
7. movies and other recreation, 
ha¥e not proved true. Nearly all 
af@ enjoying good years, many hit- 
ting an alitime peak in 1951 as the 
no¥elty of TV wears off.” 
Briefly, here are Mr. Jordan's 
fin@ings on the effect of TV on dif- 
ferent media and various sports 
WEWSPAPERS—Total daily 
neWspaper circulation throughout 
country gained 27% between 
1 and 1951; newspapers in TV 
kets showed exactly the same 
entage increase over the same 
vd 


” MA‘ sAZINES— Despite a drop in 
Cir@ilation during what he terms 
Knovelty period” (1949) maga- 
pe | irculation has continued to 
graw,. Mr. Jordan points out. Circu- 
latiOn gain for 32 leading maga- 
zir between 1940 and 1951 was 
32 
RADIO—The report gives the 
follwing comparison of radio's 
ison before and after TV 
Number of stations in 1946, 1,062; 
in 1951, 2,300—60,000,000 sets in 
‘46, compared with 103,000,000 in 
‘61, and advertising income of 
$314,000,000 in "46 and $485,000,000 
last year 
MOVIES, THEATER, OPERA, 
BALLET Concerning movies, the 
study says that “the critics tell you 
about the 2,000 theaters that have 
They seldom mention more 
than 3,000 drive-in theaters 
that have opened—-or that about 
80,000,000 people a week paid half 
a billion dollars more for movies 
in 1951 than in 1941 
The Wall Street 


NEGROES SPEND 
$15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 
wealthy market--reach Negroes the way 
they want to be reached—through their 
own Race publications—the newspapers 
and magazines they welcome into their 
homes and read constantly. Negroes are 
intensely ioyal to the advertisers they see 
in their own publications—give this mar- 
ket am urge to buy that they'll respond 
to! Stop overlooking $15 billion— Negroes 
buy what you seli—if they read about it 
in their own publications! For full details 
write Interstate United Newspapers, Inc, 
545 Fifth Ave., N. Y¥., serving America’s 
leading advertisers for over a decade 


ONE EXAMPLE 
the cream of (this rich market 
the New Courter—read by 1,500 
42 states each week Color comics. 
section, and news section help make it_ Amer 
fea’ s Most comple(e weekiy newspaper Tell the 
Negro-—rou'l) sell the Negro et now’ 


closed 
new 


Journal, the 


for @ publication that sell» 


you cai 


reported that 
attended 
opera perfor- 
which is just 
as attended 


more 
sym- 


study 
than 


says, 
30,000,000 
phony, ballet and 
mances last year, 
about twice as many 
ten years ago 


@ SPECTATOR SPORTS—*“Pre- 
dictions that video would empty 
our great parks and stadia have 


proved as groundless as the earlier 
fears that once threatened to bar 
sports writers from the parks and 
did ban radio some 20 years ago,” 
Mr. Jordan states. “Sportscasting 
iS paying its way with $6,000,000 
to $7,000,000 in rights fees, [and is} 
educating millions to the thrills of 
sports and opening enormous pos- 
sibilities as network and theater 
TV expand.” 
PARTICIPATING SPORTS 

Dollars spent on _ participating 
sports equipment have increased 


nearly 10% since ‘47. The “little 
leagues” of baseball announced a 
150% increase in ‘51 and expect 
some 250,000 boys to be playing in 
these leagues this year. Intramural 
sports also are showing increases 
in the number participating. 


# MAJOR LEAGUE BASEBALL— 
The nine teams consistently tele- 
vising their home games played to 
234,169 more people last year than 
they did in 1950. The seven clubs 
that reduced, restricted or elimi- 
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nated TV coverage of games 
showed a_ 1,485,070 loss at the 
turnstiles. The major leagues re- 
ceived about $4,562,000 in sports- 
casting fees in ’51. 

MINOR LEAGUE BASEBALL 
Here is what Mr. Jordan calls “one 
unhappy note in the sports pic- 
ture,” with minor league atten- 
dance last year off nearly 20% 
Mr. Jordan admits that broadcasts 
and telecasts of big league games 
are partly to blame for this de- 
cline, but predicts that local tele- 
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vising of minor league games— 
which will be possible now that 
new stations are to be built—will 
help build attendance again. 


® COLLEGE FOOTBALL—Col- 
leges in TV areas fared better in 
attendance last year, compared 
with 1950, than did colleges in 
non-TV areas. The National Col- 
legiate Athletic Assn. attributes 
this, in part, to its controlled 
“blackout” experiment last season. 


Pi). Dae 


novelty theory is working, and that 
attendance is growing as the nov- 
elty of set ownership wears off. 
PRO FOOTBALL—lIn 1951, pro 
football teams sent back many 
away-from-home games, and also 
covered cities that have no pro 
teams (few, if any, home games 
were televised). Mr. Jordan says 
that this policy has increased in- 
terest in the sport, and helped 
build total attendance last year to 
the highest in pro football's his- 


In conclusion, t 
sents figures for 
hockey, basketball, 
that in these spor! 
tually can—and in 
—increased rather 
tendance. 


report pre- 
ing, boxing, 
, and asserts 
too, TV ac- 
iny cases has 
1an hurt at- 


Cotins 
r Co. has ap- 
Y., office of 
ect its adver- 
nakes central 


Appoints Moser ¢ 
International He 
pointed the Utica, 
Moser & Cotins to « 
tising. The compan 


Peterson Joins WTCN 

Ear! A. “Pete” Peterson, former- 
ly major appliance division mana- 
ger of Montgomery Ward & Co. in 
Minneapolis, has joined the sales 
staff of WTCN and WTCN-TV, 
Minneapolis. 


FTC Investigates 
Practices of Radio 
and TV Set Makers 


New York, April 15—Alleged 

General Mills Boosts Andrews discriminatory practices by radio 
Sewall D. Andrews. director of | #24 television set manufacturers 

sales, has been promoted to gener- | 2nd their distributors are being 

al manager of the chemical divi- | investigated by the Federal Trade 

sion of General Mills Inc., Minne-| Commission. 

apolis, He will continue as sales) Among the allegations FTC is 


Mr. Jordan still feels that his tory. 


| heating systems for home use. head. 


Men Who Influence Sales 


Salesmen are not clairvoyant. They can’t 
always tell just when a prospect is in the 
market for equipment or services. Nor can 
they be in more than one place at a time. 

Your advertising in Business Magazines 
is your introduction to, and continuous 
contact with, the men who influence sales. 
It’s your assistant “salesman”. . . keeping 
your product story before thousands of 
prospects at the same time . . . at a cost 
which can be counted in pennies per call. 

In other words, Business Paper Adver- 
tising is to selling what good machines are 
to production. It multiplies individual effort. 


HOW “MECHANIZED SELLING” 
DEVELOPED NEW PRODUCT 
USERS AND SALES 


A manufacturer developed a new prod- 
uct with wide potential in the entire 
electrical field. To save sales time he 


took space in five business publications 
and ran advertisements featuring case 
history and application data. Result: A 
steady increase in volume—22% of all 
inquiries converted to sales—85°% of 
sales from advertising introduced new 
applications. 


McGRAW-HILL PUBLISHING COMPANY, INC. 
® 330 WEST 42nd STREET, NEW YORK 36, N. Y. & 


HEADQUARTERS FOR Leas 2 e ® | 


That’s why we call it ‘Mechanized Selling.” 
It applies the high speed, low, cost tool of 
advertising to the preliminary steps of fer- 
reting out, contacting and conditioning 
prospects. Thus your salesmen can concen- 
trate their skill on the important job of 
getting the order. 

Ask your McGraw-Hill man for a copy of 
our 20-page booklet, ““Mechanizing Your 
Sales with Business Paper Advertising.” 
Also about our sound-slide film ‘‘“Mechan- 
ized Selling . . . Blueprint for Profits’ 
which is available for showing at sales 
meetings. 


TOTAL 
INQUIRIES 


BUSINESS 


M: = of 


‘erFeReRma.te 


looking into are these: 
| 1. Manufacturers and their 
wholly owned distributors are dif- 
ferentiating in prices made to 
chains and small retailers. 
| 2. Manufacturers and their dis- 
| tributors, in advertising and pro- 
motional allowances, are discrimi- 
nating against the small retailer 
The commission, which is look- 
ing into the matter to see if there 
have been violations of Section 
2A of the Clayton Act, as amended 
|by the Robinson-Patman Act, is 
centering its investigation on the 
Eastern Seaboard. 
| The industry has been under the 
scrutiny of the FTC for several 
months. Top set makers and their 
distributing companies have re- 
protege questionnaires covering 
their methods of operation. 
Within 60 days or so it is ex- 
| pected there will be sufficient evi- 
dence in the hands of the FTC for 
| the group to decide whether a for+ 


we court complaint will be made. 


| Diamonite Gem Names F. ried 
Diamonite Gem Co., Oakland, 
Cal., has appointed Ad Fried Ad- 
| vertising, Oakland, to handlé@ a 
special mail order campaign. Dis- 
| play advertising will be used in 
| Confessions, Ebony, Movieldnd, 
| Opportunity, Our World, Real Ro- 
|mances, Real Story, ae 
| Salesman and True, The campaign 
will be extended to newspap@s, 
radio and television later. ' 


|Y&R Elects Two V. P.s 

Young & Rubicam, New Y 
|has elected Alexander Kroll 
| Frank L. Henderson v.p.s of 
agency. Mr. Kroll is account 
ecutive for Kent cigarets and Stat- 
ler Hotels Corp. Mr. Hendersonj a 


(eas 


merchandising executive, joined 
the agency in 1944. ; 
Hunt Joins Buchanan ; 


Richard C, Hunt, formerly h 

| Ruthrauff & Ryan, Chicago, s 

been appointed an account caR- 

| sultant on grocery and drug pack- 

aged products for Buchanan- 
Thomas, Omaha. 


SPARKLING 
LITHOGRAPHY 


Almost 60% of our 


work is for out of 


town customers— 
and handled suc- 
cessfully at substan 


tial cash savings — 


Our four color lith 
ography sparkles, 
our two color and 
one color jobs make 
fast friends for our 
compony 


Let us bid — once 
You'll be pleased 
with both price and 
work 


Somples sent upon 
request 


PEERLESS LITHOGRAPHING 
COMPANY 


Chucgo 39 SP 2 7000 — 


ee eee 
4309 Diversey Ave 
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Along the Media Path 


e “For the Trade Only”—a sur- 
vey of trade shows—is a new pro- 
motion book issued by Time. John 
T. Fosdick Associates interviewed 
3,360 visitors at five expositions 
and reported four out of five “were 
important in the purchasing de- 
cisions of their companies.” 

A breakdown of positions held 
by trade show visitors showed: ex- 


ecutives, 20%; managers and de- 
partment heads, 26%; sales man- 
agers, ad managers and salesmen, 
19%. The tie-in comes with a 
magazine readership poll. Time, 
with 42% total mentions, placed 
second to sister publication Life, 


with 59% 


e@ “If you live in Pittsburgh, you 
can place an order at a department 
store at 4 a.m. In Miami, you can 
shop until midnight. In Los Ange- 
les, you can buy groceries at 
3 a.m.” 

This is the opening paragraph in 
a story on “Night Shopping” sche- 
duled for the May 4 Parade. The 
article spotlights what the maga- 
zine calls a “new shopping trend” 
spreading “all over America.” 


KNBC, San Francisco, is going 

present a 14-week program ex- 
Plmining “the dangers and specific 
té@thniques of Communism.” A 
city judge, two ministers and four 
University of California professors 
afe among those who will trace 
tHe history of the Communist 
Movement 


The Enquirer and News (Battle 

leek, Mich.) published a special 
1@ page section in its April 1 issue 

show readers the business side 
Of its operations. Lead story was 
Gevoted to advertising, with the 
Peper explaining that “purchase of 

ce by advertisers makes pos- 
Bible the extensive publication of 
tHe Enquirer and News as the 
n@wspaper serving the 200,000 res- 
idents of the Battle Creek retail 
tfading area.” 


@ The Herald and News (Klamath 
Falis, Ore.) is running a Tuesday 
d@uble truck ad to stimulate retail 
sé@lling on this normally light busi- 
ness day. “Tuesday RED HOT 
Values” runs 36 five-inch ads with 
prices printed in red 


e The three ABC Catholic week- 
lies in Northern Ohio all report 
largest circulation guarantees for 
1952. The Catholic Universe Bulle- 
tin, Cleveland, offers 80,000 net 
paid, a 10.8% gain; the Catholic 
Exponent, Youngstown, has a 7% 
increase with 21,000, and the Cath- 
olic Chronicle, Toledo, offers 35,- 
500 for a 5.3% gain 


e@ Newest sales presentation of 
WCBS-TV, New York, gives fig- 
ures which show that the station 
“delivers the biggest audiences” 
and “offers the lowest-cost circu- 
lation” in the area. It supports au- 
dience claims by a breakdown of 
“quarter-hour wins,” the number 
of quarter-hours in which a sta- 
tion leads in audience size. WCBS- 
TY racks up 247, compared to 120 
for the next highest station 


e The following are winners of 
the annual Sigma Delta Chi 
awards: Victor Cohn, Minneapolis 
Tribune, general reporting; Jim 
Monroe, KCMO, Kansas City, ra- 
dio reporting; Bill Davidson, Col- 
lier’s, magazine reporting; Robert 
M. White II, Mexico Ledger (Mo.), 
editorial writing; Herbert Block, 
Washington Post, and Bruce Rus- 
sell, Los Angeles Times, editorial 
cartooning; John Hightower, As- 
sociated Press, Washington corres- 
pondents; Ferdinand Kuhn, Wash- 
ington Post, foreign correspond- 


ents; Bill Griffith, KMBC-KFRM, 
Kansas City, radio newswriting; 
Edward DeLuga, Chicago Daily 
News, and Roger Wrenn, San Di- 
ego Union, news picture; Chicago 
Sun-Times, public service in news- 
paper journalism; McCall's, public 
service in magazine journalism, 
and WMAQ, Chicago, public serv- 
ice in radio journalism 


e KBIG, which makes its air de- 
but in Catalina, Cal., early next 
month, is running a contest for the 
trade. The question: “How many 
square miles of land will be en- 
compassed in the half-millivolt 
signal coverage area of new KBIG, 
Catalina?” For the closest esti- 
mates, the station will award $200 
chronograph wrist watches. 

KBIG also is offering a “charter 
sponsor” rate for contracts signed 


before opening day. The rate is ap- 
proximately 18% less than regu- 
lar prices 


e WIP, Philadelphia, announces 
1951 sales were 26% over the 
previous year. 


e@ Denver’s two dailies—the Post 
and the Rocky Mountain News— 
both report ad linage is running 
higher this year in both Sunday 
and weekday issues. 

@ Grier’s Almanac reports in- 
creases in revenue, 38%, linage, 
18%, plus a rate increase of 5%. 
The Atlanta publication has put 
out 146 consecutive annual edi- 
tions, distributing them free in 11 
southern states. An independent 
CPA audit of the 1952 book shows 
a 20,000 delivery bonus over the 
guarantee of 2,000,000. The 1953 
guarantee has been set at 2,100,000. 


e John A. Reagan Jr., Sonoco 
Products Co., Hartsville, S.C., won 
first prize in the third annual Ad- 


vertising Men's Poultry Judging 
Contest. Competition is sponsored 
by Poultry Tribune and Pacific 
Poultryman. Second place went to 
James C. Stuart of Ketehum, Mac- 
Leod & Grove, Pittsburgh. 


e Development of the department 
store branch will be the subject of 
a working clinic to be held at the 
University of Pittsburgh May 13- 
15. Meeting is sponsored by De- 
partment Store Economist and the 
university's research bureau for 
retail training 


e@ McCall's has lined up 800 mem- 
ber stores of the Super Market 
Institute to participate in the mag- 
azine’s May promotion of drugs 
sold in supermarkets 


Dine Joins Ziv TV 


Josef C. Dine has resigned as 
director of the press department of 
National Broadcasting Co. to be- 
come director of public relations 
for Ziv Television Programs, New 
York. This is a new position for 
the video film package company. 
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Sunroc Promotes Schéeidel 


Frank X. Scheidel, v.p. in charge 
of sales of Sunroc Co., Glen Rid- 
dle, Pa., has been promoted to 
president of a new company affili- 
ate, Sunroc Midwestern Corp. The 
new company wil) be jointly 
owned by Mr. Scheidel and Sunroc 
Refrigeration Co., Chicago, and 
will control sales, rental and serv- 
ice of Sunroc products in the 
Greater Chicago trading area. 


Federal Tool Names Two 


Federal Tool Corp., Chicago, has 
appointed two members to its 
sales staff. Jack Turner, formerly 
wtih Sears, Roebuck & Co., Chi- 
cago, has been appointed assistant 
sales manager of the advertising 
specialty division. Edward Goetz, 
formerly with Ross Coles & Co., 
has joined the premium division 
sales staff. 


Ledder Joins McCreery Inc. 


Ralph R. Ledder, formerly ad 
manager for W. & J. Sloane, Bev- 
erly Hills, Cal., has been appointed 
an account executive of Walter 
McCreery Inc., Beverly Hills agen- 
cy. 
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‘$1 Annual Report 
Shows Biggest Year 
for J. T. Chirurg 


New York, April 15—James 
Thomas Chirurg Co.’s annual re- 
port discloses that last year the 
New York and Boston agency had 
the largest volume of business in 
its 18-year history. 

Its 1951 billings were $4,750,000, 
compared with $4,000,000 in ’50. Its 
net worth as of Dec. 31 was $379,- 
896, up from $351,263 in 1950. Cur- 
rent assets were reported at $737,- 
021 and liabilities as $415,676. 

For the first quarter of ‘52 Chir- 
urg reports a 45% increase in vol- 
ume of business over the same 
period in ’51. 


8 The report reveals that the com- 
pany paid dividends of $10 a share 
on its stock in ’51, and that 60% of 
the employes now own 43% of the 
company’s outstanding stock. 

The Chirurg Co. has been issuing 
annual reports since 1945. It points 


out this is unusual in the advertis- 
ing agency business. 

“Change is the very life-blood 
of advertising,” it notes. “An agen- 
cy stands or falls by its ability to 
come up with new, worth while 
advertising and marketing ideas, 
and new ways of utilizing these 
ideas. Accordingly,” it says, “we 
believe that all who have an in- 
terest in us are entitled to a regu- 
lar accounting of how we are meet- 
ing the challenges of a highly com- 
petitive field.” 


KNBH Promotes Don Norman 


Donald A. Norman, sales man- 
ager, has been promoted to man- 
ager of KNBH, Hollywood NBC- 
owned television station. He suc- 
ceeds Thomas McFadden, who has 
been advanced to director of na- 
tional spot sales for NBC. 


Carver Rejoins Hazard 

Jack K. Carver has rejoined 
Hazard Advertising, New York, 
as a member of the traffic depart- 
ment after an absence of 17 months 
as a Ist lieutenant in the U. S. 
Infantry. 


3-SECOND TEST—Before General Mills changed the box for its 
champions,” it consulted the consumer with this apparatus. Housewives had a three- 


“breakfast of 


second glimpse of several designs and told which one appealed. The box was also | 
tested for size, and the new design shown (right) was judged larger although it's 
the same size. Knox "ceves Advertising, Minneapolis, is the Wheaties agency. 
| 


Kimball, Menne Co. Moves Futterman-Gerber Moves 
Kimball, Menne Co., Los An- Futterman-Gerber, Chicago, has 

geles, publishers’ re presentative, moved to larger quarters at 50 E. | 

has moved to 2550 Beverly Blvd. Oak St. 


It’s the only one of the 3 biggest man-woman magazines 
that screens its readers for the BUY on their minds! 


HE fact that Better Homes & Gardens circulation exceeds 
3'2-million families is reason enough to give it top consid- 
eration in anybody's advertising plans. 
But BH&G is actually bigger than such big figures indicate. 
You see, BH&G hit the top without resorting to fiction, sensa- 
tionalism, general news photos, or any of the usual lures, which 
attract people—but fail to regard their status as good customers. 


Keiser Joins Morse Agency 


Charles B. Keiser, formerly ad- 
vertising and publicity director of 
Samters, Scranton, Pa., has become 
a full partner of Morse Advertis- 
ing, Scranton. 


Appoints Buchanan & Co. 

Newport Soap Co., affiliate of 
Safeway Stores Inc., Oakland, Cal., 
has appointed Buchanan & Co., 
San Francisco, to direct its adver- 
tising. 


Of the 3 biggest man-woman magazines in America, only 
BH&G got there by devoting itself to the BUY-minded—to 
those people who are constantly seeking things to try, things 


to BUY, 


a key book on your media list? 


Let us tell you more about BH&G’s 3'2 
families—screened for the BUY on their minds! 


to make their lives more complete. 


What is more, these families have the means to convert their 
interests into purchases—and they consider BH&G their tried 
and trusted buying counselor! They pore over BH&G’s well- 
thumbed pages as if touring their favorite market place—so, 
before they emerge, many a sale is born! 


Aren't those more than sufficient reasons to use BH&G—as 


-million better-income 


of 3'2-Million Better Families 


MEREDITH PUBLISHING COMPANY, Des Moines .lowo 


We cH 


in the Toronto market 
WHEN 


ONE NEWSPAPER 
TORONTO DAILY STA 
PUTS IT RIGHT 
IN YOUR LAP 


421,121 


COPIES DAILY 


A.B.C. Publisher's Statement, Sept. 30, 


195) 


The strongest single 

Newspaper Advertising 

Force in Ontario's 

$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG., MONTREAL 
IN U.S.A.——WARD-GRIFFITH INC. 
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Great Lakes Paper 
President Sees Hike 


in Newsprint Price 


New York, April 15—Mill repre- 
sentatives and jobbers in the local 
paper market who have been talk- 
ing about the possibility of higher 
prices of newsprint received sup- 


port last week in reports from 
Canada 
The April 1 issue of Financial 


Counsel of Montreal reported W. 
Earl Rowe, president and manag- 
ing director of Great Lakes Paper 
Co., Toronto, as saying that an in- 
crease in the price of newsprint 
is overdue. 

Mr. Rowe reportedly 
“because of 
in taxation, freight rates and labor 
costs, and the new double rates for 
crown stumpage, together with the 
of premium American 
funds,” newsprint prices will have 
to be readjusted. 


said that 


substantial increases 


on 


iOSS 


@® The Canadian dollar is now 


“Unfailing 


/ success 
with 


KWKH” 


E. CAWTHON 


ISIANA FEED MANUFACTURER 


%. 


ays JAMES 


lent, Shreveport ¢ 


APORTANT LOU 


quoted at 102¢. Because of the 
premium of a Canadian dollar over 
a U.S. dollar, Canadian railroads 
put into effect on April 1 a dis- 
count of 1% on prepaid freight 
shipments moving from Canada in- 
to the U. S. and on collect ship- 
ments moving from the U. S. into 
Canada 

On the other hand, shipments 
moving from Canada to the U. S 
with charges collect and from the 
U. S. to Canada with charges pre- 


paid, are subject to a surcharge of | 
| 


le of 1%. 

This affects freight on newsprint 
and newsprint cores. It is custom- 
ary to prepay shipments of news- 
print from Canada to the U. S. and 
to prepay shipments of cores mov- 
ing from U. S. publishers to Cana- 
dian mills 


Updegraft to Q-Tips Sales 

William H. Updegraff, formerly 
sales manager of Tangee cosmetics 
for George W. Luft Co., Long Is- 
land City, has been appointed as- 
sistant to the v.p. in charge of 
sales of Q-Tips Sales Corp., Long 
Island City. 


Ig addition to manufacturing and marketing their 
own line of stock and poultry feeds, Shreveport 
Géain and Elevator Co. also distributes PurAsnow 


Flour in the big Loui 


ana-Arkansas-Texas area. 


Mr. James E. Cawthon recently wrote us as follows: 


£ 


ec 
F.. several years we have used KWKH 


with unfailing success, for promoting our 


firm and the various lines of stock and 
poultry feeds which we manufacture. The 
same good results have been produced for 
the nationally-advertised products we dis- 
tribute. Our dealings with the station have 
been pleasant as well as profitable, since the 
personnel has been most helpful. We know 
we can call on them at any time for fine 


cooperation. 


(Signed) James E. Cawthon 99 


Study No. 2—Spring 1949 


ead Oklahoma counties.) 


KWKH DAYTIME BMB MAP 


KWKH's daytime BMB circulation is 303,230 families, 
daytime, in 87 Louisiana, Arkansas and Texas counties. 
227,701 of 75.0% of these families are “average daily 
listeners”. (Nighttime BMB Map shows 268,590 families in 
112 Louisiana, Arkansas, Texas, New Mexico, Mississippi 


KWK 


A Shreveport Times Station 


SHREVEPORT 
50,000 Watts * CBS Radio 


The Branham Company, Representatives 


Henry Clay, General Manager | 


FAMILY LOOK—Shown with their forebears (in back) are three new package designs 
for National Biscuit Co. products, all of which wil! soon adopt the same family char- 
acteristics. The Nabisco seal will appeor in the upper left-hand corner on all of the 


200 or more c 


arton and cellophane package Nabisco products. 


Carnation Signs to Film 
Burns and Allen TV Show 
Carnation Co., Los Angeles, in 
renewing the George Burns, Gracie 
Allen video show for 52 weeks be- 
ginning Oct. 2, specified that the 
show will be filmed in Hollywood 
for weekly telecasts. Currently, 
the company sponsors the show 
biweekly on CBS-TV with micro- 
wave carrying the program to the 
East. 


Under the new arrangement, 
Carnation will share sponsorship 
with B. F. Goodrich Co., Akron 


Erwin, Wasey & Co., Los Angeles, 
is the Carnation agency and Bat- 
ten, Barton, Durstine & Osborn, 
New York, is the Goodrich agency 


Buys Part of TV Sportcast | 
Boyle-Midway Inc., division of 
American Home Products Corp.. 


New York, has purchased a 15- 
minute segment of “Saturday Night 
Wrestling.” The quarter-hour slice, 
“Sports Showcase,” will feature in- 
terviews with celebrated sports 
figures, conducted by Jack Brick- 
house. The show will be aired over 
WABD, New York, and 13 DuMont 
TV stations. “Saturday Night 
Wrestling” is telecast from 10 p.m 
to 12:30 a.m., CST, from Chicago's 
Marigold Gardens, through the 
facilities of WGN-TV, Chicago Du- 
Mont affiliate. Earl W. Bothwell 
Inc., New York, is the agency. 


Folder Tells of Public Service 

The Outdoor Advertising Assn. 
of America has issued a folder 
which describes outdoor advertis- 
ing’s contribution to public service 
in 1951. Copies may be had free by 
writing to the association at 24 W. 
Erie St., Chicago 10. 


WORCESTER 
MARKET — 


WORCESTER Ranks As The 
4% Most Popular Test Market 


150,000 to 250,000 Group 

Put your test campaign on a sure-footing in 
the Worcester Market — the 4th most popular 
in the 150,000 to 25C,000 population group — 


Industrial prominence 


Worcester Market 


WORCEST AM 
ELEGR 
. GALENIE 


OWNERS OF RADIO 


VORcESTER'S WONDROUS TWINS 


Count on the Telegram-Gazette both for 
cooperation with your testing efforts and for 
intensive newspaper coverage of this prosper- 5 
ous market. Daily circulation 153,234, Sunday j 
104,542, (1951 figures) 


Sources’ SALES MANAGEMENT: Test Market Survey 
Survey of Buying Power (further reproduction not licensed). 


STATION WTAG 


the 29th in the entire nation as a food market. 


rising business activity 


and stable income to provide $757,761,000 in 
buying power, all contribute to the unfailing 
success of test campaigns in the well-balanced 


intensive 
newspoper 
coverage 


1951 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


George F. Booth, Publisher 


AND 


Advertising Age, April 21, 1952 


Coming 
Conventions 


American Newspaper Pub- 
annual convention, Waldorf- 
York 

Advertising Federation of 
America, Fourth (Florida) District, Casa- 
blanca Hotel, Miami Beach, Fla 

April 30-May 2. Assn. of Canadian Ad 
vertisers, 37th annual meeting, Royal 
York Hotel, Toronto 

May 4-7. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va 

May 8. Export Advertising Assn., fourth 


April 20-24 
lishers Assn., 
Astoria, New 

April 25-27 


international convention, Hotel Plaza, 
New York 

May 8-9. Public Utilities Advertising 
Assn., annual convention, Radisson Hotel 
Minneapolis 

May 11-14. National Newspaper Pro- 
| motion Assn., annual convention, Brown 
Hotel, Louisville, Ky 

May 19-20. Inland Daily Press Assn., 


spring meeting, Congress Hotel, Chicago 
May 21-23. International Council of 
Industrial Editors, 11th annual conven- 
tion, Minneapolis 


May 25-28. National Business Publica- 
tions, spring meeting, Shawnee Inn, 
Shawnee-on-Delaware, Pa 

May 27-29. National Sales Executives 
Inc., 17th annual convention, Hotel Fair- 
mont, San Francisco. 

May 28-30. National Assn. of Trans- 


Advertising, annual 
Blackstone Hotel, Chicago 

June 8-11. Advertising Federation of 
America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York 

June 9-10. National Assn. of Magazine 
Publishers, 33rd annual meeting, Pocono 
Manor Inn, Pocono Manor, Pa 

June 16-18. American Marketing Assn., 
Netherland Plaza Hotel, Cin- 


portation meeting, 


conference, 
cinnati 
June 16-19. National Advertising Agen- 
cy Network, annual management con- 
ference, Skytop Lodge, Skytop, Pa 
June 22-24. Newspaper Advertising Ex- 


ecutives Assn., summer meeting, Daytona 


Beach, Fla 
June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 


Seattle 
June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 


House, Chicago 

Sept 11-13 Newspaper Advertising 
| Managers Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal, Que 

Oct. 3-4. Pennsylvania Newspaper Pub- 


lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 
Oct. 4-7. Mail Advertising Service Assn 


International, annual convention, Shore- 
ham Hotel, Washington, D. C. 

Oct 5-9. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago 

Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel, 
San Bernardino, Cal 

Oct. 13-14. Inland Daily Press Assn., 


annual meeting, Congress Hotel, Chicago 


Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct 20-21 Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club, Chicago 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Coronado, Cal. 

Nov. 20-22. Southern Newspaper Pub- 
| lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W. 

a 

Dec. 27-29. American Marketing Assn., 


conference, Palmer House, Chicago. 


Northwest Airlines Promotes 
Stratocruiser Orient Flight 

Northwest Airlines, St. Paul, is 
promoting its stratocruiser service 
| to the Orient with a newspaper and 
magazine campaign. Newspaper 
| ads of 600 and 1,000 lines will pro- 
|} mote the service in nine cities. 
| They will run in daily papers. 

Full-page four-color ads_ will 

run in Newsweek, The New York- 
ler, The Saturday Evening Post 
Sunset Magazine and Time in late 
April, May and June. Spot radio 
and TV announcements also are 
planned later in several cities. 
Cunningham & Walsh, New York, 
is the agency. 


Doubles Advertising Budget 
Dura-Bond Engine Parts Co., 


Palo Alto, is launching its 1952 
campaign in April with an ap- 
propriation double that of the 


highest previous year. Knollin Ad- 
vertising, San Francisco, handles 
the account. Automotive and diesel 
trade publications will be used. 


Covey Joins Lewis Co. 

Preston K. Covey, formerly di- 
rector of research at Campbell- 
Mithun, Minneapolis, has been 
named director of research and 
media at Addison Lewis Co., Min- 
| neapolis. 


rf 

! 

{ 

{ 

§ ras 

\ pe 

{ t 
ae 

ae 

ng 

‘ 


Ce 


7 
ie 
é 4 4 
a 
I re 
. aa 
" j Rais 
i 


ey 
- im 
aij 
G 
a! 
§ = 
MN a3 
f Sos 
a. 


AT OE Le ee ae Sree an I ee ee eee ll i 
tee ; .o 
Pee id 
oY es 
yt ie 
5 ” | ats 
Ef Be come 
eh a. 2 ; 5 Sey 
- : W f aes 
, . , i an 
“ ’ I ~ ae ™ My 
ip ~ Se Seal ; at : 
oe SS ae 
“it en rey ai _ ae 
ah \ Cas i : 
= om Ba 
: ae i. « e 
. Ks Po | , / ‘ oe | | 4 
v3 2 Bs \ May oy a ets oe? ws { 7 = 
+ » f Oe 
rae | 3 eae @ 5 mate 
> Tae | 7 a  - eR 
i * "| ae 
ac SS pe 3 
4 { Mies 
e : ‘i 
, 7 / : ; 
sei. ETE , ae 
oe > i a a a aa eerie ies aaa en 
i | me. 
Pag 
; 4 
Oe -) 
ants * Pe ee . 
3 , 
1 i x | : 
: : 7 << i 
om a 
re bs zi | 
oe er fa 
Pu em 
q | “< a pt | 
ee ae 
be : 4 ar 
oe - herr 
‘ie a 
= a ' poe 
FM Nee rsaa's “Ne ick ekg Fy Shae ete weer ty ; - es 
y oh a ae - eens _ . Fri ea a 2 ie oe 
a one cngittie tt aie? Faia e ae 
a4 a how Seu rien Bete she se 28 
4 SS . i ae are ie: 
oo es each ; <a shi 
§ ty ec A e Ree hig 
. Pees toting — "be <a 
iy Be ye _ Pere 
iz s latins @ Ree 
: é See ee " 2 
— 2 ce . . +. at 
4 PO eee 4 , iy — 
a ' ee a: i 
8 aad ; » aa 
ek ¢, eae — 
i “ capes : ’ 
| 4 ia - ; ’ 
e. | aoe. | L [fA 
Ne | WORCESTER , [my : : 
| ee 
2 P| 
: ee 
r% ; e | 
: Eel JF Spb) as | 
. aaah On ae 
a 2: cals 
SoS incol) 
£ yin 
P asec C make ' power 
SSeS Bae , a 
A a a 
i ¢? Hy é- . eae 
tHe | % mt : ef 
‘ ba() =< <0 om , pe 
a SN +0 Rayne eee 
f a , fl 7 Sey 
| Tae Piss: 
a 
; ee 
Mt an al cf hie one Pare. : <7 + eae = ¢ - z Sat a 75 ye 3 rh. Re a nd a 
Legros PR a CE Pig ho lls a Res a Sek eee ne : A Rete eh a a ae a se iene ae aces | ee eee 


> “Why it’s better looking than ever!” 


Se 


™ 
Each year millions of Americans view their homes 
with renewed pride because a timely painting has 
restored their original charm and fresh appearance. 
Wise homeowners know, too, that paint protection 


means larger maintenance economies and longer life. 


The products of the huge paint industry reach 


every home, every shop and factory in the nation. 
They contribute vitally to our standard of living. In 


XFORD PAPERS 
large measure these manufacturers have < cted ‘ 
 peslbiile nstsama daa cache nora Help Build Sales 


tive brochures, sample folders, instruction booklets 
and other forms of promotional material. 

Oxford Papers for industry can make your printed 
selling more appealing. They assure finer, more faith- 
ful color reproduction, —cleaner, sharper halftones. 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17,.N.) 


OXFORD MIAMI PAPER COMPANY 


Specify an Oxford coated or uncoated grade for 35 East Wacker D Ch LW 
55 E cher Drive, Chicago 1, U1. 


best results from your next promotion. 
. Mills at Rumford, Maine, and West Carrollton, Ohio 
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XFORD PAPERS 
Help Build Sales 


Nation-wide Service 


Through Oxford Merchants 


Albany, N. Y. 
Atlanta, Ga. 
Aucusta, Maine 
Baltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho . 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N. C. 


Chattanooga, Tenn. . 


Chicago, Ill. 


Cincinnati, Ohio . 


Cleveland, Ohio 
Columbus, Ohio 
Dayton, Ohio 


Des Moines, Iowa 
Detroit, Mich. 
Fresno, Calif. 
Hartford, Conn. 


Indianapolis, Ind. . 


Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. . 
Knoxville, Tenn. 
Lincoln, Neb. 
Little Rock, Ark. 
Long Beach, Calif. 


Los Angeles, Calif. 


Louisville, Ky. 
Lynchburg, Va. 
Manchester, N. H. 
Memphis, Tenn. . 
Miami, Fla. . 


Milwaukee, Wis. . 


Minneapolis, Minn. . 


Nashville, Tenn. 
Newark, N. J. 


New Haven, Conn. 
New York, N.Y. . 


Oakland, Calif. . 


W. H. Smith Paper Corp. 
Wyant & Sons Paper Co. 
Carter, Rice & Co., Corp. 

The Mudge Paper Co. 


Wilcox-Walter-Furlong Paper Co. 


Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Franklin-Cowan Paper Co. 

. Caskie Paper Co., Inc. 
The Charlotte Paper Co. 

. Bond-Sanders Paper Co. 

. Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Whitaker Paper Co. 

. The Johnston Paper Co. 
The Whitaker Paper Co. 

The Cleveland Paper Co. 

é Scioto Paper Co. 
Cineinnati Cordage Co. 

The Whitaker Paper Co. 

. « Bermingham & Prosser Co. 
+ + « Chope Stevens Paper Co. 
Blake, Moffitt & Towne 

Green & Low Paper Co., Inc. 

. MacCollum Paper Co. 
Jacksonville Paper Co. 
Bermingham & Prosser Co. 

. Bermingham & Prosser Co. 

° Louisville Paper Co. 
° or Newspaper Union 
oi Roach Paper Co. 
Blake, Moffitt & Towne 

Blake, Moffitt & Towne 
Louisville Paper Co. 

. Caskie Paper Co., Ine. 

©. H. Robinson Co. 

Louisville Paper Co. 

. Everglades Paper Co. 

- Allman- Christiansen Paper Co. 
Sensenbrenner Paper Co. 


. Wileox-Mosher-Leffholm Co. 
Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Ine 
. Bulkley, Dunton & Co., Ine. 
Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., _ 
Green & Low Paper Co., In 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 


Blake, Moffitt & Towne 


Wherever sales and merchandising require fine printing to 
convey a message, Oxford Papers are being specified. That’s 
because experienced buyers of paper have learned the value are * ya Seago ne 
of Oxford quality in helping to produce finer, more effective 


Omaha, Neb. 


- Western Paper Co. 
Philadelphia. Pa. . 


. Atlantie Paper Co. 
“Wilcox-Walter- Furlong Paper Co. 


Brubaker Paper Co. 

Portland, Maine . ‘4 C. H. Robinson Co. 
Portland, Ore. . . . . . . Blake, Moffitt & Towne 
Providence, R. I. Carter, Rice & Co., Corp. 
Richmond, Va. ‘ Cauthorne Paper Co. 
Rochester, N.Y. . . . . Genesee Valley Paper Co. 
Sacramento, Calif. . . . . Blake, Moffitt & Towne 
St. Louis, Mo. . Sisnaioianns Kniep-Hawe Paper Co. 
Tobey Fine Papers, Inc. 

San Bernardino, Cal... Blake, Moffitt & Towne 
Salt Lake City, Utah Western Newspaper Union 
San Diego, Calif. . . . . . Blake, Moffitt & Towne 
San Francisco, Calif. . - Blake, Moffitt & Towne 
San Jose, Calif. . . Blake, Moffitt & Towne 
Seattle, Wash. Blake, Moffitt & Towne 
Sioux City, lowa Western Newspaper Union 
Spokane, Wash. . .. . . Blake, Moffitt & Towne 
Springfield, Mass. . . Bulkley, Dunton & Co., Inc. 
(Div. of Carter, Rice & Co. Corp.) 


promotion material. Your nearest Oxford Merchant can be 
of real help in planning your printed selling. Why not call 
him in? 


IT PAYS TO ASK FOR — AND USE THESE FINE OXFORD AND OXFORD MIAMI PAPERS 


COATED PAPERS UNCOATED PAPERS 


Carfax English Finish 
Carfax Super 

Carfax Eggshell 
Wescar Offset 


Polar Superfine Enamel 

Maineflex Enamel 

Maineflex Enamel Cover 

Mainefiex Enamei, Coated One Side 


Mainefold Enamel 
Mainefold Enamel Cover 
North Star Dull Enamel 
Seal Ename! 
Engravatone Coated 
Coated Publication Text 


Wescar Satin Plate Offset 
Wescar Gloss Plate Offset 


English Finish Litho 
Super Litho 
Duplex Label 


Stockton, Calif. . 
Tacoma, Wash. 
Tampa, Fla. . 
Toledo, Ohio 


Tucson, Ariz. . . 


Washington, D. C. 
Worcester, Mass. . 


Mill Brand Papers, Inc. 

. » Blake, Moffitt & Towne 

- « Blake, Moffitt & Towne 

« «+ « Tampa Paper Co. 

. Paper Merchants, Inc. 

+ «+ «+ Blake, Moffitt & Towne 
beng age Paper Co. 

A. Esty Paper Co. 


(Div. of uit Rice & Co. Corp.) 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, \. 2 OXFORD MIAMI PAPER COMPANY, 35 Fasi Wacker Drive, Chicage 1, Ill. 


MILLS AT RUMFORD, MAINE, AND WEST CARROLLTON, OHIO 


Advertising Age, April 21, 1952 
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Give me l minute... 


healthier looking 
more beautiful hair 


or MORE than your money back! 


Reed this unconditional guerentee! 


v 
Q 


i] UNCONDITIONAL GUARANTEE! EF 
More than your money back if 
you're not more than satisfied’ 


Prove to Yoursett 


NO STAINS — Ye  —hee mn oF 


GRANDMA nain 
KNEW BETTER _ 8 


SZ 


NOW AT YOUR FAVORITE DRUG OR DEPARTMENT STORE 


TRIES PRINT—Having established national distribution through direct radio and 

television sales, Charles Antell Inc. of Baltimore is beginning to test newspaper copy 

employing the some pitchman technique. Full pages like this one have appeared in 
New York and a few other cities. 


ah 


Saturation Radio-TV Campaign Scheduled 
by Charles Antell for Fastabs Reducing Pills 


New York, April 15—Charles 
Kasher, who is perhaps the only 
multi-million-dollar advertiser 
ever to pitch his wares personally 
to radio and television audiences, 
has added a new 
product to his 
line. It is Fastabs, 
a reducing tablet. 

The master- 
mind behind the 
success story of 
Charles Antell 
Formula 9 hair 
cream, Mr. Kash- 
er plans to give 
Fastabs the same 


Charles Kasher kind of satura- 
tion radio-TV 
buildup. That would mean, if the 


product catches on, buying enough 
time on radio and TV to cover the 
major markets. 


e Mr. Kasher, a 40-year-old for- 
mer department store demonstra- 
tor, is president of Charles Antell 
Inc. and National Health Aids, 
maker of NHA vitamin complex 
and Fastabs. Both are Baltimore 
companies. 

The same salesmen who have 
pulled in the orders for Formula 
9 lanolin cream and shampoo are 
introducing Fastabs to video audi- 
ences in New York and Chicago. 
They use the department store- 
carnival demonstrator technique of 
kidding people about some problem 
or other—their dietary deficiencies 
or poor hair care, for example— 
and then suggesting a method of 
solving it. These filmed “lectures” 
last 15 or 30 minutes. 


s Some people have suggested that 
this type of program is straight 
commercial—a criticism which Mr. 
Kasher considers unfounded. 
Antell and NHA’s advertising 
agency, Television Advertising As- 
sociates, answer by pointing to the 
sales records of the products. They 
reason this way: people wouldn’t 
buy the products if they hadn’t 
listened and they wouldn't have 
listened if they weren’t enter- 
tained. 


The TV drive for Fastabs was 
started after several weeks of ra- 
dio testing via WMGM, New York. 
This Monday through Saturday 
series is continuing. Mr. Kasher 
himself is featured in the kickoff 
show for video. 


® Meanwhile, the plans for the 
new product have not slowed the 
activity for the biggest seller— 
Formula 9. Starting out as a direct 
phone or mail offer on television 
in 1950, this product by late 1951 
had received sufficient consumer 
acceptance to interest dealers. It is 
now sold by major stores through- 
out the country. In some instances 
the radio and TV advertising these 
days ends with a cut-in announce- 
ment for the local dealer. 

Last fall, in addition to the lec- 
ture format programs, Charles An- 
tell sponsored collegiate and pro- 
fessional basketball games over 
WMGM. The company has already 
contracted for one-minute spots 
preceding the Brooklyn Dodgers 
baseball games over the same sta- 
tion this season. 


® The next step in over-all strate- 
gy for Charles Antell calls for 
newspaper and magazine ads. Bus- 
iness papers are scheduled to help 
build the distribution. A campaign 
is being readied for national maga- 
zines to start in a few months. 
Newspapers have been used spo- 
radically on a test basis in the past, 
and local stores, which profit from 
radio and TV credits, have run ads 
with their own and cooperative 
funds. 

Specifics as to the magazine list, 
the number of newspapers, the cit- 
ies to be selected first, etc., have 
not yet been announced. However, 
the agency and Mr. Kasher, who 
acts as advertising manager for his 
companies, are working on the 
basis of a $1,000,000 print budget 
for 1952. 


@ Now that Formula 9 has na- 
tional distribution, Mr. Kasher is 
eyeing network TV as another pos- 
sible sales tool. 


A pilot film for! 


a 13-week series irring John 


Carradine as a te r of bizarre 
tales is in produc This pro- 
gram will be tested ver WOR-TV 
and WPIX, New * sk. Later the 
format will be exp: ed, and pos- 


sibly revised some at, 
| work presentation. 


Also under con ration is a 
comedy show feat ig the night 
club entertainer, idy Lesser. 
| This, too, is being p ned as a net- 
work offering. 
|@ For the time be ¢, spot radio 
and television, th media which 
| launched the prod are getting 
|}most of Formula ad funds. 


ve one of the 
ting buyers in 


| Mr. Antell claims * 
| largest spot broadc: 
the U. S. The now 


|men are presentin: their mono- 
| logues for 15 or 30 minutes at a 
ions and more 


time over 25 TV sta! 
than 300 radio stativ., 
| Missing from the team is Rich- 
| ard Lewellen, a handsome mati- 
|nee-idol type who in February 
| brought suit against Charles Antell 


for net-| 


miliar pitch- | 


for breach of contract. Mr. Lewell- 
en charged that the company owed 
him money and demanded a per- 
centage of the gross sales from his 
work. The case is still to be re- 
solved, and there are hints of an 
out-of-court settlement. 

In the meantime, Mr. Lewellen 
is not working on TV for Antell 
and is not free to appear on video 
for anybody else. 


Shows 3-Dimensional TV 


RCA Victor division of Radio 
Corp. of America demonstrated, for 
the first time, a three-dimensional 
television picture before the an-) 
|nual convention of the Federation 
of American Societies for Experi- 
mental Biology on April 14 in 
Chicago. 


Shaeffer Elects Whidden V. P. 


R. H. Whidden, general sales 
manager of W. A. Shaeffer Pen) 
Co., Fort Madison, Ia., has been 
elected a v.p. of the company. He 
joined the pen company in 1938 
and has been general sales man- 
ager since 1948. | 
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Remember, 
it’s Heinn for 
the lowest op- & 
erational cost 


year. 


. 0 f OF That Better Look GREENVILLE 
in Loose-Leaf Binders cotumbia 


Sales-conscious leaders in every in- 
dustry 
Binders .. 


know that Heinn Loose-Leaf 


your catalog look better; 


give your customers a better look 
at what you offer. 


custom-styles binders to fit 


the job instead of making the job 


standard binder. And Heinn 


brings you patented, exclusive Protecto 
Process—the method of thermal em- 
bossing that uses a protective rim 
around all inked elevations to keep 
designs looking new for years. 


unit per & 


Originators of the Loose-Leaf System of Cutataging 


4 
| MAIL THIS COUPON TODAY : 
H 1 
' THE HEINN COMPANY , 1 
| 320 W. Florida St., Milwaukee 4, Wis. ] Catalog Covers ' 
1 Proposal Covers H 
: information, please. ] Easel Presentations ' 
4 [] Price and Parts [] Salesmen’s Binders | Plastic Tab ; 
' Books [ Sales and Instruction Indexes 1 
! (©) Acetate Envelopes Manuals [] Sales-Pacs ' 
' 
|§ NAME____ ctitantamstimstta 
EER eevee : ; 
| ADDRESS______ i ' 

' 
' CITY = STATE ' 
: es 


SOUTH CAROLINA'S 
SUPERMARKET! 


SOUTH CAROLINA’S 


LARGEST 
METROPOLITAN 
AREA 


(U. S. Census, 1950) 


EMPLOYMENT 


45,056 


26,718 
24,277 


S. C. Emp. Sec. Comm. figure 
Year ending Jume 30, 1951.” 


Charleston 


Greenville leads also in Popu- 
lation, Retail Sales, Wages, 
and Autos & Trucks. South 
Carolina’s Largest Metropolitan 
Area is your first market in S. C. 


Greewville News 


MORNING B SUNDAY 


"GREENVILLE PIEDMONT 


EVENING 


“ ® wad: te! + CD - 


Operetors of WFBC - NBC - 5000 Werts 
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It’s remarkable .. . how often... 


when he’s in... 


the Holiday pleasure mood! 


When your customer is in a pleasure mood, 6 he’s half sold already. That's why so 
many top advertisers pun’ of a wide variety of products are using the (HOLIDAY| pleasure 
mood to help them sell. It's the mood that stimulates Holiday's more than 800,000 


Zs Z | 6 2 a 
te : = > 4 i 
: Sl “a ih ; 
= | , C (# 
E enti - | | : 
is Cee a‘‘no” man... ea 
s &Y 2 as | 
i San o 4 : 
ie WN ‘ y on 
3 OZE o \ ul i a 
£ = AN MOLLONN A + 
i Rear -~ [" |) MK 
4 : = ” =‘ ae 
: wy a, ay Nernk 4 
; ee ) f~ 3 
: ae ee | | 1. 
¥ ; ( \ re \ (| | % a “ 
?_ }. 4d \ r] \ | \: 
-_ 6ClU ES \ 
ay a a ‘‘yes” man... es e: 
: yee aL} : 
at Li ‘ 
o Z 3 
s " ) ws 
ve AA / ; : 
ze — > | | aN SY YY k ‘ 
oe ; L q" it 
, Y/ q 
2 uN kg 
y — ~~ . : 
: top-income families to live better, do more, buy more Sea —more often! i 
: HOLIDAY — means pleasure and pleasure means business! re 


Feature Section 


Advertising Age 
Pte NATIONAL NEWS 


Problem in Semantics 
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How About Format Redesign? 


Let the Show Shine 


Are We Forgetting What Business We're In? 


By CuHarves L. WHITTIER 


The fears I intend to lay before you this 
morning are partly intuitive. But whether 
they can in part be documented, or whe- 
ther they are aroused entirely by sensory 
antennae, these fears of mine ring a tiny 
alarm bell. They switch 
on a small red light 
that says danger. 

What am I afraid 
of? 

I'm afraid that those 
of us who comprise the 
management of adver- 
tising agencies may be 
forgetting what busi- 
ness we're in. 

I'm afraid we're los- 
ing a sense of balance about the differ- 
ent services we offer. 

I’m afraid this unbalance makes us 
overstress the importance of supple- 
mentary services. 

I'm afraid it causes us to underempha- 
size our greatest value to business and 
our foremost contribution to the Ameri- 
can economy... 


Cc. L. Whittier 


First Things First 

I recognize that the agency business 
has become a business of multiple serv- 
ices. 

That’s good for us and good for our 
clients provided these separate services 
do not emerge as separate things. They 
must converge. They must always con- 
verge toward a single objective. And not 
for one minute should any of them be 
permitted to take the spotlight away from 
our foremost responsibility. 

What is our foremost responsibility? 

Every person in this room knows what 
it is. But my intuition tells me this is 
an elegant time to remind ourselves of 
it. So may I remind you? 


s Our foremost responsibility is to pro- 
vide an effective sales impact against the 
consuming public. And this sales impact 
is the impact of ideas—ideas expressed 
in words and pictures, animate and in- 
animate, read and listened to—ideas that 
persuade consumers to want and to buy 
and to keep on buying advertised prod- 
ucts. 

Need I point out that the evolvement 
of consumer selling strategies and the 
translation of those strategies inte effec- 
tive advertisements is the only service 
we offer that can keep us in the agency 
business? 

With this service alone, we have a busi- 
ness. Without it, all of the other serv- 
ices we offer do not constitute a business. 
That’s what I mean by maintaining a 
sense of balance about the multiple serv- 
ices we offer. 

We are not a department store in which 
various and sometimes unrelated busi- 
ness needs are taken care of...and the 
creation of advertising is a notion on the 
third aisle over. 


® Rather, like the hospital which devotes 
its every service to the restoration, main- 
tenance, and improvement of health, so 
are we dedicated to a single purpose. That 
purpose is to restore, maintain, and im- 


Charles L. Whittier, v.p. and chairman of the plans board of Young & Rubicam, 
believes with all his heart that the primary business of an advertising agency 


is the creation of effective advertising messages 


to the consum- 


er, and that ali other services are incidental and supplementary. He voiced 
this thesis with vigor at the recent convention of the American Assn. of Ad- 
vertising Agencies. His provocative talk is reprinted here. 


prove the sales of advertised products 
by inducing consumers to purchase them. 

Providing an effective sales impact 
against consumers is the only phase of 
business in which we are—or should be— 
so superior to the advertiser that he must 
perforce employ our experience, our 
knowledge, and our skills to maintain a 
satisfactory competitive position with the 
consuming public. 

Yet I am reasonably certain that too 
often we relegate this skill of ours to a 
position of secondary importance. 


® Too often we give star billing to our 
wise counsel, our marketing sagacity, our 
penetrating and revealing research, or to 
that nebulous generality known as our 
well-rounded operation. 

But every time we sell our creative ef- 
fort short—and we don’t have to treat it 
disdainfully to sell it short; we don’t have 
to emulate the account executive who 
walked into a client’s office and said, 
“Okay these ads, will you, and then we 
can get down to business’; we can sell 
our creative effort short by default; we 
can sell it short by not selling it hard 
enough and often enough—and every time 
we do sell it short, we jeopardize our own 
position in business. 

Let me remind you of this: the respect 
our clients have for our greatest skill 
will be no greater than we ourselves give 
it. 


® The importance placed on it inside our 
agencies will be no greater than we our- 
selves place on it. If top agency manage- 
ment treats it casually, we will inspire 
only casual creative work. For believe 
me, the zeal and sweat and effort needed 
to produce outstanding advertising will 
never catch fire unless lighted from the 
top. 

We can't increase the heat by turning 
down the thermostat. 

How important is this primary, this 
paramount skill we have to offer? It’s 
tremendously important. With it and be- 
cause of it we contribute a useful and 
vital service to our economy. 

This is a bold statement to make. Es- 
pecially when we realize that at various 
times over the years we have been the 
whipping boy of economists, the butt of 
authors, the target of radicals, and under 
suspicion by government. 


Influencing the Consumer 

Despite attacks from all directions, 
however, I have never wavered in the be- 
lief that we do contribute a useful and 
vital service to our economy. 

I have tried to document this convic- 
tion; to support it with logical and cred- 
itable arguments—and none too success- 


fully. 

But where I failed, an eminent econo- 
mist has now succeeded. I refer to John 
Kenneth Galbraith and his concept of 
countervailing power as set forth in his 
new book, “American Capitalism.” [A 
chapter from this book was published in 
AA Feb. 4, and the book as a whole was 
reviewed March 24.] 

Incidentally, this new book is so good 
that I am constrained to make a public 
apology to economists in general. 


® You see, I have long defined economics 
as that great science in which separately 
the leaders never agree and collectively 
are rarely right about anything. 

I admit, these are dangerous generali- 
ties. But the economists themselves were 
responsible for them. 

In reading their books, I first found 
myself in disagreement with their con- 
clusions and second, I never understood 
what they were talking about. 

Galbraith deserves a vote of thanks for 
discarding the esoteric terminology of the 
craft, and demonstrating that an econo- 
mist can be intelligible while being pro- 
found. 


es His new concept of countervailing 
power is an important one—important to 
a better understanding of the capitalist 
system, and why it works. It should be 
received with applause by all of us in 
the advertising business. He may not like 
us. But he makes out a good case for us. 

If you have read it, I’m sure you ar- 
rived at the same premise I did. Namely, 
if his concept is sound—if countervailing 
power is the force that makes our econo- 
mic system operate successfully—then the 
choice of the consumer must be one of the 
important forces that keeps countervail- 
ing power in balance. 

The conclusion is obvious. If we are to 
remain an important part of our economy, 
it will be because of the impact we can 
put against consumers. 


# Let me remind you, our concern is al- 
most entirely with consumer goods in- 
dustries. Any business we deal with may 
roughly be divided into three functional 
operations. 

First is the production of a product. 

Second is the marketing of that prod- 
uct as far as the retail outlet. 

Third is the marketing of the product 
from the retail outlet to its ultimate con- 
sumption. 

With or without our help, most busi- 
nesses are capable of fulfilling the first 
two functions successfully. 


s But when it comes to the third—the 
marketing of a product from the retail 
outlet to its ultimate consumption, the 


function upon which the success of the 
other two depends—they call upon our 
experience, our judgment, and our skill 
to aid them. 

They may navigate the ship across the 
storm-tossed Atlantic alone. But when 
they want to enter the snug harbor where 
consumer sales are made, they pick us,up 
as pilot. 

We are invited into this tripartite oper- 
ation only because we are specialists on 
the consumer, and in ways to influence 
him. We can discharge our responsibility 
only in proportion to the sales impact we 
can put against consumers. 


? 
s It is not our duty to search out other 
ways in which we can serve our clig@nts. 
This one way is enough. Our usefulffess 
must stand or fall on our ability to pro- 
duce persuasive advertising; to proyide 
effective sales impact against consungers. 

But we should never, never stop seafeh- 
ing for ways to make our advertising @ver 
more effective. That search already thas 
and may well continue to lead us gnto 
supplementary activities. The imporgant 
thing is that both we, ourselves, and jour 
clients realize that these other activities 
are supplementary, and why we engage 
in them. Let’s keep a sense of values} 

Let me remind you how often we Have 
heard it said that magazines sell ga®ds 
Newspapers sell goods. Billboards ell 
goods. Radio sells goods. Television Sells 
goods. 

Do we ever let such statements go tin- 
challenged? If we do, we are selling ur 
greatest skill down the river. For you 
know as well as I do that none of these 
media sell anything, other than spac@ or 
time 


advertisements, the 
advertisements that go 


gs Only the printed 
or spoken into 
this space and time sell goods. Only they 
can make people want something badly 
enough to buy it. 

Granted, if these advertisements 
effective, the skillful buying of media 
can increase their impact, But if they are 
ineffectual to begin with, no media skill 
can breathe life into them or crown them 
with success 

I have volume 
written on the subject of advertisements 
in the comic supplements of Sunday 
newspapers. 

The single purpose of this study was to 
determine the relative values of positions 
under the various editorial comics. 

In general, research found that the 
noting and reading of a sequence picture 
advertisement bore some relationship to 
the popularity of the editorial strip above 
it. And the prize position, naturally, was 
under the most popular of all the edi- 
torial comics 


are 


seen a a thick one 


s These are good things to know. But this 

study would be more useful if it ended 

with this admonition: 
“It is recognized that creative ability 
can reverse the findings of this re- 
search. A really outstanding advertise- 
ment placed under the least popular 
comic will beat the everlasting pants 
off a mediocre ad under Dick Tracy.” 
If we don't keep this point of view ever 
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before us, we are underselling our great- 
est skill. !t is to let 
statistics pinch-hit for ingenuity 


too easy, sometimes, 


In TV. It's the Commercial 

Now think of the time we spend, these 
days, talking about television. 

But do we commercials with 
clients to the same extent that we discuss 
a show, or the time-slot we can get for 
it? 

If we believe a product belongs in tele- 
to our people, 


discuss 


vision, do we ever say 
“Come up with a commercial idea so en- 
gaging, so persuasive, so hot that it will 
force us to find a program to put it in?” 
ever think as an 
engagement ring? An ring 
in which the entertainment is the plati- 


Do we of television 


engagement 


num setting and the commercial is the 
valuable square-cut diamond? 
If we had to make a choice, would we 


rather have a diamond set in silver than 
a zircon set in platinum? 


8 Do we believe with the deep and abid- 
ing faith of a Hindu mystic that the com- 
mercial is the Sun around which the en- 
tire planetary system of television re- 
volves 

If not, we are underselling our great- 
est skill. But let me remind you, even if 
we do believe these things, we are still 
underselling our greatest skill if we don’t 
these points of 


“educate our clients to 


Ww 
zy. have all seen outstanding television 
@ftertainment fail to produce sales vol- 
Wme large enough to justify its cost. Is 
this because the cost is too great or the 
cC@mmercials are not great enough? 
8 I've seen a client's business doubled by 
participation in television shows that had 
f@ ratings, but the commercials were out- 
st€ndingly persuasive 

And after analyzing this sales increase 
his 100% sales increase—after analyz- 
ing it inside out and backwards, there was 
Gething to which it could be attributed 
othe: the commercials. 

The commercial is the Sun around 
Which the entire planetary system of tele- 
vision revolves 


than 


®@ Now here's another reminder 

We proudly proclaim that advertising 
fs Based on facts. But all too often we fail 
to make known that it is based on two 
kifids of facts 

It is based on the facts that are inher- 
ent in the product. But it is also based on 
the stern facts of life—on the desires and 


disappointments, and ambitions and frus- 
trations, and restraints and excesses, and 
meannesse and magnanunities, and on 
the selfishness and nobility of that com- 


plex organism, the human being—on the 


facts that make up the intricate process 
of living in our modern civilization 

® Our skill comes in being able to trans- 
late the facts of a product into the facts 
of life. And every client we have collec- 
tively should realize this. If they don’t, 
we are underselling our greatest skill. 


Let’s never un- 
for one minute for- 
And let's 
that business which does 
make our greatest skill 


Let’s not undersell it 
dersell it. Let's never 


business we're in. 


get what 
add no service to 
not help us to 


more effective 


Cart Before the Horse? 

We've all heard it said that more and 
more the advertising agency is becoming 
a marketing organization. Every time we 
give credence to that belief, we are les- 
sening our importance and W eakening our 
value to advertisers. 

And if an advertiser employs any of 
us with the belief that primarily we are 
a marketing organization, he is exhibiting 
a sad lack of understanding as to the 
value of advertising and the purpose of 
the dollars he entrusts to our investment 
skill. 

Furthermore, he is revealing complete 


misunderstanding as to why we enter the 
field of marketing at all. And if he doesn’t 
understand why, we have again sold our 
greatest skill down the river 


® Don’t for a minute misunderstand me. 
We belong in the marketing picture. Our 
responsibility to advertisers and to con- 
sumers—to the successful selling of mer- 
chandise and the continuous satisfaction 
in its purchase and use—this responsi- 
bility puts us into marketing with both 
feet. 

The important thing is for us to know 
exactly why we are in it, and for our 
clients to know exactly why we are in it 

Why are we in it? 


® | doubt if there is anyone in this room 
who won't readily admit that, in the his- 
tory of our business, there have been ad- 
vertising failures as well as advertising 
successes. 

But I think that everyone here will 
agree that some of the past failures attri- 
buted to advertising should have been 
blamed on weaknesses in the marketing 
of the product, including everything from 
unintelligent distribution to weevils in 
the package. 

We must be actively and intelligently 
engaged in the operation of marketing 
because there is no single phase of mar- 
keting that cannot weaken the impact of 
advertising on consumers. 

It is academic (and perhaps imperti- 
nent) to remind this professional group 
that if a product had no distribution in 
Missouri, the impact of its advertising 
in Missouri would be relatively weak. 


@ It is presumptuous to remind you that 
if a product we advertise is seriously un- 
derpriced by an aggressive competitor 
who makes a product of comparable 
quality, this price differential can weaken 
or even nullify the impact of the adver- 
tising we prepare. 

Need I remind you that if a competi- 
tor’s related item displays are staying up 
longer than our single item displays, or 
are being used in more stores, the impact 
of our advertising is being weakened? 

If our competitors’ shelf positions, or 
his outlet locations are better than ours, 
if his package is more attractive, if his 
three for 27¢ pricing is more inviting than 
our 9¢ each, if his more strategic location 
or warehouses get his product to con- 
sumers faster or fresher, if his identifi- 
cation of outlets is better than ours, if 
the trade likes his sales policies better 
than ours, if his sales force is abler than 
ours and makes his product more widely 
available—any and all of these conditions 
can weaken the impact of our consumer 
advertising. 


® If we have no clear picture of qualita- 
tive as well as numerical distribution, if 
we don't analyze sales figures by dis- 
tricts and relate them to budgets and 
quotas, if we don’t study territorial sales 
in relation to potentialities as indicated 
by department store sales, bank clear- 
ances, and all the indices of buying power, 
we are preparing advertising, not in an 
ivory tower but in a vacuum, And we 
may be asking that advertising to step up 
to bat with two strikes already on it. 

If we do not help to ferret out the 
weaknesses and mistakes in the market- 
ing of any product, if we do not help to 
find ways to correct these weaknesses 
and mistakes, if we permit them to exist, 
to compound, and to work against us, we 
risk serious dilution of the consumer im- 
pact of our advertising. 

And if it is diluted, we invite and en- 
courage a lessening of respect for adver- 
tising throughout the client's entire or- 
ganization, from the president down. 


@ These are the true reasons why we in- 
vaded the field of marketing. These are 
the reasons why we must devote increas- 
ing energy, ingenuity, acumen, and judg- 
ment to this important subject. 

Let us never forget these reasons. Let’s 
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The Creative Man's Corner... ? 
: 
‘ 
‘ 
‘ 
‘ 
- = ‘ 
Problem in Semantics 3 
‘ 
‘ 
“The same gentlemen adventurers,” says the copy in this Hudson's Bay : 
Scotch ad, “who lived dangerously in their own age bequeathed to the new ; 
world a whisky that serves today in select company as a medium for friendly ; 
companionship. Such is the romantic ‘ 
background of the superb whisky that, : 
since 1701, has been acclaimed as the , 
best procurable.” 

These two statements provide a chal- 
lenging problem in semantics, as does 
the headline, which states, “Preferred 
in Select Company for more than two 
centuries.” 

Just what, for example, is “select 
company?” If it involves a bunch of 
gay blades who engage in a duel to 
the death after a couple of swigs of 
Hudson’s Bay, then neither the com- 
pany nor the whisky are for this life- 
loving soul. 

And who were the “gentlemen ad- 

Mea) ~ ype venturers?” Mr. Hudson and Mr. Bay? 

e en And if they were in business together, 
‘ Setomed os the bre how come the duel? Do the Bronfman 
3! brothers start every Seagram day by 

We, S meeting in Central Park at dawn with 

bd oR seconds? Mr. Sam and Mr. Rosenstiel, 

, ee ; maybe. But not Mr. Sam and anyone 

Tudsons Bay within even the fourth degree of kin- 
PRE « * maw dred. 

7725 Th) ,) And what has a background of 

Siwk ws) smppmbee bloodletting to do with a whisky that 

. > ° has been acclaimed as the best pro- 

; ‘Blended Scotch Whisky curable? As a matter of fact, just who ) 
t op, ORS See acclaimed it in those terms? Some 
) Ienported by HUDSON'S BAY COMPANY, ine. New Hoe eighteenth century copywriter with a 
1 eS eee §6§©=6quill pen and a handy, free, sample 
bottle? 

Such copy as this of course—*“prestige copy,” they call it in the trade— 
is not to be read critically. It is, rather, to be savored, rolled on the tongue ; 
and swallowed quickly. Swallowed quickly, words can be intoxicating, too— 
even at 86.8 proof. 


make sure that our clients never forget 
them. Let’s always remember that our 
major responsibility is to inform and in- 
fluence the consumer, and we are the 
only part of the whole complex system of 
business whose major concern is the con- 
sumer 


Essence of the Agency Business 

Now if I may, I should like to sum up. 
Here is the point of view about which we 
should constantly remind ourselves: 

1. The advertising agency business is 
not a business of multiple separate serv- 
ices. 

2. It is primarily a business that offers 
a single and vitally important skill to its 
clients. 

3. That skill is to provide impact 
against consumers through the evolve- 
ment of effective sales strategies, and the 
translation of those strategies into pro- 
vocative and persuasive advertisements. 

4. Our active and skillful participation 
in marketing, or research, or theatrical 
productions, or any other supplementary 


The Eye and Ear Department... 


activity is for the purpose either to 
strengthen the consumer impact of our 
advertising, or to help correct conditions 
that can weaken it. 

5. If we are to develop our greatest 
skill to ever greater effectiveness, and 
thereby perpetuate our usefulness, we 
must never sell it short, we must never 
treat it inconsequentially, we must never 
demote it to a lower level of importance 
by overemphasizing any supplementary 
service we offer. 

Let me remind you that just so long as 
the impact we put against consumers is 
effective—the impact we put against con- 
sumers, not against anything else—just 
so long as this impact is effective, just 
so long are we in business. And not one 
minute longer. 

So for the good of all of us—individu- 
ally as agencies and collectively as an 
economically important industry—let us 
never, either within our agencies or 
among our clients, let us never for a 
single minute forget what business we’re 
in. And let’s not let them forget it, either. 


More News-Less Equipment 


CBS-TV, at 3:30 every Sunday, pre- 
sents Ed Murrow in a half-hour program 
sponsored by Aluminum Co. of America 
called “See It Now.” The program is 
largely built around Murrow, a man with 
a voice such as the Archangel Gabriel will 
use on Judgment Day without quite the 
same self-awareness of it. 

“See It Now” has to do with happenings 


of the week—as they concern either 
events or personalities. And, insofar as 
it presents events or personalities, “See 
It Now” is an absorbing program. Un- 
fortunately, the camera shows too much 
of Murrow now. Murrow seated before all 
the mechanical equipment that brings you 
the program. Murrow as the embodiment 
of the CBS-TV news gathering facilities. 
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of any farm magazine 


published in a generation 


in ADVERTISING LINAGE and in TOTAL PAGES, the 
April issue of The Progressive Farmer is the BIGGEST 
issue of any farm magazine published in a generation. 


weer BK 


% Progressive Farmer 


And this is only one in a series of record-breaking issues. 
For eight consecutive months, The Progressive Farmer has i 
published the biggest issues, for these months, in its 66-year i 
history—the biggest in total pages, in advertising volume | 


mY REE RR ST ne P 


and in circulation. 


The Progressive Farmer is FIRST among all farm 
magazines in advertising linage for the first four months 
of 1952 and leads all other farm magazines in linage gains. 


January - April Gain or Loss over : 
COMMERCIAL ADVERTISING LINAGE 1952 Issues January-April, 1951 i p 


The Progressive Farmer’ 266,353 +46,270 (ff 
: Country Gentleman 249,153 - 12,095 
| Successful Farming 183,981 +10,016 he 
Farm Journal 162,651 +4743 2 
Capper's Farmer 157,512 + 25,845 2 
Form & Ranch with Southern Agriculturist 118,346 ~ 8,304 
(Southwest Edition) Seure: form Publication Reports, Janvery March 


“Average all editions. The Progressive Farmer Measurements, April 


The Progressive Farmer also leads al! other farm magazines 
in advertising linage gains, 1951 over 1950, 1950 over 1949, and 
in total post-war gains. 

The Progressive Farmer circulation is at an all-time high... 
1,194,000 subscriber-families who are far more prosperous than 
ever before. The South’s 1951 cash farm income was over 
$9 BILLION ...another all-time high...11°% over 1950. 


Where else can you find such a remarkable record of progress 
by a magazine and the market it serves? 


The Progressive Farmer 


| PAUL HUEY. Vice-President and Advertising Manager H. EARL BUTCHER, V. P. and Eastern oan \ paeeed OSCAR M. DUGGER, V. P. and Western Advertising Manager ing Offices : Pp 
ifte Coast: Edw S$. T 4c 
Birmingham 2, Ala. « Telephone : 54-2571 250 Park Ave., New York 17 © Plaza 9-092 Daily News Bidg., Chicago 6 « Central 6-3400 RALEIGH . Mucuents * DALLAS “os Prensa . ss haguis . 


SOUTHERN 
FARM FAMILIES 


THE SOUTH 
SUBSCRIBES TO 
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66 
The program, in this respect, is as self- 
conscious as radio comedians who make 
jokes about radio or other comedians. It 
takes you into the studio rather than out- 
side it. In fact, it take 
trol room. For the uninitiated, this can 
be fascinating once or twice jut after 
times, Murrow and CBS- 
TV's equipment begin to take up too 
much of the time and the screen 

The Aluminum Co. has bent over back- 


you into the con- 


three or four 


ward to make the program as much of a 
public service as it can be made. Murrow 
isn’t even obligated to give a commercial. 


It seems, to this Department anyway, that 


Salesense in Advertising ... 


Murrow and CBS should at least be obli- 
gated to deliver a program, rather than 
an excess of profiles, three-quarter shots 
and close-ups of Murrow and CBS facili- 
ties 

The Aluminum Co., in its commer- 
cials, bends over backward to give other 
companies credit for developments em- 
ploying aluminum. But Murrow and CBS 
seem to bend in only one direction—for- 
ward—as one does when taking a bow 
And while television and announcers are 
interesting, they are interesting chiefly 
for what they bring you, not for how they 
bring it. 


Try to Make Your Copy Consistent 
with Ordinary Human Experience 


Woo Le 


it has always seemed 


By James D 

A risky procedur¢ 
to me, is that of asking readers or lis- 
teners trustfully to accept copy state- 
ments that are in sharp contradiction to 
ordinary human experience. The truth 
of such statements does 
not justify their use if 
they strain too severe- 
ly the credulity of the 
prospective purchaser 
incon- 
sistent popular 
and generally accepted 
beliefs at once become 


Claims acutely 
with 


Suspiclous 
When Paul du Chail- 


Woolf lew 
seriously, 


fares 0 
S@nc 50 years ago, of the pygmies in 


ica, and told of other marvels in the 


lu wrote 


Wilds, many men smiled, called his books 
@@ertaining yarns, and refused to give 
them more than partial credence. That 
Was because what he said seemed to be 
$0 inconsistent with ordinary experience 
Ac when John Mandeville wrote of be- 
ings who had no heads, but had eyes and 
mouths between their shoulders, readers 
refused to take his words for more than 
fairy tale: 


count had been absolute fact, it would 


Even if every word of his ac- 


have been received with disbelief 


eI hold to the view that too much ad- 
vertising asks its readers to accept un- 
likeiy and improbable situations. For ex- 
ample, the family—-mom, pop, and the 
kids o overjoyed with its new miracle 
dishwashing powder that it dances ring- 
around-the-rosy in the kitchen to the 


tune of “Happy Days Are Here Again.” 
Or the implausible little girl, her face 
radiant, who “claps and cheers” when 
mom brin her vitamin tablets to her 


The fact that such people and such situa- 


tions may actually exist is beside the 


point Wher in 


fit 
a benefit 


advertisement portrays 
contrary to all reason- 
able expectation, how can there help but 
be a loss of reader confidence” 

Not in every case, of course, but very 
often, it is a safe procedure to start off 


statement with 


an advertisement witt 
which :‘the reader will ver likely agree 
By opening up with an assertion that will 


be accepted by the der without argu- 


him into more 


ment, the task of k 
perilous waters is made easier and safer 
The reader is thus put into a receptive 
state of mind for succeeding statements 
that may be less self-evident, and at least 
a small degree of confidence has been 
instilled in his mind 

@® The Pond’s headline—‘“After 25 drying 
skin begins to show!”—is a completely 
credible statement that most women will 
accept without question. It is consistent 
with their experience and observation 
Equally credible is the Spencer Supports 
headline, “Do You Look Older because 


your breasts sag?” There is such a strong 
element of likelihood in this question 
that the reader will accept it in good 
faith. 

The Admiral Dual-Temp refrigerator 
color page in a recent issue of the Sateve- 
post puts a severe strain on my credulity. 
Iijlustrated in color are two tomato halves 
and the reader is asked, “Which was kept 
in an Admiral?” The tomato half on the 
left couldn't look fresher and more flavor- 
ful if it had been cut in half while still 
hanging on a dew-kissed vine, despite 
the fact that it had been left uncovered 
for five days in an Admiral Dual-Temp. 
But the tomato half on the left! I don’t 
know when I have seen anything so re- 
volting. It is the most unsightly caricature 
of something the cat dragged in that you 
can imagine. It, too, had been left un- 
covered, but in “an ordinary refrigerator.” 

I am not contending that this illustra- 
tion, which appears to be a photograph, 
is not an honest portrayal of exactly 
what happened when the comparative 
test was made, And I am willing to as- 
sume that by “an ordinary refrigerator” 
Admiral refers to its principal competitors. 
What I do contend is that few readers 
will believe their eyes when they see this 
picture. It is just too incredible no mat- 
ter how honest it may be. There are 
many excellent refrigerators on the mar- 
ket, and to ask the reader to believe that 
only Admiral Dual-Temp achieves the 
incredible result illustrated is not con- 
sistent with ordinary experience. The dif- 
ference in appearance between the two 
tomato halves is several thousand per 
cent, a result that is contrary to all rea- 
sonable consumer expectations. A differ- 
ence of 30% or so would be an important 
competitive distinction, and one that the 
reader would readily believe. 


® Another case in point, or so it seems 
to me, is the Rock Island spread in a re- 
cent issue of the Post. “Our Railroad? No! 
YOUR RAILROAD...the Rock Island,’ 
proclaims the headline in huge Gothic 
type. Aside from the fact that the reader 
is not likely to believe this piece of 
sophistry, what is there about this ap- 
proach that will light up his eyes with 
lively interest? He can guess, after that 
headline, that what follows in the text 
is going to be pretty dull stuff. And he 
would guess correctly—it is. “Your ticket 
is not only a fare, but also a share in 
YOUR RAILROAD—the Rock Island.” 
Even if the reader accepts his part own- 
ership of the Rock Island as gospel truth, 
which he won't, I fail to see what this 
costly ad will accomplish. The copy in 
no way interprets the railroad in terms 
of the reader’s problems and needs, a 
weakness that is characteristic of a great 
deal of so-called institutional advertising. 

In general, speaking of institutional ad- 
vertising, I feel that it ought to deal with 
products and product benefits to the full- 
est extent possible. The achievements of 


the advertiser as a sociologist, as a patri- 
ot, as a pillar of strength in the nation’s 
economy, and so on, are more likely to 
be real to readers, and vastly more a 
matter that concerns them intimately, 
when visualized for them by the con- 
crete product itself—the object or thing 
they put up their money for. A man can’t 
smell or taste or feel an economic theory, 
or a business philosophy, or a platform of 
integrity and good works “since 1845.” 


@ But I am straying a bit from my thesis, 
which is that advertising must be be- 
lieved if it is to be effective as an instru- 
ment of persuasion and salesmanship. 
Truth in itself is not always enough, be- 
cause sometimes truth is stranger than 
fiction. When truth promises more than 
the reader is likely to believe, when the 
facts are too far out of line with ordinary 
human experience, then I think the copy 
man should write with restraint. 

It isn’t difficult to write credible copy. 
People want to believe good things about 
the advertiser’s product. They want to be- 
lieve a new tonic will restore their lost 


Tips for the Production Man... 
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hair. They want to believe that vitamin 
pills will give them new health and en- 
ergy, and that cosmetics will give new 
lure to their skin. They want to believe 
that they can be as sturdy as Lionel 
Strongheart, as alluring as the movie 
stars, as winning as Dale Carnegie. Ev- 
ery man is really two men, wrote Lord 
Chesterfield, the man he is and the man 
he wants to be. 

“We believe a thing,” wrote Frederick 
H. Lund, “as long as there is nothing in 
our experience to make us doubt its re- 
ality. We believe in Santa Claus and in 
fairies until we realize the incompatibil- 
ity of their existence with known facts 
We believe in the reality of a statement 
as long as there is nothing to dispute or 
contradict it.” 

There is no doubt about it: people want 
to believe. When advertising isn’t be- 
lieved, and much of it isn’t, the adman 
has resorted to copy claims that are in 
sharp contradiction to ordinary human 
experience. 

The most powerful thing in copy is the 
incontestable word. 


Format Redesign an Admission of Weakness? 


By KENNETH B. BUTLER 

In my opinion many regularly issued 
publications, catalogs, and mailing pieces 
grow stale and stodgy because the pro- 
duction people involved fear to make any 
very noticeable changes because they fear 
it may be interpreted as an admission of a 
weakness. 

In a forward-looking and forward-mov- 
ing world, this is about as silly a reason 
for inertia as one can imagine. When a 
man sports a new suit he doesn’t worry 
that his friends will think his old one 
was getting shiny at the seat. When he 
buys a brand spanking new 1952 model 
Buick he doesn’t fret as to whether the 
new features in his gas buggy are an ad- 
mission that the car was all wrong before. 


@ It’s a fine, nostalgic thought that the 
readers like it as it is and as it has been 
for so many years. But has the copy re- 
mained static, or has it kept pace with the 
changing times? If the latter, shouldn't 
the package keep pace with the reader 
content? Should pride prevail? Or should 
format and typography be re-assessed at 
timely intervals? 

The proud old Saturday Evening Post 
subjected itself a few years back to a 
sudden and rather complete face-lifting, 


with eminently successful results. A few 
nice old ladies up in New England may 
have written in, but as we know most 
readers and advertisers liked the changes 
and said so at the box office. 

Many a_ successful newspaper has 
changed to a decidedly different type 
dress and promoted same as a forward 
move aimed to improve readability, to 
permit editors greater flexibility in pre- 
senting the news. 


8 Innovations in format, typography and 
layout may be introduced gradually, a 
few at a time, and thus accomplish the 
desired results without resorting to any 
apparent radical change at any one time. 
Thus style of cut captions may be altered 
at one time; headline face at another; in- 
troduction of color be accomplished grad- 
ually; changes in style of text type or text 
treatment bit by bit, etc 

Possibly the type faces employed are 
in themselves entirely satisfactory, and 
the only changes needed may involve the 
placement and creative handling of head- 
lines...or the use of illustrations in new 
ways...new concepts of spacing...or 
change style and handling of blurbs. 

Layout and typography does not stand 
still. But the production man who fears 
change may stand still, like death. 
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THE JOURNAL 
MEDICAL ASSOCIATION OF GEORGIA 


EFFECT OF CORTISONE (CORTONE) AND PITUITARY ADRENO 
CORTICOTROPHIC (ACTH) HORMONE ON PLLMON ARY 
DISEASES AND CONDITIONS 
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of the MEDICAL ASSOCIATION OF GEORGIA 
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Introducing 


MISS 1952 


WEAKNESS?— Nothing could be more thoroughly steeped in tradition than a medical 
journal; yet this redesign improved format from cover to cover. 
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Whisky Bottle Is 
Down: Pastor Guns 
for Big Beer Sign 


Denver, April 15—Now that 
Brown-Forman Distillers Corp. 
has agreed, under public pressure 
(AA, April 14), to remove its 
giant Old Forester bottle from the 
skyline, at least one Denverite is | 
gunning for a downtown beer sign. 

Dr. Erdman Smith, pastor of the 
city’s First Baptist Church, is 
agitating his flock to get after a 
sign for Country Club beer. It is 
about 20’ high and located atop a 
two-story building a few blocks 
from the capitol building. 

“I don’t even know the brand 
of beer advertised,” the pastor 
said, “but it is the first thing that 
strikes the eye of a tourist as he 
approaches the downtown section 
either from the east or south.” 


s Although Dr. Smith stated that 
“practically all the signs along the | 
streets and highways are mon- 
strosities,”” he made no mention of 
a Phillips Petroleum sign of about 
the same size as the Country Club 
sign and directly adjacent to it. 

“I think the city administration 
was very remiss in not anticipating | 
the marring effect these signs have | 
on the city’s beauty and taking) 
steps to prevent their installation 
in the first place,” he added. 


18 Book Publishers 
Sponsor TV Show 


Los ANGELES, April 18—Book| 
publishers and dealers are going to 
use television here to point out that 
the new medium can never take 
the place of books for both infor- 
mation and pleasure. 

“The Vallely Book Parade,” a 
discussion program, bows over 
KNXT on April 20. Plans call for 
discussion of several books on each 
program by Lorita Baker Vallely 
and her daughter, Pat. Commer- 
cials will stress the pleasure of 
owning and reading books. 

The co-sponsors are 18 leading 
publishers and 20 members of the 
Southern California Booksellers 
Assn. Books covered on the TV 
show will be promoted the follow- 
ing day in member stores. 

Publishers’ participating are 
Crowell, Crown, Doubleday, Dut- 
ton, Farrar, Straus & Young, Har- 
pers, Houghton Mifflin, Greystone 
Sunset Books, Little, Brown, Mc- 
Graw-Hill, Prentice-Hall, Put- 
nam’s, Random House, Rinehart, 
Schuman, Simon & Schuster and 
Viking. 


‘Farm Journal’ Shifts Two 

John A. Millington, formerly in 
the marketing division of Farm 
Journal Inc., Philadelphia, pub- 
lisher of Farm Journal and Path- 
finder, has been transferred to the 
Chicago advertising sales office of 
Farm Journal. Robert J. Lee has 
been appointed to Mr. Millington’s 
duties in the marketing division. 


Two Join Russell, Harris 

David Orthwein, formerly with 
Knox Reeves Advertising, San 
Francisco, has been appointed an 
account supervisor of Russell, 
Harris & Wood, San Francisco 
Frank Seoane, also previously of 
Knox Reeves, has been appointed 
copywriter and head of the food 
research department for RH&W. 


Liquor Account to Wilbur 


Seggerman-Slocum Corp., liquor 
distributor, has appointed William 
Wilbur Advertising, New York, to 
direct its national and trade ad- 
vertising. Dundon Associates is the 
previous agency. 


Walter Cramp Joins Reach 


Walter Cramp, formerly adver- 
tising and sales promotion manager 
of Industrial Tape Corp., New 
Brunswick, N. J., has joined) 
Charles Dallas Reach Co., New) 
York, as an account executive. 


Kuhre Joins Axelsen Agency 

Mrs. Dorothy Kuhre, at one time 
with the art staff of Cunningham 
& Walsh, New York, has been 
named production and art director 
of Axelsen Advertising, Denver. 
Her most recent post was assistant 
art director in the promotion de- 
partment of the Salt Lake Tribune- 
Telegram. 


Louchard Named Copy Chief 


Alfred L. Louchard, formerly 
copy chief with Neale Advertising 
Associates, Los Angeles, has been 
appointed copy chief of Theodore 
H. Seagall Advertising, Sar. Fran- 
cisco. He replaces Lois A. Stan- 


field, who has left the agency be- *~ 


cause of ill health. 


ABC Adds Farm Publication 

New Mexico Agriculture, Las 
Cruces, N. M., has been admitted 
to membership in the Audit Bu- 
reau of Circulations. 


Towle Named WCRB Rep 

James Towle, member of the 
sales staff, has been appointed 
Needham, Mass., representative of 
WCRB, Waltham, Mass. 
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E BLAZERS ! 


Put Your Hat in the ring! 


Advertising Specialties Division 


PHILADELPHIA 
BADGE conrany, inc. 


1007 FILBERT ST., PHILA. 7, PA. 
Established 1900 


Lots of folks are letting point-of-sale advertising 
go to their heads . . . with big profit results. 

Put your hat in the sales ring. Use SALE 
BLAZERS—bright, new, lightweight plastic 
badges for hats, caps and uniforms. So light, 
they won’t tear cloth—even on shirts and dresses. 

SALE BLAZERS come in a wide choice of 
clean, sharp colors, priced for economy. Send 
coupon below for the new SALE BLAZER cata- 
log, with dozens of ideas for buttons, badges, 
— plaques and plastic display signs. 
' Get your copy today! 


SG a aaneanaeaeg 


PHILADELPHIA BADGE CO., INC. 
1007 Filbert Street, Philadelphia 7, Pa. 


I am interested in any plans or ideas that will hel 
increase sales. Please send me your new SALE BLAZE 
Brochure. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


Rube! Decries Woolf's Comments on Agency 
Commission System: Wrong Interpretation Given 


To the Editor: I was amazed to 
read James W. Woolf's article in 
the April 7 issue of ADVER- 
TISING AGe which quotes me 
as saying, in my recent speech 
in Cleveland, that the “agency 
commission system is doomed.” 

I did not make such an asser- 
tion in my speech, and I don’t be- 
lieve the agency commission sys- 
tem is “doomed.” Neither do I be- 
lieve that it “won't last much long- 
er,” as Mr. Woolf says I do. 

What I did say, and what you 
reported—correctly—in ADVERTIS- 
ING AGE, was that I do not believe 
the 15% commission system is ade- 
quate in many cases to cover the 
added costs of providing the serv- 
ices which advertisers now de- 


mand from agencies. 

This is, I believe, a far different 
thing from Mr. Woolf's assertion 
that I do not expect the commis- 
sion system to survive. I do ex- 
pect the commission system to sur- 
vive; I am confident that it will 
survive. I am equally confident 
that in more and more Cases, agen- 
cies will find that the 15% com- 
mission is not enough, and that 
additional fees must be collected 
from clients. 

Actually, what Mr. Woolf is 
talking about is very much the 
same thing that I am talking about, 
but his unfortunate attribution of 
words to me which I did not use, 
may cause some readers of his 
piece to believe that I am advo- 


cating discarding of the 15% com- 
mission. This is just about as far 
from the actual case as you can 
get. 

What I said in the speech to 
which Mr. Woolf alludes was in 
part as follows—and I am quoting 
verbatim from the text: 

“The 15% commission is the 
foundation of agency compensa- 
tion. Every one has different needs 
and the commission compensation 
can’t begin to be the final and 
complete measure of the agency’s 
compensation. . .It is only a tenta- 
tive measure subject to adjustment 
based on the cost of the service 
required by each advertiser. . . 

“Some are suggesting a commis- 
sion of 174%% or 20%; some want 
the agency to retain the cash dis- 
count. But these changes could not 
possibly answer the problems... 


IF YOU WANT YOUR 


CATALOGUE-OR BOOKLET = 
OR HOUSE ORGAN - 


, TO BE READ FROM COVER 


TO COVER... 


BE SURE (7 


| 


Hi} 


HAS A COVER 


Di Ne 


: REFERABLY, a cover of BUCKEYE 
or BECKETT—the good-looking, 


long-wearing cover stocks which 


have long been the first choice of 


admen and printers everywhere. (F 
14 colors, 9 finishes, to choose 


from in the BUCKEYE line; 


a 
’ 


10 colors, 9 finishes, in the 
lower-priced but very attractive 
BECKETT line. New sample books 


on request. 


tHe BECKETT 


PAPER COMPANY 


Makers of 
Good Paper 

in 
Hamilton, Ohio 


Since 1848 


It would take 30-40% on trade pa- 
per space, at least 20-25% on cer- 
tain weekly newspaper space, etc.” 

And toward the end of my talk 
I said: 

“The commission is the founda- 
tion of agency compensation, but 
just as a finished building needs 
more than a foundation, an agency 
must be paid adequately to do a 
complete job... 

“To the question—Does_ the 

agency earn the 15%?—I make 
{the categorical answer, Yes. Ad- 
vertisers now are getting the bar- 
gain of their lives. It will cost 
them far more for agency service | 
in the future.” 

You will agree, I am sure, that | 
this is a far cry from any declara- | 
tion that the commission system is | 
“doomed” or “won't survive” and} 
I shall very much appreciate your | 
setting the record straight in this 
important regard. 

Ira W. RUBEL, 

Rubel, Fields, Godow & Law- 

rence, Chicago. 

© * . 
Vote! | 

To the Editor: WE’RE BEING} 
OUTSOLD! Business men should} 
be ashamed of themselves. They 
gripe about the caliber of our po- 
litical leadership, but it seems they | 
do little to help SELL the masses 

| on exercising their American pre- | 
| rogative of voting at election time. 
It’s the active organized minority 
| that has been winning elections! 

With the pitiful percentage of 
potential votes cast in our general 

elections it seems timely to ask, 
|“Are we to call ourselves sales- 
men?” What have we been doing 
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to encourage and persuade the 
American people to get out and 
vote? 

Surely, with approximately 40% 
of the voters staying away from 
the polls, our problem is clear. I 
believe most business men would 
agree to relinquish ten words on 
his radio and TV commercials to 
run a “tag line,” “Be Sure to Vote 
Nov. 4.” It could be started about 
a week or two in advance and 
should result in a considerably 
higher percentage of our voters ex- 
pressing themselves on election 
day. 

Surely every business man— 
every adman—could understand 
the desirability of such a concen- 
tration. Surely they would cooper- 
ate in selling the use of the ballot 
to Americans. Then we could say, 
“We're NOT being outsold!” 

Perhaps—you and your publica- 


| tion could do something about it 
| —at least it’s a beginning point. 


W. MARSHALL GIESECKE, 
R. J. Potts-Calkins & Holden, 
Kansas City, Mo. 

. + 
Motorola Claims Bigger Ad 
Expenditures Than Shown 

To the Editor: In your March 17 
issue, you published a list of the 
largest advertisers. I was sur- 
prised to see that Motorola Inc. 
was not included. I know the fig- 
ures were furnished by Leading 
National Advertisers, and I have 
written to them also. 

Last year we ranked 77th. This 
year we should be 69th. 

While I have been away on 
vacation, I’ve had the investment 
figures checked. They are en- 


The Conrier-Zonrnal — 


THE LOUISVILLE TIMES" 


Owners and operstors of Radio Station 
364,123 DAILY * 


WHAS and Television Station WHAS-TV 
293,426 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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closed. Will you please run a cor- 
rection for us? 
Euuis L. REDpDEN, 

Director of Advertising and 

Sales Promotion, Motorola 

Inc., Chicago. 

Mr. Redden reports 1951 ex- 
penditures in the media covered 
by AA’s March 17 report as fol- 
lows: 

National magazines ....$780,961 
Farm magazines ............85,140 
Ist half of 1951 cost 
of Four Star Revue ...821,460 
East-West football game, 
Ce ee ee Rr ne 135,000 
Radio net, East-West foot- 
ball game (one-third 
Cy dinditnincontipeittiniiininss 24,315 
MacArthur visit to 
Washington, TV ........ 49,565 

This totals $1,896,441, and does 
not include $105,074 in trade and 
export advertising, he says. 

AA has also been advised that 
Libby, McNeill & Libby figures 
in the same list were understated 
by about 60%, and that if this 
company’s figures were shown cor- 
rectly, it would have jumped 35 
places higher in the list. 

If other irate advertisers are get- 
ting ready to protest, AA hastens 
to add that the figures are supplied 
by Leading National Advertisers, 
which measures the various media. 
In the case of Motorola, it may be 
that TV and radio totals include 
talent costs, which LNA does not 
measure. 

7 e © 


Reader Agrees on Raleigh's 
‘Limited Advertising’ 


To the Editor: Seems to me 


there was a controversy in your 
columns some months ago about 
Raleigh cigaret advertising. As I 
recall, ADVERTISING AGE took ex- 
ception to the manufacturer’s 
claim that Raleigh coupons did not 
constitute advertising but were, 
rather, “bonuses” to the consumer, 
made possible by limited advertis- 
ing. 

For the past few weeks, my sub- 
way rides have been “enlightened” 
by a Raleigh car card. It shows a 
gal in a negligee pointing a shape- 
ly nylon-clad limb. The caption: 
“Know How I Got These Stock- 
ings for Free?...Guess Again.. 
Raleigh Coupons!” 

I agree with the manufacturer. 
This is very limited advertising! 

WILLIAM CALLENDER, 
New York. 
- + 7 
Reprints ‘Letters’ Feature 

To the Editor: We would like 
to reprint in one of our company 
publications, “Lipton News,” [the 
feature] “Letters Should Make a 
Good Impression,” by Whitt 
Northmore Schultz. This article 
appeared in the March 3 issue of 
ApvertTisinc Ace. We will, of 
course, give credit to both ApvEr- 
TISING AGE and the author. 

JUNE GUNCHEON, 

Editor, “The Lipton Link,” 

Hoboken, N. J. 

e . * 


Dragnet Loss Is ‘A Pity’ 

To the Editor: I admire the in- 
sight of the person who wrote the 
article, “Cops Can Learn from TV,” 
(Eye and Ear Department, March 
31). 

It was announced by the New- 
ark Star-Ledger that the Dragnet 
program sponsored by Fatima cig- 
arets will be discontinued from 
the television show because of 
high costs—which is a pity. 

IpA ARCINK, 
North Arlington, N. J. 
* e 
Jim Woolf's Kin Agrees 

To the Editor: I’ve just read, for 
the first time, James D. Woolf's 
“Sacred Cow” |[AA, Jan. 14] 
You're a kindred spirit, feller; and 
I salute you! 

In the waiting room of an ad- 
vertising novelty manufacturer I 
saw an impressively mounted con- 


glomeration of “‘Whereases” which! 


acknowledged this firm to be a 
member in the “Association of 
This-That”; but what really dis- 
rupted my digestion for that day 
was the hushed, devotional way in 
which the damn thing spoke of 
“The Industry.” 

Only a vestal virgin could really 
qualify! Yet, I suppose that every 
firm in the field did—if they came 
across with the annual dues. What 
unmitigated buncombe and hypoc- 
risy. After all, a maker of good, 
honest, useful thingamabobs is 
just that; not a novitiate in a 
monastic order. 

S. J. FRANZBLAU, 

Ira S. Kahn Co., Newark, N. J. 

* . e 
Something's Been Added 

To the Editor: ‘After reading 
Walter Lippmann’s article about 
Eisenhower in the April 22 issue 
of Look... 

It looks to me like “Mike Likes 
Ike.” 

Cav. J. McCartuy Jr., 

Vice-President, Ruthrauff & 

Ryan, New York. 
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LOW HURDLE 


A race occurs whenever ads 
Are set in type or spoken. 
The winner (properly in plaids) 
Sees low-cost records broken. 


If you would win this profit-race, 
Watch Mister PLUS in action: 
Per dollar spent, he’s in first place 


In audience reaction! 


— the difference is MUTUAL! 


FOR DETAILS: THE MUTUAL BROADCASTING SYSTEM «NEW YORK 18, NY. ++ 4444+ 
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the best advertising buy... 
and you can get it in Seattle 


THE SEATTLE TIMES is a good advertising 
buy. In fact, it's a better buy today than 
it was in the pre-inflationary year of 1940. 
“You can tell your story in THE TIMES, Seattle's 
accepted newspaper, to 1,000 Seattle families 
for $2.34—as compared with $2.66 in the 
second newspaper, $3.04 in a leading 
national magazine, $8.20 over television, or 
$6.52 through an evening radio program. 


tHE SEATTLE TIMES 


Represented by O'MARA & ORMSBEE + New York + Detroit + Chicege + Los Angeles + Sen Frencises 
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Joins ‘Colorado Wonderland’ 


Byron H. Goodwillie, formerly 
eastern advertising manager for 
Scripps-Howard newspapers and 
most recently with KCNA, Tucson, 
has joined the advertising and 
public relations staff of Colorado 
Wonderland, Colorado Springs. 


Applegate to ‘Examiner’ 


Monroe Applegate, Pacific 
Northwest manager of Hearst Ad- 
vertising Service, Seattle, has been 
advanced to associate manager of 
advertising for the Los Angeles 
Examiner. Lang Goodwin, Mr. Ap- 
plegate’s assistant, succeeds him. 


The Fabulous Southwest 


The Nation's Largest Trade Territory 


Produces COTTON 


more than 3 times the na- 
tional average yield per 
$80,000,000 


acre 
annually. 


Two Separate Newspapers — 27¢ Buys BOTH! 


The El Pasn Cimes 


An Independent Newspaper 
Morning ard Sunday 


Kl Paso Herald-Post 


A Scripps-Howard Newspaper 


vening 


This Week in Washington... 


FCC Won't Wait Long for Educators 


By StTaNLeEY COHEN 
Washington Editor 

WasHINGTON, April 17—Those 
242 TV channels reserved for edu- 
cators won’t wait forever. Under 
the FCC’s “unfreeze” order the 
commission will consider reclas- 
sification of any that are un- 
claimed a year from now 

Some of the educational assign- 
ments are no prizes—for example, 
the UHF assignments in such sat- 
urated markets as New York, 
Philadelphia, Baltimore and Wash- 
ington. Others are very desirable, 
particularly the VHF reservations 
in Chicago, Boston, San Antonio, 
Dallas and Birmingham. 

Some FCC members had a hard 
time selling themselves on special 


assignments for educators. “On one 
hand,” Commissioner E. M. Web- 
ster wrote, “we have the non- 


commercial group imbued with 


lofty motives and high hopes, but 
generally speaking without funds 
or reasonably firm plans. 

“On the other hand, we have the 
commercial interests, apparently 


possessed of means of televising| 
educational programs but without | 


plans as to what, if anything, 
would be done in this connection.” 

In the showdown, Webster voted 
for setting the channels aside. If 
the educators fail, the channels 
can be returned to commercial 
broadcasters, he observes. In that 
event, he thinks it may be neces- 
sary to require that commercial 
stations carry “adequate educa- 
tional programs.” 

2 e . 

Suit clubs, you may recall, are 
those depression-born promotions 
involving 50 men who each agree 
to pay $1 a week for 50 weeks. 
Every week a drawing is held and 


240 lbs. 


Live Hog 


. ae Sead 


a 


LT» 
180 Ibs. 


Wholesale Weight 


not ¢ 


CcuTs POUNDS 
» HAM 29 

BACON 27 

PORK ROAST 18 


PICNICS & smoked 
shoulder butts W 


CENTER CUT 
PORK CHOPS 


PORK SAUSAGE 8 


ya %) 
go MISC. CUTS 5 
ay 7 SALT PORK 7 
| LARD 35 


50 lbs. 


Retail Cuts 


10 


The 
“cost of lis ing” 


economist 


price of pork chops is one item in the 


that almost any woman—or 


can quote off hand. 


Although this figure has become almost 


the 
about 5°% of a pi 


s\ mbolie of 


level of meat prices. only 


g is center cut pork chops! 


\ 210-pound porker, when dressed by the 


meat packer. comes down to 180 pounds of 


w holesale 


cuts and fat for lard. 


more weight wl 


smoked or otherwise prepared. 


weight 


unprocessed fresh meat 
Some of these cuts lose 
they cured, 


len are boned. 


This leaves 


4WERICAN ME 


Vembers throughout the U.S, 


Headquarters, Chicago « 


only about 150 pounds of pork products for 


the retailer to sell. 
center cut pork chops. 


And only 10 pounds are 


That's why you pay more for pork chops 
than for most other cuts of pork. For, from 
sausage to pork chops. the price of each cut is 


determined largely by how much there is of it 


and how much people like it. 


Economists call this the law of supply and 


demand. Women eall it 


“shopping.” 


They 


compare, pick, choose. In a free market, their 


choice sets the values. 


{T INSTITUTE 
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a lucky member gets a $50 suit 
with no further payment. 

Now that business is a bit soft, 
suit clubs have been reappearing 
recently. The Department of In- 
|ternal Revenue ruled they were 
gambling and ordered retailers to 
take out $50 gambling licenses. 

Business men counter that the 
clubs involve no gamble at all 
since everyone gets a suit, and no 
|}one pays more than the regular 
$50 retail price. Internal Revenue 
is reconsidering. 

* oy + 

The Civil Aeronautics Board has 
started an all-out investigation of 
airline fares. The board wants to 
know whether existing 6¢ “first 
class” and 4¢ “tourist” rates are 
a sound basis for long range oper- 
ations. 

Airlines have been claiming that 
their present prosperity will end 
once the defense program tapers 
off and “load factors” drop to 
normal. 

The lines have already obtained 
a $1 surcharge on all tickets, re- 
gardless of distance. A full investi- 
gation was ordered after the air- 
lines also asked for the elimination 
of the 10% round trip discount 
and the mid-week bargain rate 
for families. 

- e a” 

That widely discussed joint con- 
gressional committee on postal 
rates is on the rocks. The ap- 
propriations committee refuses to 
give it any money. 

The joint committee, made up of 
members of the House and Senate 
post office committees, was sup- 
posed to study such problems as 
the amount of preference Congress 
should give various classes of mail 
users. In theory, at least, it would 
end forever the argument over the 
amount of “deficit” caused by 
magazine publishers and adver- 
tisers. 

The idea originated with Sen. 
Frank Carlson (R., Kan.) when the 
Senate considered postal rate in- 
creases last year. Both houses 
voted for the investigation but 
failed to put up the necessary $50,- 
000. 

* e + 

Home building went into high 
gear in March with nearly 100,000 
urban units started. This record is 
second only to March, 1950. Al- 
though the previous two months 
lagged below last year, the March 
rate would indicate that the 1952 
total will be another 1,000,000 
units. 

In 1951, when builders were sup- 
posed to produce no more than 
800,000 units, the final figure was 
1,091,300. Eighty-seven per cent 
were one-family units. 

+ e e 

With wholesale prices down to 
the December, 1950, level, even the 
Office of Price Stabilization is get- 
ting decontrol minded. OPS Chief 
Ellis Arnall has promised to take 
| ceilings off commodities when 
| there is ample reason to believe 

“stability” has been achieved. 

Commodity prices dropped two 
tenths of a point in February to 
112.3 on the Bureau of Labor Sta- 
tistics’ new index (a_ 1947-49 
| base). The present level is 12.1% 
| above the pre-Korean level (June, 
1950) but 2.3% below the freeze 
‘level of January, 1951, and 3.6% 
|lower than a year ago. 


| Screw Research Assn. Drives 

The Screw Research Assn., Pro- 
vidence, R. I., is using pages in 
ten trade publications plus The 
Saturday Evening Post for its Phil- 
lips cross-recessed-head screws. 
The face. without the name, of 
Bert Lahr, the comedian, is being 
featured in each ad. 


Walton Sells ‘Herald’ 


Rus Walton, publisher of the 
Herald, San Bruno, Cal., weekly, 
has sold the property to W. J. Tay- 
lor of Crown Point, Ind., and will 
devote full time to his public rela- 
tions job with the National Assn. 
of Manufacturers in San Francisco. 
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Auto Makers Face Tougher Going 


Most Expect Trouble 
Selling All the Cars 
That They Can Make 


Detroit, April 16—The automo- 
bile industry is entering the most | 
normal sales period since World 
War II, according to private pre- 
dictions of some of the leaders of 
the new car field. 

With the relaxation of federal 
controls on such critical materials 
as copper and aluminum, and the 
raising of governmental production 
allocations, the motor men are re- 
examining the entire picture in) 
relation to output, sales and pro- 
motional activities. 

The goal for the second quarter 
of the year is 1,200,000 new pas- 
senger cars and 300,000 trucks. 
This compares with 1,491,000 cars 
and 409,000 trucks in the same 
period of 1951. 


® Government-assigned production 
quotas call for only 1,050,000 new 
cars and 250,000 trucks in the sec- 
ond quarter. However, general 
opinion in the industry is that gov- 
ernment controls over the usage 
of materials have become mean- 
ingless because the —— 
now permits any autemobile 
maker to make up production that) 
may not have been reached under 
quotas for the last six months. 

In addition, the companies wren 
begin on June 15 to build against 
their quotas for the third quarter | 
of 1952. 

Now, with production restric- | 
tions reduced to a point where | 
they no longer are of serious con- 
sequence, the companies are gear- 
ing both their advertising and 
sales campaigns to an entirely new 
type of market demand. 


@ While new cars are moving at 
the traditional fast spring pace, | 
few sales executives expect the 
present level of deliveries to con- 
tinue past July without added 
stimulus in the form of harder 
sales effort or promotion. 

But while new cars are in rather 
sharp demand—that is the lower 
priced and top priced ones—the 
used car dealers are really singing 
the blues. They have not enjoyed 
the same degree of spring buyer 
demand as have their new car 
brethren. 


or 
14™ IN EFFECTIVE 
BUYING INCOME 
PER CAPITA 


among Sales Management's 
162 Metropolitan County Areos. 


> 
Ir your TV schedule covers 
the first 100 markets accord- 
ing to Effective Buying In- 
come per Capita, then the 
Quad-Cities market is among 
the leaders on your list. Over 
234,000 Quad-Citians have 
the income to satisfy their 
tastes to a luxurious degree. 
And WHBF-TV is the only 
TV station in Illinois out- 
side of Chicago. : 
Les Johnson, V.P. and Gen. Mgr. P 


WHBF : 


TELCO BUILDING, ROCK ISLAND, . 


Represented by Avery Knodel tne 


Only used Cadillacs are what 
the used car men like to call “hot” 
items at this time. Most other 
models are being delivered at be- 
low ceiling prices. 

Some dealers blame the bearish 
used car market on the unfavor- 
able weather picture that has been 
general across the country. But 
others say they detect a lack of 
real prospects, and say the buyers 
are becoming increasingly critical. 


@ There seems some doubt that the 
industry will be able to deliver all 
the new cars it is permitted to 
manufacture this year. More and 
more officials are coming around 
to the view of W. E. Fish, general 
sales manager of Chevrolet, that 
this will call for a more astute sales 
and promotional job. 

Higher prices, some attributed to 
rising taxes and _ transportation 
charges, have taken another sub- 
stantial bloc of Americans out of 


the new car marke 

And, so far, thos: 
priced out of the n 
reluctant to ente 


ho have been 
’ car class are 
the used car 


market. 
AUTO MAKERS URNING 
TO ITALIAN DI! >IGNERS 


-The answer 
which way 


Detroit, April 
to the question 
American automo ‘e designs will 
turn next seems t be pretty well 
answered. It is to ‘aly. 

Nash made the st step when 
it hired Pinin Fi a, prominent 
Italian designer, style its cars. 

Next, Chrysler s_\t a chassis and 
engine to the Ghia “o. in Italy and 
that company buil a body for it. 

Now, Packard i» sending two of 
its top engineerir, men to Italy 
with the announ:«d purpose of 
discussing with Italian designers 
the possibilities of putting addi- 
tional European fec|ing into future 
models. 


@ This is significant. It definitely 
appears that foreign stylists are 


coming into their own on this side 
of the Atlantic. 

The Packard men going to Italy 
are William H. Graves, v.p. in 
charge of engineering, and Edward 
Macauley, head of the styling di- 
vision, Said Mr. Graves: “Many 
have complimented us for having 


a certain European flair in the new 
Packard. We feel further investiga- 
tion in Europe is desirable as a 
background for projected models.” 
He paid high tribute to the Ital- 
ians “for having the finest style 
in Europe, combining artistry with 
up-to-date streamlining.” 


Use The Network 
of Weekly Newspapers 
reaching the U.S. 


Armed Forces Everywhere 
* 


ARMY TIMES 


AIR FORCE TIMES 


(Members: Audit Bureau of Circulations) 


NAVY TIMES 


Advertising Offices: 
WASHINGTON: 3132 M St., N.W. 
NEW YORK: 41 Eost 42nd St. 
CHICAGO: 203 N. Wabash Avenue 


DETROIT: Guardian Building 
LOS ANGELES: 6399 Wilshire Bivd. 
SAN FRANCISCO: Monadnock Bidg. 


In Philadelphia, represented by R. W. McCarney, 1015 Chestnut St. 
Also: LONDON — FRANKFURT — TOKYO 


rT Here’s the 


‘YELLOW 


home of 


PAGES.””. 


the 


es teh mae 


8g Crome omereertye! ey) 


eee WR Otte oh 


SERN coe hk 


The ‘yellow pages’ of the telephone directory work hard for advertisers of 
branded consumer and industrial products. And here’s why. 


THE ‘YELLOW PAGES’... 
@ Appear in more than 36,000,000 telephone directories. 
@ Are used by 9 out of 10 shoppers. 

@ Localize national advertising—magazine, newspaper, radio, TV, etc. 
© Direct prospects to authorized outlets. 

@ Give complete coverage—national or sectional. 


@ Are availabie 24 hours a day. 


@ Have been the nation’s buying guide for over 60 years. 


Do you want to know the smart merchandisers of branded products who have 


discovered how to localize national advertising? Look through the ‘yellow pages’ 
of any telephone directory. And for complete information call your local 
telephone business office or see the latest edition of Standard Rate and Data. 
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Campbell Says Economy Can Expand 


MAGAZINE OF THE PACKAGING INDUSTRY (NBP) - Through Competition if ‘Peace Breaks Out’ 


22 EAST HURON STREET, CHICAGO 11, ILLINOIS 


now stretches into 1954 


w 
, - W ASHINGTON There is of continuing them on a 
z ptimist ir whe “sort of latter-day WPA basis’ 
a g ) happen when they are no longer needed 
z \ EW CLO . | NG DATE | i=) € breaks out Business men, he adds, car 
4 He W. Gie Campvbe a heir own affairs 1 tab 
F ee e @. t for us ber Y act ’ He i 
‘ , i ctiv ege 
SESSSSSSESSSESSSSESEEEEEeeES a erce v po busines n time a 
Effective with the JUNE, 1952 issue, CLOSING DATE for ws ed a eae : 
PACKAGING PARADE will be a BE - k 1€ government increase its sales effort, pa ft 
ey efense spe debts during prosperity so as to 
Ist OF MONTH PRECEDING PUBLICATION > i a sateen ta dhasiibeias « . 
i ) y ather a deciln and adapt pric 
| ISSUE DATE becomes <q by tne intelliger policies to changing phases of the 
ce Ist OF PUBLICATION MONTH aw boucies that are economic cycle 
“vw itr sunt secur t 
Copy to be set must be in 5 doys before final closing . . . a . 
Remember—The JUNE issue of PACKAGING PARADE closes - eee. ® The capital economist points « 
Ns MAY 1, eppeors JUNE 1 S : a tnat scarcities predicted 
SSCCSSSSCRSSE CESSES eeeeeES ase ae yt age ty eesies iets: 
- a, Si and that the defense p 
HAYWOOD PUBLISHING COMPANY ae been extended several 
° 


I g 1D) pe ve arket haps into 1955 
Ay seiniintaitinen aed imaneiins. edinnie, | ees ee 
%. * 15,000 ALL-BUYER CIRCULATION (CCA)* UP TO 67% %% Says, must expect the gor prodi 


a consilderabie 


for how long.” 


With regard to taxes, Mr. Camp- 


. 
bell Says they are a “serious de- 
terrent to investment expansion 
When they can be reduced the 
economy should be sti The 

+ ry 


same thing is true of 


come taxes 


® Durable goods industries will 
probDaDdiy present the most serious 
problem in a suddeniy peaceful 


economy, says Mr. Campbell. Con- 
e gooas aemanadas are 


TIDAE umer durable g¢ and 
hard to predict, he feels, and if de- 


mands are small “business will 


have to rediscover the lost art of 
salesn p. It will have to be 
alert in 

velopment and researct Just 
because some supply pipe lines 
become clogged is no reason for 
declining production. Nearly 15,- 
000.000 families do not own an 
automobile. Only one in 10 have 
[sic] two cars. Few have the new- 
est household conveniences that 
are now on the market.’ 

Mr. Campbell suggests one other 
factor which should alleviate the 
pains of the switch from a war 
to peace economy and that is the 
nation’s relatively high birth rate 
During the 1940s, 19,000,000 new 
citizens were added to the popu- 
lation, and estimates for the pres- 
ent decade are even higher 

No sense in getting too worried 
Mr. Campbell feels 


*w model production, de- 


to set off 


ed 


reaction 


Given Starts Spring Drive 
Given Mfg. Co., Los Angeles, 
producer of Waste King Pulvera- 
tor, has begun a spring and sum- 
mer campaign through H. M. Gard- 
ner & Associates, Los Angeles. Me- 
dia to be used include Better 
Homes & Gardens. Home Owners’ 
Catalogs. House Beautiful, Small 
Homes Guide. Sunset Magazine 
and The Saturday Evening Post 
The product is a food disposer at- 
tachment for kitchen sink drains 


More than 1,500,000 important customers the 
world over are readers of ‘TIME International. 
93°; of TIME’s subscribers hold positions of 
influence in business, the professions, or govern- 
ment. 
In a single International Edition of TIME 
.. in all four... in any combination of two or 
three regional editions, you can direct your ad- 
vertising message to any part of the world— 
x and pay only for those regions you want to reach. 


Kleenex Bows in Canada 

Kleenex table napkins are being 
introduced to the Canadian mar- 
ket via 600-line newspaper copy 
which stresses their softness and 
toughness, in addition to their 
economy. Spitzer & Mills, Toronto, 
directs the advertising for Ca- 
nadian Cellucotton Products Co., 
Toronto 


Internation 


the important Magazine Everywhere 


Savannah Seeks Industries 
The Savannah District Authority 
has approved a national advertis- 
ing program to promote the indus- 
trial advantages of Savannah, Ga 
Plans are for advertising to be 
placed in trade publications reach- 
ing industries which are con- 


Latin American Edition 
Atlantic Edition 


3 Pacific Edition sidered good prospects for the Sa- 
Cenedien Edition vannah location. 

: Tandy Adds Beauty Account 
co ADVERTISING OFFICES: New York + Atlanta + Boston + Chicago Tandy Advertising, Toronto, has 
Cleveland + Detroit + London + Montreal + Paris + Philadelphia been appointed to direct promo- 
St. Levis « Sen Prencisce + Tekye + Terente * Zurich tion for Ontario Beauty Supply 
. . ° Co., Hamilton, Ont. Plans call for 
extensive trade and newspaper ad- 


vertising along product and educa- 
tional lines. 
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eee ene 


March 
1952 


1952 


March Advertising Pages and .inage in National Magazines 


Official Figures as Compiled by F blishers Information Bureau 


Publications with an * report « ectly to ADVERTISING AGE 


—Pages 
March jane 
1951 


Weeklies, Bi-Weeklies, Semi-Monthlies 


*‘Capper's Weekly 


t*Christian Advocate .. . sa 
Collier’ is 179.2 
| re 85.4 
Grit 20.8 
Life 369.7 
oye ; 124.4 
New Yorker ...... 370.1 
t Newsweek... ... — 315.1 
Pathfinder ‘ 57.3 
“Presbyterian Life . 5 20.5 
SEE kes eh awen.:0. ; 37.0 
Saturday Evening Post . 497.3 
“Saturday Review... . 95.2 
"Sporting News ...... ; 24.5 
{Time Gade eee eae 370.7 
1U. S. News & World Report 185.9 
Total Group .. 2755.1 


tFour issues in March 1952: five issues in March 1951. 


abs pery ~ 
pohesattttiveiy & 
CANS FY SAYNwWwNKNHND 


310.8 


Zala3 


included in totals. SOnly full-page units accepted. 


~March Jan. -March March March 
1952 1951 1952 1951 
15.5 15.9 10,345 16,943 
5 $2.7 14,252 12,076 
347.6 365.2. 121.77 108,844 
230.2 260.8 36, 36.984 
54.5 51.8 21 17,086 
837.3 883.6 251.349 248.256 
306.0 346.3 2 90,167 
800.5 781.4 158.585 143,194 
727.6 649.8 132,195 102,536 
125.3 112.2 
44.1 40.5 8,623 8,578 
80.0 57.0 
982.4 963.3 338,023 289,651 
198.5 169.9 39,963 25,945 
64.3 66.4 6,595 28, 
878.5 8318 155634 130,4 
514.0 346.5 8,009 60,672 
6,210.8 5,968.1 1,502.51] 1,340,123 


{Five issues in March 195; 
Larger page size (429 lines) in 1951. 


Lises—_—_—_—_—__—__—— 
dan.-March Jan.-March 
1952 191 
34,836 35,478 
34,985 34, 
236,317 248,255 
98,74! 111,897 
57,247 54,344 
569.283 600,515 
067 235,442 
343,042 335,275 
305,193 272,567 
52.633 47,122 
18,543 17,044 
667,842 654,770 
83,349 72,310 
69,760 72,092 
B41 349,181 
215,718 145,387 


3,364,401 3,285,885 
2; four issues in March 1951. Not 


1,317,821 


Women's 
"American Family 14.8 5.7 43.3 22.9 6,346 2,443 18,606 
“zBetter Living .. 40.4 — 104.1 — 7.286 — 44,586 
Everywoman's . 51.4 24.5 118.1 77.5 22,036 10, 50,624 
"Family Circle ....... 70.2 58.8 182.0 155.4 054 25, 77, 
Good Housekeeping ... 133.5 167.4 320.5 362.1 57,177 71,664 137,214 
*Holland’s Magazine . 24.3 19.4 59.7 64.2 10,423 8,31 25,605 
Housenold ........ 41.0 53.9 119.6 143.1 17,539 23,075 51,149 
Ladies’ Home Journal 115.7 139.4 262.1 308.8 78,622 94, 178,237 
McCall's Magazine ..... 86.4 85.9 204.4 204.8 738 58,383 139,014 
Parents’ Magazine . . ; 72.3 75.3 157.8 170.5 30,979 32,243 67,602 
. . areas 116.8 127.7 268.5 277.0 \ 803 182,554 
Today's Woman ..... 61.6 76.4 1416 168.7 26,431 32,726 60,720 
“Western Family: 
Southwest Edition .... 39.1 42.2 109.1 118.6 16,761 18,110 46,776 
Mountain Edition . 31.5 —_ 89.5 — 13,518 — 398 
No. Calif. Edition ... 34.7 38.0 97.8 104.1 14,831 16,257 41,881 
Northwest Edition 35.3 42.0 100.7 115.6 15,161 = O11 43,223 
Woman's Day ...... 74.9 75.2 211.7 199.2 32,035 84 575 
Woman's Home Companion 75.2 86.0 180.9 _ 213.9 $1,151 3. 445 123,012 
Total Group . 977.2 10378 2,379.3 2,486.7 517,691 "1.249628 
= Not included in totals. “Started publication in May 1951. "See note at end of linage tabulation. “Started publication 
in September 1951. 
General 
"American Artist ... 28.2 35.5 86.4 104.8 11,853 14,919 299 
‘American Forests ... 17.0 16.2 44.7 41.2 7,140 6, 8,788 
American Legion . 19.7 148 56.1 445 8,297 6,234 23,603 
American a 47.9 33.4 93.4 86.8 20,108 3,992 9,195 
Argosy .. 316 31.4 60.5 56.9 13,554 13,459 25,976 
Atlantic ‘ 23.1 19.0 76.2 54.6 9,709 7,966 31,977 
"Christian Herald . 53.6 511 136.2 134.0 3,005 21,929 58,417 
*Co.umbia =a 9.1 6.3 21.6 19.4 6,165 4,300 14.678 
Coronet 12.0 22.0 33.0 60.0 2,184 4,004 6,006 
Cosmopolitan 46.2 50.4 104.6 122.0 19,770 21,603 44,820 
*Eagle Magazine . 6.9 7.4 22.5 22.2 2,892 3,108 9,447 
_ rr 55.9 49.0 146.8 134.8 37,981 33,320 806 
Elks Copnsion 12.5 10.2 30.7 26.5 5,361 4,394 13,220 
Esquire ; 52.2 56.0 159.7 152.3 35,469 38,072 556 
* Extension 22.5 25.9 64.3 68.0 15,467 17,837 44.175 
a ee 28.1 30.2 67.0 83.4 015 12,924 28,663 
*Grade Teacher 54.0 43.2 116.3 100.2 23,814 19,047 51.276 
Harper's Magazine 19.5 16.1 51.4 44.5 8,162 6,749 21,536 
_ Perse ‘ 60.9 68.7 144.4 154.8 41,335 46,696 097 
t*Improvement Era .......... 311 30.2 78.1 78.4 3,044 695 32,802 
"Instructor ....... 35.8 32.4 87.0 67.9 4,507 22,190 563 
*Motor Boating ...... 83.8 74.9 309.4 296.7 49,245 44,027 181,902 
National Geographic ... 44.5 45.5 107.2 106.3 10,591 10,829 25,495 
*Our World ........ 27.8 29.1 78.5 70.2 18,930 19,780 53,413 
*Promenade ........ 24.6 26.4 62.7 64.3 0,546 11,333 26,88. 
Redbook Segesinn day 25.2 30.7 62.5 74.0 10,822 3,168 26,799 
“Rotarian seen 12.3 9.1 30.7 21.4 5,185 3,826 905 
ieee aenecensns 12.4 12.5 23.7 25.3 8,322 8,408 15,882 
, . ere 3.4 7.2 7.6 12.9 1,455 3,074 3,259 
Town H Country .... 71.2 885 206.9 216.0 47,831 59,416 138,974 
, . Fear nice 30.4 28.4 64.0 69.3 13,040 12,218 27,489 
reine 82.2 69.0 289.9 266.1 48,334 40,572 170,461 
Total Group 1,085.6 1,070.7 2,924.0 2,879.7 566,133 557,879 1,550,362 
tLarger page size (429 lines) in 1951. {March-April issues combined. §No January 1952 issue 
Home 
American Home . , 69.8 68.1 165.5 165.3 068 104,472 
Better Homes & Gardens 159.4 172.2 333.9 363.0 100,713 108,741 210,945 
House Beautiful ............ 114.1 108.6 235.1 225.9 72,035 68,5 48,407 
House arden 117.2 114.2 207.7 207.4 73,995 72,137 131,117 
er 82 37.8 168.7 52,144 23,894 106,547 
Sunset Magazine 108.4 95.6 __ 233.3 216.1 45,529 40,154 97,965 
Total Group ....... ‘ 6514 5965 1,344.2 1,260.3 388,484 356,500 799,453 
Fashion 
Charm xeacensas 91.3 100.4 219.6 222.8 39,195 43,078 94,227 
ee ee eee 129.4 127.4 275.4 310.4 55,539 J 118,127 
Harper's Bazaar .. am 133.0 164.2 340.1 84,005 103,768 214, 
Mademoiselle ..... 89.2 120.7 268.4 38,293 1,789 115,173 
VORME ccccecsee ; 174.8 232.7 466.5 563.4 110,429 146,991 295,747 
Total Group ...... ; 617.7 7454 1570.0 1,772.3 327,461 400,246 $38,173 
Movie-Romance-Radio 
Deli Modern Group: 
Modern Romances ........ 3.6 40.7 94.6 94.3 16,978 17,445 525 
Modern Screen ....... . 38.6 90.7 88.4 16,597 16, 904 
Screen Stories ...... 6 33.5 76.5 81.4 12,697 14,369 32,833 
Fawcett True Confessions—Motion Picture: 
Motion Picture ...... 33.2 28.5 77.8 66.9 14,248 12,222 3,364 
True Confessions .......... 414 41.8 101.3 107.1 17,753 17.949 43,454 
Hillman Women's Group ... 13.3 14.4 8 34.9 5,744 6,190 5,820 
Hillman Romance Group . . 4.3 7.4 16.6 21.7 1,866 3,156 7,122 
Ideal Women’s Group: 
Intimate Romances ... 23.7 27.5 65.3 73.1 10,181 11,799 28,074 
eS eae 17.7 22.4 55.3 61.6 7,598 9,619 23,751 
Movie Stars Parade .... 16.7 21.0 53.3 60.3 7,176 9,003 90 
Personal Romances ...... 23.1 17.9 64.0 46.2 9,952 7,665 27,517 
#t*Quality Romance Group . 4.0 a 12.0 — 1,512 a 4,536 
Screenland Unit ........- 28.4 26.1 71.4 73.2 2.208 11,200 W681 
*Secrets Romance Group: 
— Romances ..... 15.7 16.7 47.6 36.7 6,779 2 20,478 
CE sre bi dbase cnees 21.7 25.2 62.0 63.7 .278 10,815 26,534 
True in Women’s Group: 
eae %6.9 40.6 91.0 101.6 5, 17,427 995 
Radio TV Mirror ... 25.8 28.9 65.3 75.0 1,05. 12,40: 27,980 
True Experience . 27.6 ws 68.2 77.9 11,833 13,209 29,202 
True Love Stories .. 27.2 31.0 68.2 78.9 11,675 13, 29,253 
True Romance ....... ; 29.5 32.9 73.1 84.0 12,629 14,109 31,693 
True Story o 58.4 60.3 136.7 144.9 na 017 25,862 544 
Total Group 52. 586.2 1,415.7 471.8 7,052 251,477 631 


5 
= Not included in totals. “¢Starte¢ publication in September 


February 1951. 


NOTE: Figures for each publication in the Dell, 
by the group as a whole PLUS additional advertising carried by each individual publication. 


Business 

Business Week eer 570.3 

Dun’s Review ..... 63.8 
INES cccccccce 38.8 

Fortune ....... ‘ 121.3 

Modern Industry ... 104.9 

Nation's Business 40.6 
Total Group 939.7 

Youth 

American Girl ..... 18.8 

Boys’ Life ..... ‘ 17.5 


Fawcett, 


631,113 


1, 607, 
1951. wine from bi-monthly to monthly effective 


284.5 76,630 7 
240.0 64,603 53,823 
888 17,371 14673 


1930.5 ~ 441,020 ~ 344,266 


8.066 7,511 
37.6 11,924 9,488 


Ideal and True Story groups include all advertising carried 


— —Pages — —$—______—__——L iaes-_—____—— 
March March Jan.-March Jan.-March March March = Jan.-March Jan.-March 
1952 1951 1 1951 1952 1951 1952 1951 
Or ild tie... ; 3.4 2.6 6.6 5.8 1454 1117 2.834 2.493 
» Road 8.2 8.6 19.7 22.2 3,517 3.676 8.452 9.499 
S  astic Magazines 35.0 65.7 73.5 102.4 14.693 27,594 30,846 42,995 
tal Group ° <) 108.3 203.6 224.3 39.654 49,386 97,999 104,737 
€ atdoor & Sports 
* cerican Rifleman .... 56.9 47.4 153.2 126.6 24,397 20,314 65,729 54,307 
F & Stream .. 67.8 67.2 156.2 161.2 29,1 28,837 67,0. 69,159 
Fish-Game .. 24.0 20.5 61.9 60.1 10,314 8.779 26,553 25,755 
+ Hunting & Fishing 38.0 33.5 77.2 56.5 16,318 14,404 33,131 24,305 
¢ oor Life . 66.3 63.5 148.5 148.9 27,248 63, 63,933 
door Sportsman 13.0 10.9 32.9 34.6 5 4,690 14,112 14,518 
Siorts Afield ....... aces 58.1 60.8 128.1 144.0 24,955 26.057 54,960 61,761 
ital Group 286.1 270.3 675.8 675.4 —122,756 115,925 292.069 289,433 
3 Not included in totals. {Combined with Outdoorsman effective February 1951; no January 1951 issue. 
Science & Mechanics 
Mechanix Mustrated ..... 77.6 79.8 234.3 226.6 17,371 17,877 52,487 50.760 
Popular Mechanics — 158.1 138.8 558.9 413.7 35,413 31,087 125,195 92.659 
Popular Science . 133.9 129.3 413.4 381.1 29,984 28,959 92,596 85.358 
Total Group .......... 369.6 347.9 1.2066 1,021.4 82,768 77,923 270,278 228,777 


Magazine Linage Tr end Figures in Thousands 


WEEKLIES 
1952 
mar! 1,503 as 
FEB. | 1,041 | 
1951 


Detective & Fiction 


Deli Men's Group . : 25.5 23.9 64.9 64.3 10,956 

Popular Fiction Group ...... 15.6 19.6 518 57.2 3,490 
=§"Sport Men's Group ... 19.4 34.2 50.3 76.8 8,321 
* Thrilling gy Group .... 15.4 13.9 _ 38.6 37.0 __ 3,45 454 

Total Grow 56.5 57.4 155.3 158.5 — 17,900 
Not included in totals. §No January 1952 issue; formerly Macfadden Men's Group. 

Farm 

Capper’s Farmer ......... 62.0 60.8 168.2 149.9 205 
Country Gentleman ...... F 1111 128.7 269.3 294.4 5,566 
Farm Journal .... ein 116.0 114.0 290.9 284.6 49,721 
tFarm & Ranch—Southern 

Agriculturist wan 45.2 48 119.7 1245 30,740 
tProgressive Farmer ......... 119.3 105.0 282.1 256.7 81,095 
Successful Farming .......... 119.5 111.3 294.2 283.2 53,740 

| REE Tee 573.1 5646 14244 1393.3 333,067 
tSee note at end of linage tabulation. 

Newspaper Sections (I) 

(Nationally distributed 

with Sunday newspapers) 

tAmerican Weekly .......... 411 57.3 102.1 147.5 40,968 57,074 127,465 
{Parade tekbhsacenaeeceD 39.0 41.0 93.5 117.2 33,104 34,774 79,293 
tThis Week Magazine ........ 83.5 65.4 176.1 184.1 70,914 55,526 149,561 

Wate GHD 6.002 ccccacses 163.6 163.7 371.7 4488 144,986 147,374 356,319 

{Five issues in March 1952; four issues in March 1951. 

Newspaper Sections (II) 

(All other newspaper 

sections and comics) 

tFirst 3 Markets Group ...... 31.7 26.5 78.4 80.4 31,625 26,450 78,400 
+N. Y. Herald Tribune- 

This Week .. : 36.8 44.3 87.9 97.8 31,211 37,585 74,654 
tNew York Mirror Magazine . . 47.1 416 111.6 116.2 47,061 41,570 111,578 
tNew York Times Magazine ... 264.7 155.0 470.5 397.8 224,972 131,728 390,857 
tPuck—The Comic Weekly .... 16.6 14.2 40.0 45.2 31,622 27,296 76,299 

ey eee 3969 “216 7864 “737.4 “366491 264,629 731,788 


+Five issues in March 1952; four issues in March 1951. 


All figures in the following groups were compiled by Advertising Age 
Comics Magazines 


‘American Comics Group: 


(Total 2 Units) 8.0 10.0 19.5 17.0 3,024 3,780 7,371 
Unit A 3.5 5.0 10.0 8.5 1,323 1,890 3,780 
Unit B. 45 5.0 9.5 8.5 1,701 1,890 3,591 
‘Archie Comic Group . 6.0 35 145 1L0 4,200 2,450 7,413 
Fawcett Comics Group . aed 15 15 75 7.5 567 567 2,835 
‘Harvey Comics Group ....... 65 5.5 12.0 13.7 2,457 2,079 4,536 
Lev Gleason Comics ........ i 7.3 12.3 21.9 35.7 2,772 4,662 8,316 

‘Marvel Comic Group: 
(Total 3 Units) ....-..4.. 30.8 30.0 60.0 60.0 11,430 11,430 22,860 
Red Unit ......... ke 10.0 10.0 20.0 20.0 3,810 3,810 7,620 
Pere 10.0 10.0 20.0 20.0 3,810 3,810 7,620 
zYellow Unit ... 10.0 10.0 20.0 20.0 3,810 3,810 7,620 

| National Comics Group: 
(Total 2 Units) ........ 10.8 10.5 9 34.5 4,098 3,969 13,979 
| 7? errr 5.4 5.3 19.4 18.8 2,049 1,985 7,356 
Pere ; 5.4 5.3 175 15.8 2,049 1,985 6,630 
Quality Comic Group . 4.0 4.0 12.0 10.0 1,512 1512 4,536 
Standard Comics Group cae 4.0 3.0 10.2 8.5 1,512 1,134 3,827 
LOT 7.1 ~ 80.3 1945 “197.9 ~ 31,572 31,583 75.673 


‘March-April issues combined. Not included in totals. 
Canadian National Weekend Newspapers (Rotogravure Linage) 


$e GENE. sccvvcscessesie 60,665 57,926 129,807 
La Presse ons nihane® Cao ve has 140.0 63,984 66,467 134,486 
sie Weekly . ' 819 98.4 175.2 212.1 77 828 93,515 166,514 
{Weekend Picture “Magazine R 74.2 ——— 162.0 —— 72,319 — 157,580 
Total Group ........... 206.6 2228 439.6 4722 “202477 717,508 430,807 
tFive issues in March 1952; four issues in March 1951. Not included in totals. {Started publication in September 
Canadian 
Canadian Home Journal .. 38.1 49.2 113.2 119.4 26,017 33,513 77,159 
Canadian Homes & Gardens 56.3 543 115.4 1118 38.274 %, 78,470 
Chatelaine 38.0 49.9 97.0 1118 25.823 33. 66.004 
53.7 8.2 1316 146.9 36,490 47,076 89.443 
57.4 616 135.4 162.0 39,013 41, 92.0% 
64.0 62.0 165.0 1465 11,284 30,030 
65.5 645 167.5 149.5 11,921 11,739 30,485 
29.9 0.9 62.0 74 20,372 21,015 42,258 
32.6 M5 64.5 75.9 22.836 24,180 45.066 


6. 
3 
3 
5. 
2 
5. 
3 


= 


z 


oS i ahs ee ee Te ee eee an pe art a he ose a ceeoe ES) ON A Pe (hee er a gp” DO ae a er > ae a a eee ie et . 
eet Ae. eS a ae alee gv Be 
es ‘ 
Bas 
5 ee ee 
a e 
wl ie ? *- P 
: | Fy 
ve | 1952 ; vs 

i 1 ~ 

+s 1951 oe 

> sl pe 

Bs WOMEN’S BUSINESS FASHION HOME aaeg 

1952 1952 1952 1952 i a 

4 wan(sis——] J |mar(aai——] f|man(sz7_] Jimae(sco | 
‘ ra (459 | re8.(388 | res.[(329 | Fee. [240] ‘De 
a 1951 1951 1951 1951 | rise 

} | ete 
: Mi sss ME AEits<< MM DE <0o Micros; | 
ae ; eee 
> a Po ; Bee 
ay 27, 6h 
i | 12, Ree 
eo 32. oes 
- _8. _ 
ee 48,7 boli: 
= | ' er 

S | ; g er 

fe 101, ee 
‘ | 174, i m + 

i a 127, «aa 

ae | ; ra. 25 

‘—, e 3 _ 
was 147, k te. 

ae 99, «ae 
ce 156, ee 
| 402, Ss ets 
{ wie 
a. | 80.375 is 
i } 82,930 : 
a 116,152 ina 
ee, | 338,072 Bee « 

a 86,645 
a 704,175 hg eee 
— 426 é. 

a f 213 
— 213 7: | 
a 285 nite 

ae 835 beck : 

y , 179 é 

ie 4 520 weit mo 

oo 

i f Y i? - 
: 7,620 ties 
7 ey | eS 
Ye: 7,088 at bs 
5,954 ees, 

me 3.213 vene® 

eo 76,139 as 

oo. ; a 
i 4 is oan 

Pe 120,137 eee, 
ee 140,105 iY 
oa ie Bae her 

ad j 1951. wo Me 

426.7 1,389.9 1,065.6 239,382 179,057 583,324 447,156 eens 

: 452 185.2 1269 26,739 18,948 77,632 53.211 a 

f 358 1263 Z : 53,004 52.362 81,286 Aves 

; 99.3 351.8 222,306 179,804 76,005 Dates 

yt 87.4 292.3 180,026 147,930 76.035 bur. 

+ 34.3 90.4 38,701 38.024 99.958 es, 

— 728.7 24359 «(1.154.993 ~~ 9is.4e7 110,142 c5 

f ee 2 

| so im 

17.5 58.8 25,210 24,152 48.556 es ah 

- 13.9 45.0 30,657 25,598 53,124 noe iar’ 

—- ae . = ‘ Y 
Fe — : ‘ ; os lati 
So > SR aaa oi hae ae Fie Wee, Ligh / ES Soong oe Sear | Na ies ee eae Fees Pee Sk 


74 Advertising Age, April 21, 1952 
Pages - _ ——_—__——_——— Lines——_—________. — -—_—_—— — Lices——_—__—_—___—.. 
March March Jan.-March Jan.-March March March = Jan-March Jan.-March March March Jan.-March Jan.-March March March Jan.-March Jan.-March 
1952 1951 1952 195. 1952 1951 1952 1951 1952 1951 1952 1952 1951 1952 1951 
Samedi 27.0 438 618 95.6 18,958 30,599 43,301 66,790 German (Germany) 45.0 32.0 122.0 68.0 8,190 5,824 204 12,371 
Saturday Night 898 85.7 2162 2306 61,082 58.263 147.019 156.824 German (Swiss) 31.0 31.0 73.0 71.0 5,642 5,642 13,286 12.922 
{Time-Canadian ..__. 150.5 148.7 5 355.4 63.210 62.440 144.690 149,249 Italian. tees ae 4 = 4 toe = 14.090 
Total Group ... . 728 7543 676i T7768 339154 412853 885,955 7183 aces tune. aa : , r "g2 " . ‘ise 
tFive issues in March 1952; four issues in March 1951. . rrp Pan. (English) “a as $s = = pes + 10,192 
ED caxiegyusshededis 70.5 57.5 192.5 167.5 12,831 10,465 35,126 30,485 
F ji Sy ae 22.0 16.0 71.0 39.0 4,004 2,912 12,922 7,018 
oreign | te Se¥ncce wd 74 a4 eee ans sn itn ae 6,375 
tuguese ; J t . . . 050 36,401 
Lie teterenpiene? 36 32 Mt} 1) OR (Cte |COSeee south Avice 590 450 150.0 1260 10561 8.055 26.950 21.196 
| NewoweetEurapean ws Bo ms Ts Re MO ee 5a | Settee Memicche 46.0 400 1260 115 8372 7,280 22,932 20,293 
ren eae 4 in ee a ae FT ee 
tTime-Atlantic . . < X ‘ y . r 
pontine so Oe SOs oars ies artes RR | fTime-Latin American 1075 710 2706 2136 45150 29,820 3.680 89.740 
British 63.0 35.0 157.0 96.0 11.718 6.510 29.202 18 sen tTime-Pacific . 60.2 34.0 150.3 104.8 25.270 14,280 63,070 44,030 
Caribbean 760 620 2025 1660 13832 11288 36855 30212 Vision ..... met mee aor Ger i= TEE (Er ole 
i eos 28.5 - = 3 bg tr 2 M4 3,685 6.545 Total Group ......... 1533.9 1189.7 4,0345 3,210.6 403,576 295.439 1,056,834 823,814 
Finnish ....... 6.0 t)) 19.0 116 3,552 2,604 Five issues in March 1952; four issues in March 1951. #Not included in totals. §Started accepting advertising in May 1951. 
French (Belgium) 50.0 50.0 156.0 138.0 8,750 8,750 27,300 24,150 NOTE: Ail sectional advertising of Everywoman’s, Family Circle, Woman's Day, Farm & Ranch—Southern Agriculturist 
French (intercontinental) 440 30.0 114.0 82.0 7,700 5,250 19,950 14,350 and Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation 
reach cow --. ; me bar 14 1. “i 4 yf 29.000 of the particular edition carrying the esureieonent to the total creuutien of the magazine. For example, if a page ad- 
pan em 0 30.0 72.0 740 4,900 $250 12 600 ie a = in an edition representing 15% of the total circulation of the magazine, it is counted in the to- 
Manages Midwestern Sales Publicker Shifts Dr. Lane Altemus Joins WCAU-TV Lambdin to Gray & Rogers Penton Sales, Taxes 
Norman C. Shellman, formerly Dr. Martin B. Lane, formerly John Altemus, formerly with} Win Lambdin, who formerly 


with Crowell-Collier Publishing 
Co., New York, has been appointed 
district manager of midwestern 
sales for Home Owners’ Catalogs, 
published by F. W. Dodge Corp. 
He will make his headquarters in 
Chicago. 


sales manager of the Select Brands 
division of Continental Distilling 
Corp., a Publicker subsidiary in 
Philadelphia, has been named gen- 
eral sales manager of W. A. Haller 
Corp., Philadelphia, also a Pub- 
licker subsidiary. 


CBS-TV Spot Sales, New York,| headed his own art service in Phil- 
has joined the sales staff of|adelphia, has joined the art de- 
WCAU-TV, Philadelphia. He for-| partment of Gray & Rogers, Phila- 
merly was advertising manager of| delphia. Before forming his own 
the United States Polo Assn. and| company, he was art director for 
on the sales staff of The New| Franklin Printing Co. Philadel- 
Yorker. phia. 


Antidote for ‘“Red Poison” 


Reading Communist newspapers gives French- 
man Frangois De Voyon and many overseas workers 
a strong anti-American, anti-democratic attitude. 


: De Voyon’s opinion of America would provide 


ne been: fe 


a striking contrast with that of a fellow French 
worker who recently wrote us as follows: 


“Since 1946, I have received, read and saved 


every issue of LIFE INTERNATIONAL. 


“Thanks to you, | am among the few French 
workers who believe in America . . 


. After long 


hours passed in your company (often with the help 
of a dictionary), Dynamic America is no longer 
a meaningless word to me. 


“I wish all my fellow workers could read LIFE 
INTERNATIONAL as I do. I'm sure the most anti- 


American, gorged with Communist propaganda, 
would in the long run come to share our ideas and 
would understand why the U. S. werker is not a 
Communist.” 

LIFE INTERNATIONAL—published in English 
fortnightly—circulates mostly among _ business, 
government and professional men in 120 countries. 

But LIFE INTERNATIONAL, in passing from 
reader to reader, has picture impact on several mil- 
lion people in all walks of life. 

By portraying Democracy’s way of life, LIFE IN- 
TERNATIONAL is one antidote for “Red Poison.” 
Time-LIFE Building, 

9 Rockefeller Plaza, 
New York 20, N. Y. 


INTERMATIONAL EDITION 


Hit a New Highin 
‘51; Profits Down 


CLEVELAND, April 16—Sales of 
the Penton Publishing Co., a lead- 
|ing business publishing house, 
| reached a new high of $4,715,000 
lin 1951. The new total, the an- 
nual report shows, was 25.8% 
| higher than in 1950, when sales 
| reached $3,748,000. 

Taxes were the highest in the 
company’s history, totaling $478,- 
000, compared with $216,000 in 
1950, and reduced net profit to 
$352,553. This was 20.8% higher 
than in 1950, when the company’s 
net earnings were $291,961. The net 
was the fourth highest in the his- 
tory of the company. 


s “Belief is widespread among 
steel mill and warehouse officials,” 
said Chairman Earl L. Shaner and 
President George O. Hays, who 
signed the report, “that there will 
be surpluses of numerous steel 
products before the end of the 
year...To a certain extent, a re- 
| turn to competitive conditions in 
| the metalworking industries would 
stimulate advertising. But if the 
present signs of softness should 
lead to a situation where a sub- 
| stantial number of companies are 
| forced to curtail expenses sharply, 
| then advertising volume would 
suffer.” 

The company publishes Steel, 
Foundry, Machine Design and New 
Equipment Digest, in addition to 
| other publications and reference 
books. 


Kraft Pushes Cottage Cheese 


Kraft Foods Co. is planning an 
| advertising and merchandising 
| drive for Kraft cottage cheese and 

related salad items on the West 
Coast. The campaign features the 
| cottage cheese, fruit cocktail and 
| Miracle Whip salad dressing in 
|“Heavenly New—Fruit Blossom 
Salad” and is designed to boost re- 
| tail sales on all three products. 
| Four-color ads will appear in The 
American Weekly on April 27 and 
a full-page full-color insertion in 
| the May issue of Sunset Magazine. 
| This will be followed by full-page 
| color ads in Pacific Coast papers 
| May 1 and 2. The San Francisco of- 
| fice of J. Walter Thompson Co. is 
| handling the promotion. 


| 
| Appoints Walton Manager 
Charles W. Walton, general 

| manager of the new products di- 
vision, has been promoted to gen- 

| eral manager of the adhesives and 
coatings division of Minnesota 
Mining & Mfg. Co., St. Paul. He 
succeeds Louis F. Weyand, who 

| has been appointed executive v.p. 

| in charge of ail tape operations. 


| 
| Crosley Appoints Frazier 
Jack Frazier, formerly sales 

manager for the Cincinnati dis- 
trict of the Post cereals division of 
General Foods Corp., has joined 
the merchandising department of 
Crosley Broadcasting Corp., Cin- 
cinnati. He will be concerned 

| chiefly with television merchan- 

| dising operations. 


Marshall Advertising Moves 

Harold Marshall Advertising, 
New York, has moved to new quar- 
ters at 9 E. 47th St. 
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Advertising Age, April 21, 1952 
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DUSTER DISPLAY—With the insect season 

coming on, Root-Lowell Corp., Chicago, 

is giving dealers this display for its two 

models of plant dusters, used with pow- 
dered insecticides. 


JACOB V. DOLL 

New York, April 16—Jacob V 
Doll, 59, v.p. in charge of national 
sales for Mack Motor Truck Corp., 
died at his home here yesterday. 

Mr. Doll attended the University 
of North Carolina and served over- 
seas aS a major in World War I 
He joined the White Motor Co. as 
a salesman in Atlanta and was 
later manager of national sales for 
the Texas Co. for 20 years. Mr. 
Doll joined Mack in January, 1950. 


GEORGE E. ROWE 

New York, April 16—George E. 
Rowe, 67, advertising salesman on 
the staff of the New York Journal- 
American, died of a heart attack 
at his home last night. 

Born in Middletown, Del., he 
attended Drexel Institute in Phil- 
adelphia, and began his business 
career.as a salesman for a Pitts- 
burgh steel company. Later, he 
joined the advertising staff of the 
Chicago Herald-Examiner. 

He came to New York about 25 
years ago as an advertising sales- 
man for the Brooklyn section of 
the New York American, before 
joining the staff of the Journal- 
American. 


DAVID MAGOWAN 

New York, April 17—David 
Magowan, 65, v.p. and advertising 
director of Western Newspaper 
Union, died last night at his home 
in Searsdale, N. Y. 

Born in Kane, Pa., Mr. Magowan 
was graduated from Cornell Uni- 
versity in 1911. The next four years 
he worked for Swift & Co. in Oma- 
ha, and then joined Western News- 
paper Union there. He served in 
the air force in World War I. After 
the war he rejoined the newspaper 
organization here 

During World War II he was 
a member of the chief signal offi- 
cer’s advisory council in Washing- 
ton, and also served the Committee 


for Economic Development and 
the Advertising Council. 
WALLACE PHILLIPS 

New York, April 15—Wallace 


Banta Phillips, 66, president of 
Pyrene Mfg. Co., Newark, maker 
of fire extinguishers, died yester- 
day at Roosevelt Hospital here. Mr 
Phillips was director of special 
information services for the Office 
of Strategic Services during World 
War II. 


BENJAMIN GOTTLIEB 

PHILADELPHIA, April 15—Ben- 
jamin W. Gottlieb, 66, head of the 
foreign language advertising agen- 
cy here bearing his name, died of 
a heart attack at his apartment 
on April 9. 

Mr. Gottlieb started with the old 
Jewish World in the early ‘20s and 
became its advertising manager. 


ERIC W. STOCKTON 
CINCINNATI, April 16—Eric W. 

Stockton, 65, board chairman of 

Stockton, West, Burkhart Inc., died 


today at his home after returning! 


from an Arizona vacation. 

Mr. Stockton was one of the 
founders and co-owners of the 
Ralph H. Jones Co., where he was 
creative director for 20 years. To- 
gether with two other Jones Co. 
executives, he formed Stockton, 
West, Burkhart in 1936. 

Mr. Stockton was active in the 
American Red Cross here, was a 
director of the Cincinnati Better 
Business Bureau and took part in 
other civic affairs. 


JULIAN G. WOLFNER 

Detroit, April 15—Julian 
Greenfield Wolfner, 56, v.p. and a 
director of R. L. Polk & Co., died 
at Harper Hospital here April 12 
after a year’s illness. He was in- 
ternationally known as a direct 
mail advertising salesman. 

Mr. Wolfner was born in St. 
Louis, where he worked with the 


Ross-Gould Mailing Uist Co. be- 
fore joining Polk in 924 to head 
its then new direct ail advertis- 
ing division. He ma «ged the di- 
vision from 1924 ur | his death. 


Under his direction 
of the largest direct: 
in the world. 


became one 
iil producers 


Mr. Wolfner w active in 
charity and civic ca) paigns, being 
v.p. of Temple Beth ©! and direc- 


tor of the North E 
American Council c 
was a member of th 
of Detroit, Direct M 
Assn., Mail Adver 
Assn. and other bus 


CARL V. RHEA 
KNOXVILLE, Apri 
Rhea, advertising sa 
Knoxville Journal {or more than 
20 years, died suddenly April 13 
from a heart attack. He was 59. 


‘ Clinie and 
Judaism. He 
\dcraft Club 
| Advertising 
ing Service 
SS groups. 


15—Carl V. 
sman for the 


Two Join Helene Curtis 
George D. Crittenton, formerly 

a sales executive with Scholl Mfg. 

Co., Chicago, has been appointed 


merchandising manager of Helene 
Curtis Industries, Chicago. James 
Mahoney, previously with the Chi- 
cago division of Pepsodent Co. di- 
vision of Lever Bros. Co., has been 
appointed sales supervisor. 


Matson, Marquette & Soash, 
Agency, Bows in St. Paul 

A new agency, Matson, Mar- 
quette & Soash, has been formed 
in St. Paul. The principals of the 
new agency are 
former personnel 
of Melamed- 
Hobbs, which re- 
cently dissolved. 
The new agency 
will be at the 
quarters former- 


| Year after year more eo 

ly . ied by ADVERTISERS are adding more 

Melamed & lineage to their schedules in THE 
- a BAYONNE TIMES .. . They have 

Hobbs, E-905 

First Nationa] found that... . 

Bank Bldg. “BAYONNE CANNOT BE SOLD 

R. H. Matson ; R. H. Matson FROM THE OUTSIDE” 

oni ~ ee THE BAYONNE TIMES 

o e agency. er officers in- 

clude: Vern ‘C. Soash, executive BAYONNE, NEW JERSEY 

V.p.; Wesley G Marquette, V-Pp., NATIONALLY REPRESENTED BY 

and May Gooder, secretary-treas-|B OGNER & MARTIN 

urer. 
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They didn’t know they 
were making publishing history... 


Frank McGowan, Huber ink chemist, and Bill 
Leone, shop superintendent of Photogravure and 
Color Company, didn’t know they had a prize- 
winning book on their hands. 

They were more concerned with specifying the 
proper ink for running Life in America: its 1200 il- 
lustrations demanded an ink that would snap new 
life into them. But, though they spent hours on the 
job, it was worth it: critics hailed Life in America 
as one of the most handsome books ever published. 
George Bailey, president of Photogravure and Color 
Company, wrote to Huber: 


“Any favorable comment...about the quality of the re- 
productions must be shared with you people. We are 
especially grateful for the quality and the uniformity of 


Life in America, 
Carey Thomas Award 
winner for the bes! example 
of creative publishing in 1951 


the ink which we used over a total of about three and 
one-half million impressions” 


Many a creative effort has been spoiled by a poor 
selection of ink. That’s why advertisers and agencies 
often call in Huber ink specialists to help select the 
proper ink. Your Huber ink specialist is a qualified 
expert ready to help you. 


J. M. HUBER CORPORATION 
INK DIVISION 


PLANTS: Boyonne, New Jersey «¢ Borger, Texos + Boston, Massochusetts 


Brooklyn, New York «¢ East St. Louis, Illinois «© McCook, Iilinols 
SALES OFFICES Brooklyn, Chicogo, New York, East St mM. 


HUBER PRODUCTS IN USE SINCE 1780 


Boston, Lovis, 
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Production Men Elect 


production personnel. Other of- 


ice Inciufe'Rvinond Wacom, SHOPLifting in Supermarkets Is Just 


Victor Strano, Chain Store Age, McGraw-Hill Publishing Co., v.p.; 
has been elected president of the Edna Jones, American City Maga- 


5) Produc ers, New York, z - zine, secretary; é auline Ray,| s . 
A atssion'SPsinesMatnelne itive Bubitting Co. teaser” Research’ for Designer Jacobsson 


, ~ . 4 a 
pores og +e 


THE FIC 
BaseBAL 


New York, April 15—This is not; kinds of packaging research, rou- 
to blow the whistle on him, but tine to bizarre. Mr. Jacobsson is 
MOST EXCITING. stealing from supermarkets is a a packaging consultant. Among his 
fairly regular thing with Edward clients are Lever Bros., General 
LOW cos | Gustave Jacobsson. Baking, Borden’s, Standard 
Mr. Jacobsson recently sauntered Brands, U.S. Rubber, American 
PREMIUM OF sf through a West- Home Foods and Corn Products 
chester self-serv- Refining. 
YEAR! 


ice store and re- 
Phil Rizzuto’s series of turned to the 
three action-packed, 24 check-out coun- 

» books, dynamical- ter to plunk 
tap" aay down $1.50 for 
ly illustrated in full the jtems that 
color. Kids will plugfor| showed. The 


@ When Mr. Jacobsson makes a 
stealing safari, he takes the pre- 
caution of having his secretary 
with him. The secretary seeks out 
the supermarket manager and tells 
him about Jake’s larcenous plans. 


Write Today for SAMPLES & PRIOES! 


Promotional Publishing Company 
Special Comics Made To Order 
New York 1,N.Y. - 


220 Fifth Avenue 


But the checkout counter is left 
in the dark. 

The object of this pilfering pro- 
gram is to demonstrate to adver- 


the product that brings | counter man did- 
them these books. n't know it, but 
“Jake’s” take to- 
talled better than 


E. G. Jacobsson 
$5. tisers that packages must be de- 

Mr. Jacobsson’s preoccupation signed to cut down store losses. 
with pilferage stems not from Mr. Jacobsson shows how easy it 
kleptomania but from a yen for all is, with some packages, to make 


MU 5-83530 


tite oe Thi, 


Pea 


Call the H.A.S. man 
for the facts 

about Detroit 

...and by the way, 

he won't tell you 

that 

the great and growing 
Detroit Market 

can be covered 

by the Detroit Times alone. 
Detroit is bigger than 


any one newspaper. 


You’re Missing Something 
If You Miss The Detroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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off with lots of loot. “You can open 
some packages and slip in a jar 
of olives, a can of anchovies or a 
tin of tuna fish; the guy at the 
cash register will never know.” 

So Mr. Jacobsson goes back to 
his office on East 50th St. and 
starts devising package flaps that 
are punch-proof and extra flaps 
that may discourage dexterous 
fingers. 


# Mr. Jacobsson, who has spent 
more than 20 years as a specialist 


| in the package field, is a man with 


some positive opinions about pack- 
aging. 

“Why do so many of our big 
manufacturers continue to put 
millions of advertising dollars be- 
hind packages that are dominated 
by a 24-sheet trademark; all clut- 
tered up with ginger bread orna- 
ment; in a color combination that 
either shrinks out of sight or is 
downright repulsive? 

“There is only one reason why 
so many really bad packages can 
stay in business. That is because 
they have not yet run up against 
real competition. Once a new prod- 
uct or an ‘also ran’ gets itself 
‘salespackaged,’ it runs the old, 
established competitors right off 
the shelves.” 


@ In Mr. Jacobsson’s view, one 
sacred cow that should be led off 
to the butcher is the trademark. 
“There was a time when the trade- 
mark needed to be big, when a 
counter and eight feet of space 
separated the customer from the 
merchandise,” he said. “Then it 
was important that the trademark 
be large and able to out-scream 
its rivals, But now only inches tie 
between the buyer and the shelf. 

“A woman in a supermarket isn’t 
looking for trademarks, she’s lcok- 
ing for information. What’s in the 
package? How much trouble is it 
to prepare? How many servings? 
How much does it cost? 

“A frequent argument for mak- 
ing the trademark big is, ‘We have 
invested $10,000,000 in it and we 
have to get our money out of it.’ 
But using an expensive trademark 
to crowd valuable selling informa- 
tion off the label is a poor way to 
get your money back. 


# “Another argument you often 
hear is, ‘We want to sell the whole 
line, not just one product.’ But 
Mrs. Customer is only buying one 
product at a time. The selling 
power of a brand name is very 
greatly overrated by many adver- 
tisers. No matter how good your 
brand reputation, you must still 
sell each product on its own merits. 

“Another sacred cow ripe for 
slaughter is the color scheme—the 
one that was adopted 50 years ago 
and has been faithfully followed 
ever since. A color scheme has 
some identification value, but not 
nearly as much as many adver- 
tisers think it has. 

“If it is a good one, it should be 
kept. If it is a bad one under pres- 
ent shopping conditions, the sooner 
it’s changed the better. 


s “I have nothing against art; I 
have collected enough prizes to 
show I’m not too bad at it. I am 
all for it in its proper place, but 
it has no place in package design. 
A package should be purely func- 
tional. It has a job to do and it 
should do that job in the simplest 
and most direct way possible. That 
doesn’t mean a package should be 
unattractive. Good functional de- 
sign is always attractive. 

“Fancy lettering is harder to 
read than plain. Meaningless deco- 
ration takes up space and is just 
in the way. Babies, dogs and beau- 
tiful women are all nice things in 
their way, but they don’t belong 
unless they are related to what 
you are selling. 

“What should be on the pack- 
age? Well, let’s go through the 
mechanics of selection with a 
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GLORIOUS—Under a reciprocal agree- 

ment with Catalina Inc., the J. B. Williams 

Co. is sending dealers this six-piece Skol 

display package in which the lady wears 
a Catalina suit. 


typical shopper. Women seldom 
start out with a complete list of 
what they are going to get. Per- 
haps they jot down a few items: | 
soap, salt, sugar. The rest of their 
purchases are impulse or semi- 
impulse items. 


@ “What is a semi-impulse pur-| 
chase? The woman we are follow- 
ing knows she must get something | 
for dessert. She is hoping an in- 
spiration will strike. Something 
the family will like. Something not 
too hard to prepare. 

“She stands in the middle of the 
aisle and looks around. A can 
catches her eye. The label was| 
carefully planned to do just that. | 
It was designed after a thorough 
study of the competing labels that 
would be near it. The words that 
stand out most conspicuously on 
the label are SLICED PEACHES. 
Under that is a picture so real you | 
can practically taste it. Not a 
picture of a peach on a tree. Our | 
lady doesn’t want to pick peaches; | 
she wants to eat them. 


s “By this time, she has the can 
in her hand. Then she wonders | 
why, because she knows the family | 
has begun to be rebellious over so 
much plain canned fruit. As she 
turns it over in her hand, she 
sees on the back another picture 
of a luscious peach pudding. She 
reads the simple recipe and sees 
how easy it would be to make.| 
There is a quick selling phrase} 
which she remembers from the ad- | 
vertising. The trademark of a well- 
known packer is there to give her 
reassurance of quality. And the 
price is plainly marked. Every | 
factor necessary to complete the| 
sale is there, in its proper aad 
and right importance.” 

These things may be obvious, | 
said Mr. Jacobsson, but adver- | 
tisers still go on spending money 
on packages that violate every one 
ef these fundamentals. “Many of 
our leading advertising agency 
people and package goods manu- 
facturers are not aware that there 
has been a revolution. How else) 
can you account for so —! 
antique packages on the store 
shelves?” 


= Mr. Jacobsson is the designer | 
of the potent Tide package, which | 
he created for Procter & Gamble; | 
the Borden line of frozen foods 
(considered by that company to 
be “the finest frozen food pack- 
ages in America”); and the wrap- 
per for Rice’s Blossom enriched 
bread (General Baking). 

The latter, sold in the Baltimore- 
Washington area, was so well re-| 
ceived by Generali Baking that the 
company subsequently gave “Jake” 
its entire line to handle. The Blos- 
som package shows several young- 
sters obviously in radiant health, 

and the ends feature cherry blos- 
soms. 

These three packages are re- 
garded by “Jake” as among the best 


ree ee i 


he’s ever done. “When I saw a 
mass display of Blossom in a 
Washington supermarket recently,” 
he said, “I was as proud as if I 
was looking at my four kids after 
a long absence.” 


Appoints John Lindquist 


Mahr-Bufton Co., Minneapolis 
maker of folding tables, chairs 
and baby carriages, has changed 
its name to Foldcraft Inc. 

John R. Lindquist, formerly 
sales training and customer rela- 
tions supervisor for Superior Sepa- 
rator Co., Minneapolis, has been 
appointed sales promotion mana- 
ger of Foldcraft. 


Price Marking Catalog Out 


Hopp Press Inc., New York, has 
issued a new 60-page catalog 
showing its complete line of price 
marking items for use in food, 
liquor and drug stores. With the 
catalog goes an eight-page supple- 
ment outlining ceiling price mark- 
ers that also are available. 


"APPLETON 


with a 1950 US Census CITY ZONE POPULATION of 
83,277 is the No nin ed cual On 


and Madison are Larger! 
s 


The APPLETON POST. cablianc ‘ the 
ONLY 


Newspaper in “Wisconsin offering 
1) 70% Dealer Tie-ins on Grocery Items 2) Twice Weekly 


a are 73) Annual Consuiner Buying: Stuy 


The APPLETON POST-CRESCENT in 195) 


Mord 2! 2,637, 552. lines of Advertising — 


than any newspaper in the state except the Milwau- 


nity Journal — A testimony to effectiveness. 


Test it in APPLET ON — for Details Write — Wire — Phone Collect 
— David Lindsey — General Advertising Department — 


W ns Y ..in Northern California 


KNBC reaches more people... more often... 


OR 
than any other radio A Station 


ee ee ee 


This represents the coverage 
pattern in Northern California of 


° ali . ea 
KNBC’s 50,000 watt non-directional 
transmitter. 


This represents the coverage pattern of the 
other dominant 50,000 watt stations in 
Northern California—both directional 


transmitters. 


This, for interesting comparison, 
represents television coverage in 


Northern California. 


Put them all together—and you get 
a complete picture of radio and TV 
coverage in the great Northern 
California market, like this: — 


Kaige covering a sixty mile radius with only 
about one-third of the families in the narrow TV 
circle owning sets. 

Radio, dominated by three stations: —two with 
50,000 watt directional coverage taking in a limited 
elliptical area — 


—and the other, KNBC, with 50,000 watts, non- 
directional, giving a wide circle of coverage that includes 
nor only the San Francisco-Oakland Metropolitan Mar- 
ket, but a// the thriving PLUS-Markets of Northern 
California. 


Yes, in Northern California, more people are reached 
by—and listen more often to—KNBC than any other 
radio station. More people tune in to KNBC radio than 
to any television station in the area. 


OS Aa a ah RAG A 


RET ete 


«° 
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Wide circle coverage plus program 
popularity make... 


KNBC 


in San Francisco, Northern California's 
No. 1 Advertising Medium... 

50,000 watts, Non-Directional ...680 KC 
Represented by NBC spot sales 
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New York, April 16—TV owner- 
ship doesn't cut into newspaper 
reading, according to a survey 
sponsored by J. P. McKinney & 
Son and the Ward-Griffith Co., 
newspaper representatives. 

“In fact,” say the representatives, 
; “page observation by women aver- 
: aged almost 7% higher in televi- 
i sion homes than in non-television 
homes for three of four separate 
issues of the newspapers studied 
and only 3% lower in one.” 


Se The findings were obtained by 
= analyzing 1,208 interviews ob- 
} tained in the four readership 
‘ 
ay FREE Increase reader 
ship of your ads 
with LIPE-like BYE* 
% CATCHER hotos Used 
a by bieeest advertisers 
re Nothing like them any 
z where 100 new subjects 
is month Mat or Glossy 
Print pia ingle Prints 
Write for new FREE 
proofs Ne 10 No obliga 
ons EYE*CATCHERS 
207 E Jith St NYC 16 
% 
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Published as part of the week-end 
editions of the following 
leading Canadian newspapers: 


ST. JOHN'S, NFLD. Evening Telegram 

MONCTON Times and Transcript 

SAINT JOHN Telegraph-Journal 
and Evening Times-Globe 

MONTREAL Star 

Sie QUEBEC Chronicle-Telegraph 

FORT WILLIAM Daily Times-Journal 

KINGSTON Whig-Standard 

KIRKLAND LAKE Northern Daily News 

LONDON Free Press 

PETERBOROUGH Examiner 

PORT ARTHUR News-Chronicle 

TIMMINS Daily Press 

TORONTO Telegram 


TV Doesn’t Hurt Newspaper Readership, 
McKinney and Ward-Griffith Study Shows 


studies regularly conducted for the 
Hartford Times and the Providence 
Bulletin by Daniel Starch & Staff. 

“The same general comparative 
equality of observation of adver- 
tisements was found,” the repre- 
sentatives said, “except that ob- 
servation of retail advertising was 
noticeably higher among women 
with television than among those 
without—the difference being only 
about 10%.” 


8 To indicate the relative time 
spent with the newspapers, the 
“read most” figure was averaged 
on all advertisements studied. It 
was found that readership of gen- 
eral (national) ads averaged about 
the same in TV and non-TV homes 
In three of the four studies, the 
figures were slightly higher in TV 
homes; in the other study, slightly 
lower 

Among men, the comparison was 
2% higher in TV homes. But on 


retail advertising, the “read most” 
figure for men was over 0.5% 
lower. 

The representatives said the tests 
were made with Thursday news- 
papers, “the largest daily issues of 
the week.” The tests came in Feb- 
ruary, “when TV programs are at 
their best and when there is no 


extra stimulus of holiday shop- 
ping.” 
Smithson Leaves WKRC-TV: 


Chapin Named Asst. Manager 

Lloyd Smithson has resigned as 
program director of WKRC-TV, 
Cincinnati, to devote more time to 
his own radio-television produc- 
tion business. He will provide free- 
lance assistance to the station. 

Meanwhile, Don L. Chapin, sales 
manager, has been promoted to 
assistant general manager of the 
station. 


Rogers to ‘Field & Stream’ 

C. E. (Bud) Rogers, for the past 
six years on the advertising staff 
of Sports Afield, has joined the 
Chicago advertising staff of Field 
& Stream. 


Albert Frank-Guenther Law 
Elects Farley and Green V. P.s 

Adrian M. Farley Jr. and 
George D. Green have been elected 
v.ps of Albert Frank-Guenther 
Law Inc., New York. 

Mr. Farley has been with the 
agency since 1945, following 3% 
years’ service in the Navy. Before 


Adrian M. Farley George D. Green 
that he was associated with Oxford 
Paper Co., New York, for nine 
years. Mr. Green joined the agency 
in 1946 after four years in the 
Army. Previously, he had been a 
member of the advertising staff 
of the New York Herald Tribune 
for five years. 


largest 


MOOSE JAW Times-Herald 
PRINCE ALBERT Daily Herald 
: VANCOUVER Sun 
om THE STANDARD 
So 


OF ANY PUBLICATION 


| circulation 


IN CANADA 


Read by more than half 
of all the English-speaking 
families in Canada’s 
urban markets. 
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Young Connoisseur 
Opens Gallery for 
Art in Advertising 


New York, April 17—The Ste- 
phan Lion Gallery for Art in Ad- 
vertising opened this week at 145 
E. 52nd St. 

The gallery’s proprietor is a 
young man who is not only a con- 
noisseur of fine art, but who also 
realizes that advertising art must 
sell itself. Stephan Lion thinks of 
his new gallery, believed to be the 
first of its kind, as a means of 
showing advertisers and agencies 
that fine “selling” art has a niche 
in advertising. 

For the opening, the gallery is 
exhibiting the first American 
showing of Hans Erni, 42-year- 
old Swiss artist who has done work 
for several major American ad- 
vertisers. 


8 When he talks about fine art in 
advertising, Mr. Lion is careful 
to point out that he doesn’t mean 
easel paintings. He means art like 
the hands and glass of beer in the 
current Ballantine ale series, or 
the first 1952 Buick magazine ads 
—two campaigns on which his 
artists worked. 

Included among the dozens of 
clients for whom Mr. Lion has 
produced advertising art are the 
Grace and French steamship lines, 
Stetson hats, Jantzen knitwear, the 
New York Central railroad, Stand- 
ard Oil Co., Philadelphia Electric 
Co., the DeBeers Co., and 20th- 
Century Fox, to name a few. 

Any artwork in advertising has 
got to sell, and fine artwork will 
serve to attract a reader’s atten- 
tion, perhaps subconsciously, by 
its skill, Mr. Lion believes. 


8 Following Hans Erni, the gallery 
will hold monthly exhibits for all 
the artists represented by Mr. Lion. 
He expects that advertisers and 
agency people will visit the exhib- 
its to get ideas on how they might 
use the varied talents represented. 

For the past six years, Mr. Lion 
has been working as an artists’ 
representative, toting his portfolio 
around to agencies. Advertising art 
has reached the stage where peo- 
ple ought to look at artwork to 
get ideas, he says, and this is the 
purpose of the new gallery. “In ef- 
fect,” he adds, “‘the advertiser and 
his agency today replace the pa- 
trons under whom art flourished 
during the Renaissance.” 

The 36-year-old Mr. Lion rep- 
resents the third generation of a 
family of European art dealers and 
was formerly assistant director of 
the Guggenheim Foundation. Dur- 
ing the war he worked for four 
years in the army’s psychological 
warfare division, an experience 
which he feels adds to his qualifi- 
cations for selling advertising art. 


Glidden Starts 16-Day Drive 
Glidden Co., Cleveland, is con- 
ducting a 16-day “paint festival” 
which will reach its high point 
April 26. On that day, 1,200 Glid- 
den executives will step behind 
the counters of dealer stores to 
demonstrate Spred Satin, the com- 
pany’s latex interior paint. The 
promotion is supported by a na- 
tionwide campaign in newspapers, 
magazines, on radio and television 
and by direct mail and pecint of 
sale displays. Meldrum & Few- 
smith, Cleveland, is the agency. 


Appoints Harshe-Rotman 

Harshe-Rotman, Chicago public 
relations consultant, has been ap- 
pointed to direct public relations 
for Bausch & Lomb Optical Co.., 
Rochester, N.Y. The organization 
oe opened a Rochester branch of- 
ice. 


A. C. Nielsen Promotes Three 

A. C. Nielsen Co., Chicago, has 
promoted Guy C. Fraker and 
Eugene P. Allison to the New York 
client service staff and Mal B. 
| White to eastern field manager. 
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Grocery product advertisers who want 


more sales per dollar... should 


investigate this agency’s record today! 


The Harry B. Cohen Advertising Company—Number One agency in spectacular drug product 


successes —is far more than a drug agency. Our team has had as much, if not more, experience 


in grocery products than in drugs! And ...this experience has involved more successful 


pioneering of copy and merchandising ideas than many of the largest agencies in the country! 


YOU MAY KNOW the Harry B. Cohen Advertising 
Company as a “drug” agency. True—we have 
had more spectacular successes in that field 
than any other agency in recent years. 


But this is only the beginning of the story. 
The people on our team have had as much, if 
not more, experience in grocery store products 
than in drugs... some $250,000,000 of experi- 
ence among our key executives alone! 


That is why we are addressing grocery 
products advertisers: manufacturers of food 
products such as mixes, cereals, frozen foods, 
soups and other canned goods, coffees, soaps, 
detergents, cleansers—packaged grocery store 
items of all kinds. 


We know these products — from actual 
experience with them. We know their con- 
sumer advertising and merchandising prob- 
lems, their distribution methods. We know the 
leading chain and wholesaler operators...and 
how their cooperation may be gained. 


WE KNOW GROCERY PRODUCTS THOROUGHLY 


We know the best methods of trade promotion. 
We know the secrets of successful premiums, 
contests, deals—of consumer inducement and 
service advertising. 


Above all, we know the copy appeals and 
hard-hitting methods of advertising presen- 
tation that are needed to win sales today. 


Many of the most original and successful 
advertising promotions—copy ideas—merchan- 
dising plans—and campaign strategies of the 


FUNDAMENTAL PRINCIPLES OF OUR SERVICE 


1. More exacting money and media strategy 


The Harry B. Cohen Advertising Company is more 
“analytical” in its money and media strategy. We 
study your sales figures and potentials, market by 
market, in much greater detail than most agencies. 
We allocate media expenditures more carefully. We 
“tailor” your coverage more exactly, making your 
money more productive. By using small space more 
effectively, we are often able to buy millions more 
circulation. And—by traveling our time buyers 
more—we get better spot buys. 


2. More testing of appeals and copy 


The Harry B. Cohen Advertising Company tests 
every appeal (when time permits) before it is run. 
We are thus able to get harder-hitting copy. This 
constant testing experience enables us to hit the 
bulls-eye more frequently even when circumstances 
do not permit advance testing. 


3. Closer supervision by principals 


The Harry B. Cohen Advertising Company will not 
accept so many accounts that each one cannot have 
the personal supervision of the agency's principals 
on every phase of its operations. 
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grocery products field have been originated by 
members of our organization. Including ideas 
that are being widely copied today. 


These facts explain our confidence that 
we can produce more sales per dollar than 
many grocery product advertisers are getting. 
They explain why this agency is so eager to 
put its experience to work for additional non- 
competing advertisers in that field. 

But this is not the whole story. There is 
another reason why this agency can bring a 
fresh, sound, more productive approach to 
grocery products advertising. This reason is: 
our drug experience! 


WHY OUR DRUG EXPERIENCE 1S VALUABLE 


Drug products advertising must produce! It must 
produce fast. It must produce consistently. It must 
produce without “ifs” or “buts.” It is the fastest 
track in advertising. 

The Harry B. Cohen organization has been 
outperforming other agencies on this track. 


Drug products advertisers (clients or not) 
who know our work respect us. They will tell you 
of our successes in this field. 

Why is this of interest to you? Because drug 
products advertisers lean on advertising more 
heavily than any other category of products. They 
know that successful advertising of drug products 
is a test of advertising muscle and speed. 


Another reason you should be interested in 
our drug products advertising experience is that 
it cross-fertilizes our grocery experience with 
new ideas and techniques. 

So don’t let anybody “brush off” our drug 
experience. It is one of the most valuable things 
we can offer you. 

It is your guarantee we will never be “soft.” 
We will be as tough as your interests—and today’s 
buyers’ market —- demand. 


DRUG ADVERTISERS, TOO... PLEASE NOTE 


If you are an advertiser of a grocery product—or 
a drug product not competitive with any we handle 
—we’d welcome the opportunity to talk over your 
most difficult problem with you. 


Have you a “problem product” or a difficult 
situation in a certain market? Have you any ad- 
vertising or merchandising problem you haven’t 
been able to solve? 


Let us bring our experience to bear on it. Out 
of our study may come a recommendation for a 
test campaign that will demonstrate the same fast 
sales increases we have produced for other clients 
...at a lower rate of advertising expenditure than 
you thought possible! 


Let’s get together and talk it over... soon! 


A SALES OF EVERY SINGLE CLIENT AHEAD Sy 
IN 1951—SUCH RESULTS EXPLAIN 
WHY THIS AGENCY HAS GROWN 
10 TIMES IN SIZE IN 5 YEARS 


Not only were every single client’s sales 
ahead in 1951... every client’s sales are 
now running well ahead of their 1951 rate. 

Few agencies can match this record. 
And ... few agencies can state that they 
have reversed serious prior sales declines 
of years’ duration in a matter of weeks! 

Results such as these help to explain 
our sensational growth: 


The Grove Laboratories, inc., St. Louis, Mo. 
4-Way Cold Tablets and 4 other products 
More packages of 4-Way Cold Tablets 
are sold today than any other cold tablet. 
Sales of two of the principal products 
we handle for Grove are 50% greater 
than when we assumed responsibility for 

them less than five years ago! 


Pearson Pharmacal Company, Inc., New York City 
“ENNDS” Chlorophyll Tablets 
and 2 other products 
“ENNDS” are currently the sensation 
of the drug industry. Introduced a little 
over a year ago, they today outsell all 
other chlorophyll deodorants by a wide 
margin. Sales comprise an impressive 
share of the total deodorant business. 


The West End Brewing Company, Utica, N. Y. 
Utica Club Pilsener Beer, Cream Ale 
and other brands 
Sales jumped ahead almost immediately 
after our advertising started... resu/t- 
ing in a gain the first year 6 times 
greater than the industry in general! 
The most striking gains were in package 

sales — evidence of consumer demand. 


Lydia E. Pinkham Medicine Co., Inc., Lynn, Mass. 
Lydia E. Pinkham's Vegetable Compound 
and Tablets and other products 
Sales of these famous medicines turned 
upward at once as new advertising “mod- 
ernized” the products with new scientific 
evidence. Spectacular sales increases 
were achieved on a smaller expenditure. 


House of Westmore Inc., New York City 
Tru-Glo Liquid Make-up and other coametics 
Advertising with more merchandising as 
well as consumer impact has pushed 
sales up over 50% in last 3 years. 


The Chattanooga Medicine Co., Chattanooga, Tenn. 
Black-Draught Laratives 
and Syrup of Black-Draught 
Almost immediate sales increases 
brought greatly increased appropriation 
the very first year, and subsequent years. 


Airline Foods Corporation, Linden, WN. J. 


eS. 


reo Roa 


Rae ea 


Henri Spaghetti Sauces, Airline 
Prune Juice, Sundaettes, Sparkoffee 


\ A new client — March, 1952. of 


Phone or write to 


HARRY B. COHEN ADVERTISING COMPANY, Inc. 


1 East 57th Street, New York City + MUrray Hill 8-3030 
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Freezer Food Plans 
Keep Rolling Along 


But Chicago Grocers 


frozen foods at reduced prices. 

In Chicago, where seven plans 
are now operating, food clubs fol- 
lowed the lead of West Coast mer- 
chants and organized as the As- 
sociated Food Plans of Greater 
Chicago. 

The association wae formed after | 


duc during the past 
bens letuses S » severe criticism of food plan ads| 


two weeks. Latest areas to report 


Advertisiry Age, April 21, 1952 


association in Chicago, told AA} food plan. A big pitch in the ad 
the vast majority of food club op-| was a quote from Consumer Re- 
erators are highly ethical and have | ports which read: “The advent of 
a real service to offer the con-|the home freezer appears to be 
sumer. | bringing about what amounts to a 
“You will always find one or two| revolution in the housekeeping 
bad eggs in any industry,” he said.| habits of American families.” 
“We formed an association so that The Alsco ad also announced 
we can éliminate this type.” that food plans in the nation “are 


Set Up Own Plan and food plans are San Antonio, Phil-| 5 “high-pressured” and “mislead- | 
adelphia, Trenton, N. J., Grand '8" (AA, March 31). A code of| @ Mr. Gershuny challenged anyone 
GE Takes Counter-Step =f iis, Mich., and Duluth, Minn.| ¢thics is now being drawn up by| to prove that food plans “cannot 
Cuicaco, April 16—The ava-| Appliance makers and dealers) the group. | bring, substantial savings to mem- 
lanche of freezer-food plans con- 4T¢ quickly adopting the new mer-| 7 | bers. He a out that Bowers 
tinues to roll forward with un- Chandising program as their No. 1 @ Freezer-food operators in Chi-| Housekeeping, oman’s Home 


abated impetus 

It has become almost an im- 
possible task to keep track of the 
many cities where food chubs have 


congress 
3 ELECTROTYPE CO. 


acim 126 € CONGRESS « wooDwanD 3 3876 


OCAGO © 919-H MICKIGAN » SUPERIOR )-4056 


cago are fighting mad at the pan- 
ning which they have received in 


freezer promotion. The reason is 
not hard to find. Don Gabbert, 
owner of three Minneapolis stores,| the press. Three out of the city’s 
told Retailing Daily |four dailies have carried articles 
“Where we once sold only from| Guestioning the merits of the pro- 
30 to 40 home freezers a year, we| gram. 
moved 65 in the first three weeks| These critical stories were 
of operation under a home freezer-| labeled “unfair, undeserved and 
food plan.” | false” by Sam Gershuny, head of 
| Gershuny Associates Inc., which 
@ The various programs are all! is handling the Alsco Food Club 
variations on this single theme: | Plan. 
financing over 18 months the sale Mr. Gershuny, whose agency al- 
of a home freezer and supply of so is representing the food plan 


Companion and “many other lead- 
ing magazines have been running 
articles showing the savings pos- 
sible with a home freezer.” 

The food plans, added Mr. Ger- 
shuny, are performing a_ public 
service by focusing attention on 
the advantages of quantity buying. 

The Gershuny agency placed an 
unusual two-page spread for Alsco 
in last Wednesday’s Sun-Times. 
The ad shied away from “claim 
and boast” techniques and carried 
a detailed explanation of Alsco’s 


, SanDieco «BIGGER 


$97,359,372 


WORTH OF SHIPPING WAS HANDLED 


IN THE PORT OF SAN DIEGO IN 1951 
$77,090,980 in 1950 


THE MOST 
IMPORTANT CORNER 


* IN THE U.S.A. 
> | 


and 


San Diego Union 


Sait 


now doing nearly $50,000,000 
worth of business annually.” And 
Mr. Gershuny told AA that this 
was “a conservative estimate based 
on the West Coast business.” He 
predicted that within six months 
this volume will double. 


s AA went to the head of another 
Chicago agency, Arthur M. Hol- 
land of Malcolm-Howard, to get 
the story of Producers Wholesale 
Food Co., which is apparently the 
city’s most successful food plan. 

Mr. Holland reported that in a 
period of only 45 days Producers 
Wholesale has garnered more than 
600 members, using radio and TV 
only. This means the sale of at 
least 500 home freezers, he pointed 
out. 

The freezers offered by Pro- 
ducers Wholesale are Amana, 
Crosley and International Har- 
vester—‘‘with the emphasis on the 
last two,” Mr. Holland said. 


@ Producers Wholesale, like Alsco, 
is not an outgrowth of an appliance 
setup. Mr. Holland said the plan 
was started by a group of Chicago 
business men “who are in to stay.” 
The president of the company is 
Irving B. Green, who also is head 
of Mercury Records here. 

Mr. Holland admitted that “right 
now the only source for profit in 
the plan is the sale of freezers.” 
However, he assured AA that Pro- 
ducers Wholesale is no fly-by- 
night operation. He pointed out 
that it is not necessary to buy a 
freezer in order to join a plan. If 
you already have a freezer unit, 
then you c“n come in on the food 
setup. 

Producers Wholesale is one of 
the few plans which do not deal 
with established locker plants to 
get frozen foods. Mr. Holland said 
the company is the only plan in 
Chicago which has its own process- 
ing plant and is thus able to give 
direct service to its members. 


8 How about the reported diffi- 
culty in getting quality products 
from frozen food distributors? Both 
Mr. Holland and Mr. Gershuny 
were emphatic in stating that the 
companies they represent have no 
trouble on this score. 

Mr. Holland did say that Pro- 
ducers Wholesale does not “go so 


much by nationally advertised 
brands as grades.” He explained 
that the nationally advertised 


products are “too costly,” allow- 
ing a relat'vely low markup at 
the wholesale level. He pointed out 
that the government rates frozen 
foods and Producers Wholesale 
can get grade A lines for its mem- 
bers. 

On the other hand, Mr. Ger- 
shuny said frozen food distributors 
who talk about “not doing busi- 
ness with food plans are only try- 
ing to protect their retail outlets.” 
He pointed out that the food clubs 
generally deal with locker plants 
who are quite willing to sell to 
anyone. Alsco right now is offering 
Birds Eye, Snow Crop, Libby and 
Pictsweet and Mr. Gershuny said 
a club member can get a written 
guarantee that he will receive such 
top brands. 


@ Meanwhile, food retailers still 
are working on plans to combat the 
freezer-food programs. Charles H. 


Bromann, executive secretary of 


ATW 


the Associated Food Dealers of 


SAN DIEGO 
CALIFORNIA 


REPRESENTED NATIONALLY BY THE 


WEST-HOLLIDAY 


EVENING TRIBUNE 


Greater Chicago, told AA that in 
the next few weeks a number of 
food stores will open up with 
freezer-food promotions. He said 
this will involve a freezer display 
in the store and tie-in campaigns 
| with neighborhood appliance deal- 


co., INC. 
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ers, 

Sitting pretty in this dispute is 
the appliance merchant. Either way 
you work it, he is coming out on 
top. 

Food retailers in Chicago got a’ 
boost from the General Electric 
Supply Corp., which abandoned| 
plans to launch its own program 
around the Hotpoint freezer. James 
Lloyd, sales promotion manager of 
General Electric Supply, told AA 
that after a careful study of the 
plans the company had decided 
they were “a lot of baloney.” 


® In a bulletin issued to all Hot- 
point dealers, Ssales Manager A. 
T. Lacey said: 

“The basic fallacy of these plans 
is that all the real economics of- 
fered are available to any pur- 
chaser of a home freezer. Choice 
meat in large quantity is available 
at local locker plants and other 
normal sources at attractive prices. 
Packaged frozen food prices fluc- 
tuate so widely that it is possible 
to buy at local markets for less 
than the ‘wholesale’ prices quoted 
in these plans.” 

Mr. Lacey went on to urge Hot- 
point dealers to tell their customers | 
“the advantage of buying a home | 
freezer from you and also dem- | 
onstrate the false economies con-| 
cealed in this vicious promotion.” | 

Hotpoint dealers were told to! 
direct their customers to “legiti- 
mate sources” such as_ locker | 
plants, local chain stores, local in-| 
dependent grocers and butchers.| 
Mr. Lleyd told AA that the bulletin 
was sent out after the GE distrib-| 
uting company had conferred with 
A&P, Jewel, National Tea and 
other leading food retailers. 


FREEZER-FOOD PLANS, 
BBB AGREE ON CLAIMS 

Cuicaco, April 16—Freezer-food | 
plan operators in Chicago have | 
reported they have reached an) 
agreement with the Better Busi-| 
ness Bureau on standards to be | 
used in advertising. 

The Chicago bureau has issued 
a seven-point guide for media in 
accepting food plan ads. The bu- | 
reau said the report was prepared | 
because these ads had contained | 
“both errors of commission and 
omission.” 


s The original standards were: 

1, The fact that consumers must pur- 
chase a freezer should be made quite 
clear. 

2. Featuring choice cuts of meat adja- 
cent to prices of 62¢ and 65¢ a pound 
should be entirely eliminated. 

3. Such expressions as “‘no cost to you,” 
“free” and “‘save the cost of freezer” in 
connection with the freezer should be en- 
tirely eliminated. 

4. All statements that the food is befhg 
offered at wholesale price or in whole- 
sale lots should be abandoned until and | 
unless this is fully established. | 

5. All statements of saving should be | 
eliminated until ample proof has been | 
supplied by the advertiser and substanti- 
ated by the Chicago Better Business Bu- 
reau or an acceptable authority. 

6. Alphabetical gradings, such as “AA” 
etc., should be eliminated. Only govern- 
ment grading words are acceptable. These 
are “prime,” “choice,” “good,” etc. 

7. If the amounts of down payment, | 
weekly or monthly payments, etc., are) 
quoted in dollars, they must be in ac-| 
cordance with Regulation W. 


| 
| 


® Representatives of the Associ- 
ated Food Plans of Greater Chi- 
cago met with bureau officials 
to work out some modifications 
of this code. Sam Gershuny, head 
of the association’s agency, report- 
ed to AA that both sides agreed on 
points 2, 6, 7 and most of 3. 

However, he said that food plans 
were able to convince the bureau 
that their claims about “savings” 
were to some extent justified. As 
a result, Mr. Gershuny said the 
bureau is going to put out another 
report in which standards 4 and 5 
will be entirely reworded. 

Mr. Gershuny said the bureau 
also granted a concession on point 
No. 1. The bureau was told that it 
is not necessary to “purchase a 
freezer” to join a food club. If a 
person already has a freezer, he) 


can still join to get the benefit of; 
quantity food purchases at re- 
duced prices. 

Mr. Gershuny added that data 


| presented by the food plan opera- 


tors convinced the bureau to draft 
a new code. 


Kraft Names Nine V. P.s 


Kraft Foods Co., Chicago, has 
created nine new v.p. positions. 
The new v.p.s are Charles G. 
Wright, general sales manager; 
Arthur W. Sigmund, general 
manager for cheese products; C. E. | 
Nelson, general production mana-| 
ger for process cheese, margarine, 
salad products and confections; H. 
G. Podlesak, executive engineer; 
Charles W. Kaufman, executive di- 
rector of research; J. T. Wilson, 
general manager of Kraft’s central 
division; J. J. Wolf Jr., associate 
general manager of the central 
division; W. R. Killinger, general 
manager of the eastern division; E. 
P. Moore, general manager of the | 
southeastern division. 


Wisconsin’s third largest sales market provides a wide 
cross-section of nationality groups combined with stable, 
diversified industry and business—all rolled into a com- 
pact, self-sufficient market! Wholesale-retail sales in 1950 
totalled nearly 265 million dollars — a thought-worthy 
market by any standard! 


The Green Bay Press-Gazette blankets 99% of City 
Zone Homes — 88% of homes in the Metropolitan Area 
. . « here’s saturation coverage PLUS positive controll 


Write, wire or telephone today for more facts! 
P. A. McClosky, Manager, General Advertising 


GREEN B 
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Without the capital “Q,” quill can mean a variety of 
things: a pen or a porcupine spine, a calamus or a 


plectrum. 


Spelled with an upper-case “Q,” however, Quill is a 
respected American newspaper—and you can’t drop 
the capital if that’s what you mean. 

The same is true of “coke” and “Coke.” With the 
upper-case initial, Coke means only one thing. . . the 
product of The Coca-Cola Company. As a friendly 
abbreviation of Coca-Cola, it is a registered trade-mark. 
Good practice requires the owner of a trade-mark to 
protect it diligently. That’s why we keep asking for 


ah Ree Sores 
WOT 


le 


My. / ; 


Mh Le tas 


capital treatment for Coke and Coca-Cola, please. 
P.S. Ice-cold Coca-Cola is capital refreshment. 


Ask for it either way 
... both trade-marks 


mean the same thing. , 
REG. US PAT OFF } 


“Coke 


THE COCA-COLA COMPANY 
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Advertising in the Test Stage 


Bobrow Starts Test 
on Perfecto Cigars 
in Philadelphia 


PHILADELeHIA, April 15 jobrow 
Bros. yesterday began a test cam- 
puign here for its new Bold Petr 
fecto cigar a companion to the 


Jjold Queen line 
kicked off with a 300- 


company 


The drive 


line ad in the sports page of the 
Evening Bulletin, will continue 
through the summer. Space will 


be taken twice a week in the Bulle- 
tin and Daily News 
of ads running on 
If the test prove 
brow intends to introduce the cigar 
ther markets, including 


the majority 


ports pages 


, 
,0- 


uccessful, 


in seven 


tochester, upstate Pennsylvania, 

Buffalo and Akron 

prepared by Ernest M 
Co stressed “old 

of Bold Perfecto and 


6¢.”’ 


Copy 
Greenfield & 
favorite size” 
the price-—“‘now only 
TESTS REPEAT OF FILM 

Akron, O April 15—General 
Tire & Rubber Co night 
started an unusual TV advertising 


last 


experiment. It will present the 

same movie each night for a 

week, on WOR-TV, New York. 
The first film in the series is 


a full-length uncut production of 


“The Trial of Mary Dugan,” with 
Ann Dvorak and Benton Hay- 
worth 

D’Arecy Advertising Co., Cleve 


land, is the agency 


~ 


Collins, Miller & 
Hutchings 


- photoengraving 


INC. 


Americas 
FINEST 


plant 


CHICAGO 1} 


1,700 Attend 
Brand Names’ 
Annual Dinner 


New York, April 16—Brand 
Names Foundation presented its 
fourth annual brand name retailer 
of the year awards tonight at a 
Brand Names Day dinner at- 
tended by 1,700 business and civic 
leaders from all parts of the coun- 
try. 

Plaques were presented to re- 
tailers in each of 20 fields (AA 
March 31). Four citations were al- 
SO given to the runners-up in each 
field. Awards were made by Johr 
W. Hubbell, v.p. of Simmons Co 
and chairman of the foundation 
and by Henry E. Abt, foundation 
president. Both were reelected 

Following the awards, James A 
Farley, board chairman of Coca- 
Cola Export Corp., principal! 
speaker, declared that “American 
brand name products can win and 
keep more friends for America 
than all the billions of dollars now 


| being poured by this country into) 


world rehabilitation 


8 “The distribution of American 
products in world trade,” Mr 
Farley said, “is more importani | 


today than ever before. Implicit in 
every American product is the idea 
of fair dealing, of identification 
and responsibility. 

“Let us be particularly wary,” 
he said, “of any proposal or plan 
which would limit or subordinate 
the influence of the trademark in 
our economic system. That kind of 
proposal is the best example of a 
price that is too high for the mer- 
chandise.” 

New directors elected include 
James W. Alsdorf, ‘president, Cory 
Corp., Chicago; Carl W. Baden- 
hausen, president, P. Ballantine 
& Sons, Newark; Don Francisco, 
v.p., J. Walter Thompson Co., New 
York, and E. W. Hartwick, v.p., 
Carnation Co., Los Angeles. All 
four will serve until April 1, 1953. 


@ Directors named by trade as- 
sociations to the foundation's board 
for one-year terms: Paul S. Willis, 
manager, Grocery Manufacturers 


IN THE COCKPIT—Chicago agency head George H. Hartman sat in the cockpit of 

this Navy Link trainer at Barber's Peint Naval Air Station, Hawaii, recently, when 

he and other business and professional men visited Pearl Harbor aboard the air- 
craft carrier Princeton to see the Navy at work. 


of America; Roy W. Peet, manager, 
Assn. of Soap & Glycerine Pro- 
ducers; Paul West, president, Assn. 
of National Advertisers; William | 
H. Eaton, president, American) 
Home Magazine Corp., named by 
the National Assn. of Magazine 
Publishers, and William B. Ryan, 
president, Broadcast Advertising 
Bureau. A. A. Stambaugh, board 
chairman, Standard Oil Co. 
(Ohio), was named by the board 
of directors of the foundation to 
represent the petroleum industry. 
Mr. Alsdorf was named to repre- 
sent the housewares and appliance 
industry, and Mr. Hartwick will 
represent the Advertising Assn. of 
the West. 

Winning retailers and_ their 
wives took part in a two-day pro- 
gram of special activities yester- 
day and today. This included tours 
through Gimbel’s department store | 
and the J. Walter Thompson Co.,| 
agency. Manufacturers and maga- | 
zines sponsored lunches and cock-| 
tail parties for the group. A buffet 
supper was given for the entire 
group by The Saturday Evening 
Post; a breakfast was given by 
National Broadcasting Co.; Life 
sponsored another group luncheon, 
and Woman's Home Companion 
held a reception for the winners’ 
wives. 


where 2 out of 3 fam 


The luckiest, richest town on earth”. . . Long Beach, California 


omy 


read the Press-Telegram 
Represented Nationally by Cresmer & Woodward, Inc. 


Brand Names Forms 
Council to Aid in 


Education Program 


New York, April 15—The Brand 
Names Foundation is forming an 
advisory group of 200 merchants to 
counsel it on the extension of its 
educational program through re- 
tail channels, Henry E. Abt, presi- 
dent of the foundation, has an- 
nounced. 

Known as the Retail Advisory 
Council, the new group includes 
key executives of the companies 
winning brand name awards at the 
annual Brand Names Day dinner. 
The foundation will keep the 
council abreast of educational ac- 
tivities in all channels and, in turn, 
will ask member merchants to 
send in their proved promotional 
ideas and techniques. These tech- 
niques will then be “wholesaled” 
to retailers generally, Mr. Abt 
said. 


8 From time to time, the 200 coun- 
cil merchants will be asked to 
make tests, under controlled condi- 
tions, of the turnover power of 
branded, trademarked and na- 
tionally advertised items, as com- 
pared with unbranded or private 
label products. 

Joseph L. Eckhouse, executive 
head of Gimbel’s, New York, last 
year’s department store “Brand 
Name Retailer,” has been named 
chairman of the new council 


Appoints Wright Advertising 

Wright Advertising, Pittsford, 
N. Y., has been appointed to direct 
advertising for Bridgeport Imple- 
ment Works, Stratford, Conn. The 
company is introducing a new 
product, Pixtone, which is a ma- 
chine that picks up stones 1'%” to 
8” in diameter. The company 
claims the machine does the work 
of 20 men. Farm and business pub- 
lications and direct mail will be 
used. 


Conducts Sales Sessions 

John W. Mock, Chicago business 
consultant, has been appointed by 
the Chicago Electric Assn. to con- 
duct an eight-session course for 
appliance dealers and their key 
sales people on “Creative Selling 
in Chicago, 1952.” The course be- 
gins June 4, 9:30 a.m. Enrollment, 
limited to 150, is $10 a person. 


| Campaigns in Cleveland 


Stitzel-Weller Distillery Inc., 
Louisville, is launching a newspa- 
per campaign to introduce Cabin 
Still, pre-prohibition brand of 
straight bourbon, to the Cleveland 
and Ohio market. Winius-Brandon 
Co., St. Louis, is the agency 


Sive & Associates Expands 

Leonard M. Sive & Associates, 
Cincinnati agency, has added an- 
other half floor of space. This is 
the agency's 14th anniversary. 
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3 Publicity Heads 
Tell 3 Fundamentals 
to Industrial Admen 


New York, April 15—Three 
publicity directors divulged three 
fundamentals of their trade at a 
meeting of the Industrial Adver- 
tising Assn. of New York vester-| 
day. 

Bert McNomee, public relations 
representative of U. S. Rubber Co., | 
said, “You cannot assess publicity | 
results on the basis of inquiries.” | 

Milton Enzer, director of public | 
relations of Yale & Towne Mfg. Co., 
emphasized that publicity should 
supplement advertising. 

Carlton Porter, v.p. of Harry W. 
Smith Inc., declared that good pub- 
licity is essentially good reporting. | 
‘You have to get into the user's 
plant with a man equipped with 
intellectual curiosity, a seeing eye, 
and a willingness to ask questions 
—all qualifications of a good re- 
porter,”’ he said. 


@ Mr. McNomee_ recommended 
three points for industrial publi- 
city: 

“1. Develop a story that presents 
facts as non-commercially as pos- 
sible. Cite the disadvantages of a 
product as well as its advantages. 

“2. Remember that an editor's 
responsibility is to his reader first, 
not to his paper’s advertisers. 

“3. Time releases to give the 
monthlies a break when possible, 
or some angle the weeklies and 
dailies are likely to underplay.” 

Mr. Enzer said that many indus- | 
trial advertisers would profit if 
they would make use of some of} 
the publicity material industrial | 
papers carry on product news. 

“Some of the heads and angles | 
editors give publicity items,” he| 
suggested, “would make good ad-| 
vertising copy. 


8 “Good publicity,” he said, “helps | 
to uncover new markets. It helps | 
to create a favorable climate of 
opinion. This in turn both directly | 
and indirectly creates a more re-| 
sponsive audience for a company’s | 
advertising.” 

Mr. Porter stressed repeatedly | 
that a good publicity man should} 
“get out into the field where} 
stories are born and see for him-| 
self what goes on.” | 

Above all, he warned, “Don’t at- | 
tempt to kid the editor. It works 
only once. The editor wants facts. | 
If vou give him double-talk you're | 
merely contributing to better and 
bigger waste baskets.” 


Sealright Will Use 
New Al Capp Pair 


in Milk Promotion 


Fuiton, N. Y., April 16—Seal- 
right Co. has turned up a couple} 
of Al Capp characters to help 
dairies using Sealking packaging. 

Along about the time the car- 
toonist let Daisy Mae and Lil’ 
Abner get hitched, Mr. Capp and} 
Sealright were publishing at 
banns. 

Sealright is planning “Junior | 
Jamboree Milk Klubs” for boys! 
and girls in the areas where Seal-| 
king dairies are operating. With 
Sealking milk carton tops, the 
youngsters get colorful T-shirts, 
with the name of the dairy and 
the club name lettered across the 
chest. The dairy sets the policy on, 
how many carton tops the kids 
must have to garb themselves. 


8 Now comes Al Capp, with “Sugar 
‘n’ Spike,” a new pair of comic 
characters. The dairies will dis- 
tribute a comic book of the cur- 
rent adventures of the two each 
week during August. Fortunately | 
for all, the comic books will be 
available to all customers and pros- 
pects, as well as to members of} 


the “klubs.” 

To hypo the deal, Sealright has 
a package of sales promotion ma- 
terials, including newspaper mats 
featuring local jamboree kids and 
“Sugar ’n’ Spike,” some singing + 
and spoken radio spots, and dis- 
plays for the wholesale stops made 
by the drivers. 

Said R. Reed McNamara, Seal- 
right’s genera] sales manager who 
presented plans for the Junior 
Jamboree Milk Klubs to district 
sales meetings, “This is the kind 
of program we all enjoy participat- 
ing in because it builds business 
as well as good will in the com- 
munity for our customers.” 
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Curley to Ryder & Ingram 
Lenn Curley, formerly with 
Knox Reeves Advertising, San 
Francisco, has been appointed head 
of the copy and plans department 
of Ryder & Ingram, Oakland, Cal. 


Opens Hartiord PR Oftice 
Saul Hoffman, formerly real es- 
tate editor of the Courant, Hart- 
ford, Conn., has opened a public 
relations office at 119 Ann St. 
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GREENER FIELDS 


Wherever Mister PLUS sows seeds 
(Broadcasting them, of course) 
His sponsors’ crops are minus weeds; 


“No-Waste” the rule in force. 


“Ye shall sow on MBS 

Just where ye want fo reap!” 
Flexibility? Heck, yes! 

Time costs here? Dirt cheap! 


— the difference is MUTUAL! 


++ 


++++++ FOR OFTAILS. THE MUTUAL BROADCASTING SYSTEM - New YORK i8. NY. + 44444 


Peete e+eeeeteay 
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“You're imagining things, George. They must be 
working you too hard down at the agency!” 


Circulation, City and Retail Trading Zone 


TIMES. STAR 158,430 


TimES- 
STAR 
145,679 


vost 
143,997 


42 43 44 45 «46 a7 4a SN 


1941 
Source: A. B.C. Publishers’ Statements, Sept. 30 of cach year 


Added up the score, lately? More and more 
and more...Cincinnati is a morning-newspaper 
town! Today, the Daily Enquirer has more 
circulation within the retail trading zone than 
the total circulation of any other Cincinnati 
daily. 


Represented by Moloney, Regan and Schmitt, Inc. 
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Petker Devises Contests that Open 
New Retail Accounts for Clients 


Los ANGELES, April 15—Every 
month more than 60,000 radio and 
TV listeners win prizes in “con- 
tests” sponsored by disc jockeys 
from coast to coast. 

Most of the “contestants” are 
pleased when they receive their 
prizes—in the form of a merchan- 
dise certificate. And when they 
present the certificate to the local 
retailer and receive the prize— 
free—most undoubtedly think, 
“that was an easy contest!” 

Probably none of the “contest- 
ants” realizes that he has been an 
important agent in one of the most 
unusual distribution-forcing plans 
yet devised. 

The plan—perfected by publicity 
and promotion man Al Petker— 
officially is called the “Radio-TV 
Club.” The “club” now has more 


Los Angeles, New York, San Fran- 
cisco, Dallas and a growing list of 
cities. 


® Mr. Petker has a “full” line. He 
handles radio and television plugs 
and giveaway merchandise. But 
for the past year he has made a 
specialty of contests, which are 
used as a merchandising vehicle 
tp introduce and sample new prod- 
uets and to expand distribution 
for others. 

Currently, he has some 20 con- 
tests going through disc jockeys 
in the cities named. The contests 
cover a wide range of topics, mak- 
ing it possible te supply a different 
one to every disc jockey in a city. 
Typical subjects: Name the mys- 
tery voice; safety slogans; old rec- 


than a half million members in| ords. 


Mr. Petker gets wide distribu- 
tion for his contests. In a given 
week, as many as ten Los Angeles 
dise jockeys will be using a Petker 


contest. A country-wide promo-| 


tion for American Home Products 
currently is running on 400 sta- 
tions daily, and a total of 149 
products are covered. Titled, 
“Bushel or a Peck,” the contest 
includes full plugs for seven sep- 
arate products on each program. 


s The major “selling point” of a 
Petker contest is the manner in 
which the contest is packaged. He 
says most disc jockeys like con- 
tests for a change of pace and to 
promote listener interest by offer- 
ing prizes. Contests also offer the 
opportunity for a program to dem- 
onstrate mail pull to prospective 
sponsors. 

All a dise jockey is required to 
do with a Petker contest is to use 
it as set up. Mr. Petker provides 
the rules, the prizes, and distrib- 
utes the prizes to winners. In re- 
turn, he asks for two things: A 


how many ‘half ! 
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on your force ? | 


If the Men Selling Your Products don't know 


> how you're advertising and why, both men selling your 
€ and ads are earning only half their pay. sales program 
sell your goods 


We have a way to change your 50% sales- 
men and 50% ads to 100% sell... a way 
that’s guaranteed to make your field sales 
forces sit up and take notice ... a way that's 
been used—and praised to the skies—by 
some of the very biggest advertisers in such 
fields as canned goods, soap and soft drinks. 


It's As Simple As This: 
You are running or have scheduled a news- 
paper campaign. You tell us you want to 


AA 


give it an extra strong push among your 
sales forces. We cooperate in arranging 
showings, at national or district sales meet 
lor slide show..."HOW YOU 
CAN CASH IN ON THE GREATEST SHOW 
ON EARTH” ...the most powerful salesman- 


pepper-upper this side of a 200% bonus. 


ings, of the c 


BUREAU OF ADVERTISING 

American Newspaper Publishers Association + 570 Lexington Ave., 
New York 22—Plaza 9-6262 * 360 N. Michigan Ave., Chicago 1— 
STate 2-868] + 240 Montgomery St., San Francisco 4—EXbrook 2-8530 
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Sponsored by The Commercial-Appeal and Memphis P: Seimi 


If you want to d 


1 real job of 
ising and 
> men who 


} } 
have yourself 


1 look at ‘The Greatest Show’”’ 
and see what it can do for you. 
Call or write today! 


in the interests of fuller understanding of newspapers 
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straight commercial-type of plug 
|for the product being promoted 
| and offered as a prize, and the mail 
| sent in by contest entrants. 
Specified plugs are a must, Al 
| Petker says, because otherwise 
they are too often “sloughed off” 
and have little or no value. An- 
other requirement specified for all 
contests is that a letter or card be 
sent in by contestants. This mail 
is used to build lists which can be 
used for various promotional pur- 
poses. 


8 The basic function of the lists 
is to obtain distribution for a cli- 
ent. A typical case is that of Bak- 
er Boy Bakeries, Los Angeles, 
which makes the Baker Boy con- 
fection roll. The company now has 
90% distribution in California and 
is now moving into Texas. 

As Baker Boy enters a market, 
residents are sampled through Pet- 
ker’s contest list for that area. 
Those on the list get a card read- 
ing “Congratulations! You have 
won a Baker Boy confection roll 
on the...Show (filled in with the 
name of the specific program 
whose contest was entered). Your 
grocer will honor this certificate 
upon presentation. Thank you. Al 
Petker. Radio-TV Club.” 

The card also carries the state- 
ment: “Mr. Grocer: You are au- 
thorized to act as our agent in the 
redemption of this certificate. Your 
local Baker Boy salesman will re- 
deem this certificate in accordance 
with the terms of our offer. Baker 
Boy Bakeries.” 


@ The cards are designed to cre- 
ate store traffic and to impress 
managers of stores not carrying 
Baker Boy by causing many of 
their customers to ask for it. The 
same treatment is given such prod- 
ucts as Tops records, De Cicco’s 
Bon Bon ice cream, Palomar simu- 
lated pearls. 

A similar approach is used in 
giving away products on an audi- 
ence show. The announcer or em- 
cee tells his listeners—over the 
air—that they will receive the gift. 
The plug, as usual, is a specified 
commercial. But listeners who 
write in don’t get the actual prod- 
uct. Instead they are given a cer- 
tificate, and have to go to a store 
to get the gift. 

Contests and giveaway plugs 
are scheduled as much as three 
months ahead. On the first of each 
month, each client is given a com- 
plete schedule of the programs on 
which plugs will be aired. These 
are intended for use in salesmen’s 
presentations to the trade. 

Mr. Petker doesn’t regard con- 
test and giveaway plugs as a sub- 
stitute for advertising. “But,” he 
says, “they do get a_product’s 
name before the public and the 
trade until a small company has 
grown enough to do an effective 
advertising job.” 


Film ‘Gloria Swanson Show’ 

Gloria Swanson has been signed 
to star in a series of half-hour 
television films, “The Gloria 
Swanson Show,” to be produced 
by Simmel-Meservey Co., Beverly 
Hills packager-producer. The films 
will be made in conjunction with 
Tele Voz Co., Mexico City, where 
they will be produced. The shows 
will range from romance, mystery, 
and drama to sophisticated com- 
edies. Miguel Aleman Jr., son of 
Mexico’s president, is head of Tele 
Voz, a newly formed company 
which will produce TV films for 
U. S. showings. Angus Robinson, 
partner in Walter O’Keefe Enter- 
prises, Hollywood, will act as sales 
agent for the series. 


Lists State Industrial Guides 


The Public Library of Newark, 
N. J., has issued Vol. 24, No. 7, of 
its “Business Literature, a Month- 
ly Note,” which consists of a list 
of state industrial directories. The 
four-page bulletin covers 45 states 
and can be had for 25¢ by writing 
to the Business Library, 34 Com- 


merce St., Newark. 
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Says HARRY P. HERRFELDT 
Vice President in Charge of Sales 


PARK & TILFORD DISTILLERS CORP. 


er amram 


“Asa regular reader of ADVERTISING AGE for sixteen years, I have 

found its news coverage of advertising and marketing affairs not only complete and 

interesting, but also a decided help in my own field of liquors and wines. Its columns 
| have generated ideas that, when translated into marketing plans, have proved quite 
valuable. As a long-time reader I have been particularly pleased to note the editorial im- 


provements adopted in recent years.” 


f = gone out from New York to see the 1932 
Olympics in Los Angeles, Mr. Herrfeldt liked it so well in California 
that he decided to settle there. Now, of course, the wheel of Fortune has come 
a full turn, and his headquarters are in New York. His first job in California 
was with a liquor importer, beginning in 1933 when Prohibition was repealed, and 
in 1935 he joined Park & Tilford as a sales representative. Less than two years later 
he was advanced to Northern California district manager, and in 1940 was promoted 
| again. His continuing success led to a further pro- 
motion in 1946, this time to western division HARRY P. HERRFELDT 
manager in charge of sales in 11 western 
states, Hawaii and Alaska. On June 1, 1948 he was advanced to assistant general sales 
manager, and seven months later was elevated to his present post. Under his direction 
is a staff of 180 men who account for the company’s annual sales volume of 
| more than $60,000,000. Mr. Herrfeldt’s home base is New York, but 
he spends as much time as possible in the field, working closely 
with the distributors. 
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Florida Resort Spot Lures Tourist Trade 
by Posters Advertising Rival Attractions 


Si.ver Sprincs, Fia., April 15— 
In a state where almost every city 
vies strenuously for tourist trade, 
Silver Springs trying for its 
share by advertising its competi- 
tors 

Early in March, the city put up 
408 posters around Florida calling 
attention to 22 prominent tourist 
attractions the Cypress 


is 


such 
Gardens. The posters show a large 
color picture of the gardens and 
say “World Famous Silver Springs 
Recommends Cypress Gardens on 
U. S. 27.” 

s Peter Schaal, advertising direc- 


as 


CENTRAL PRESS, INC. 
Publishers - Printers - Lithographers 


ESTABLISHED 1930 
Direct Mail - Catalogs - Publications 


one or more colors 


714 S. Adams St., Marion, Indiana 


tor for Silver Springs, reports that 
results have been “sensational.” 
One reason might be the fact that 
many tourists have arrived in Sil- 
ver Springs after seeing one of the 
posters and demanded to see the 
cypress gardens or other attrac- 
tions promoted on the posters. In 
the “Silver Spring Recommends” 
copy, the location of the rival at- 
traction in the 
size type on the poster. 

Abort this facet of the promo- 
tion, Mr. Schaal says, “I am con- 
tinually amazed over the way peo- 
ple read signs or news copy. Hon- 
estly, I do believe people generally 
jump over every other word. Our 
billboards plainly say where the 
‘rival’ attraction is located.” 


Is 


s Twenty-three of the posters have 
been placed in New York at such 
points as Times Square and 125th 
St. on the New Haven line. The 


is the number of rad 


io families in the area now 


covered by Radio Station WMC throughout the 


Memphis and the Mid-South area. * 


*Estimate based on 1949 BMB Survey projected through 1951. 


dollars represents the buying power of those 


families covered by Radio Station WMC in 


the Memphis and Mid-South area. * 


*SURVEY OF BUYING 


POWER, 1951-1952. 


and you can bet a 


that your best radio 


buy in Memph 


WINAC 


FA - M Pp +4 | Ss | Notono! Represenronves, The Bronhom Company | 


is* is 


NBC — 5000 
WATTS—790 


not-too-large- | 


pesters will stay up at least until 
the end of April, and a new series 
will be put up in August for the 
summer tourist trade 

Mr. Schaal is president of the 
Florida Attractions Assn., a group 


organized several years ago to 
weed out deadwood and fly-by- 
night “scenic” attractions in the 


state which garners a large seg- 
ment of the nation’s tourist trade. 

Regarding his campaign, Mr. 
Schaal says: “We're all aiming at 
the same thing—those wonderful 
Yankee dollars—and if we feel that 
we'll get more of them by help- 
ing a ‘rival,’ don’t you think we 
won't help him!” 


Belding-Corticelli Names 2 

Belding-Corticelli, New York 
manufacture: of fabrics, lingerie, 
threads and sewing kits, has re- 
aligned responsibilities in its re- 
tail division, following the resig- 
nation of Henry W. Tavs, retail 
sales and merchandising manager, 
effective April 30. Abbott Barrett, 
merchandising manager of the re- 
tail lingerie division, has been pro- 
moted to sales manager of all re- 
tail divisions. Mort Mazor, mer- 
chandising manager of the retail 
notions division, will assist Mr. 
Barrett in all activities with the 
exception of the merchandising 
of lingerie. 


| Lafferty Elected President 

| James D. Lafferty, general sales 
manager of Shademaster Alumi- 
num Corp., Buffalo, has been 
elected president of the company. 
He will continue as general sales 
manager. 


SHIRTSLEEVE SESSION—In the usual order, William Gold, head of Carpets by Gold 
Inc., New York, Al Radin, advertising manager, and Sanford Jacobs, interior designer, 
discuss details of the Gold Galleries interior themes exhibit for April. This is the first 
in what they hope will become a Decorator of the Month series. Promotion and ad- 
vertising are budgeted at $1,500 monthy. Esmond & Dore is the agency. 


Miles Named Research Head 

Dr. Virginia Miles has been ap- 
pointed research director for Dr. 
Ernest Dichter Inc., New York, 
psychological consultant to adver- 
tisers and agencies. Dr. Miles for- 
merly was research director for ad- 
vertising, sales promotion and pub- 
lic relations at Alexander Smith 
Inc., New York. Eleven years ago, 
when Dr. Dichter was research di- 
rector of J. Sterling Getchell Inc., 
Dr. Miles was his assistant. 


General Foods Boosts Cook 


General Foods Corp., New York, 
has promoted C. W. Cook, for- 
merly product manager for Instant 
Maxwell House coffee, to sales and 
advertising manager of General 
Foods’ Maxwell House division. He 
succeeds J. P. Delafield, who has 
been appointed assistant marketing 
manager for the company’s Birds 
Eye division. Mr. Cook joined GF 
in 1942 as chief engineer and was 
named product manager last year. 


Sell Florida’s 


WM CE 260 kw Simultaneously Duplicating AM Schedule 


First TV Station 


WMCT 


Owned and Operated by The Commercial Appeal 


in Memphis and the Mid-South 


*Source; WMC's many satisfied advertisers 


\\ 


A Major Year ‘Round Market Getting B-I-G-G-E-R Fast! 


* Florida is Nation’s Second Fastest-Growing State 
— Census forecast shows Florida population of 3,700,000 by 1960 


* $240,000,000 Gold Coast Expansion Planned by Utility 
— Florida Power & Light Co. builds for tremendous area growth 


* Florida Leads Nation in Business Firm Increase 
— Dept. of Commerce shows number of Fla. firms almost doubled since 1944 


Take advantage of the soaring sales poten- 
tial of Florida’s fabulous Gold Coast market. 
| Ask your SB&F man to tell you about 
its amazing growth — and how The Miami 
Herald gives you comprehensive, low-cost 
coverage of the entire Gold Coast area. 


JOHN S. KNIGHT, Publisher 


Big-Busy-GRO 


WING 


a 


STORY BROOKS & FINLEY, Notional Reps. A. S. GRANT, Atlanta Affiliated Stations — WQAM, WQAM-FM 
MIAMI = An International Market 


af = Advertising Age, April 21, 1952 i 
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‘Preserve Drug Stores’ Identity,’ 
Scott Rea Tells Chain Operators 


Ho.ttywoop, Fra., April 16— 
“The primary objective of chain 
drug store management is to pre- 
serve the identity of the drug 
store,” according to Scott C. Rea, 
president of the National Assn. of 
Chain Drug Stores. 

In his keynote address at the 
annual convention of the associa- 
tion here today, Mr. Rea said that 
the members of the association 
are in unanimous agreement on 
that objective. 

At a time when the traditional 
boundary lines between different 
types of retail businesses are 
breaking down, Mr. Rea called on 
the association to emphasize the 
fact that the “professional side of 
the store is the one characteristic 
that clearly distinguishes the drug 
store from any other retail outlet.” 


@ “The operators of chain drug 
stores,” he declared, “regard phar- 
macy as a profession and drug 
store merchandising as a business.” 

In his discussion of the impor- 
tance of the prescription depart- 
ment to total chain drug store vol- 
ume, Mr. Rea quoted a series of 
surveys made by Drug Topics to 
show that, “whereas the average 
chain drug store in the year 1939 
filled 2,732 prescriptions per store, 
in 1951 it filled 9,120 prescriptions 
—an increase of 234%.” 

Moreover, he declared, “the av- 
erage chain drug store in 1951 
filled 23% more prescriptions than 
the average independent drug 
store. 


® “According to Drug Topics,” he 
continued, “chain drug _ stores’ 
share of the drug market is 22%, | 
although the stores represent only | 
of the total number of drug} 
stores in the U.S.” 

Mr. Rea added that This Week 
Magazine drug surveys have turned 
up the fact “that although the drug 
chains do approximately 22% of} 
the total retail drug volume, they 
do more than 90% of all retail drug 
advertising.” 

He said that “the majority of 
our member chains do not permit 
any newspaper advertising to be 
run over their names without call- 
ing attention to the importance of 
their prescription departments and 
their sincere interest in cooper- 
ating with the medical profession. 
I honestly believe as a result of 
this meeting you will find more 
and more advertising space de- 
voted to the professional side of 
our business from each member 
of the association.” | 


= "707 
(.t4 


@ W. Paul Briggs, executive direc- 
tor of the American Foundation for | 
Pharmaceutical Education, told the | 
druggists that while they have 
been successful in originating and 
developing many merchandising 
techniques, they “have partially | 
neglected a public responsibility | 
and a rich source of profits by not | 
spotlighting and cultivating pre-| 
scription services to the maximum | 
possible degree.” 

Mr. Briggs told the group that 
“public and professional sampling 
revealed that eleanliness and or- 
derliness are the principal factors 
by which the acceptability of a 
drug store is most often judged. On 
these values,” he continued, “your 
stores uniformly scored high. The 
typical attitude, both lay and pro- 
fessional, was that the public is 
emotionally conditioned to modern 
sales and display methods in all 
types of stores, and does not seri- 
ously resent similar practices in 
drug stores. Two provisos were 
generally added: (1) that the 
store be clean, and (2) that the 
store and the clerks maintain ap- 
propriate dignity. 
® “On this premise, it would seem 
that a sustained, high-level pro- 


gram featuring your prescription 
facilities would achieve results in 
spite of extensive fountain serv- 
ices and merchandising activities; 
provided the latter are kept within 
proper bounds. 


“Put another way, if these limi-/| 


ted opinions are widely held, any 
clean, orderly, respectable drug 
store can develop a _ substantial 
prescription service in parallel 
with the merchandising of tradi- 
tional drug store commodities.” 

He urged the druggists to devote 
their attention to two particularly 
important problems—uniformity of 
prescription prices and prompt 
stocking of new items. 


s “Whether they like it or not,” 
Mr. Briggs told the chain druggists, 
“physicians do have to face the 
frequent patient inquiry—‘How 


Lt ae 


much will this presc 
He suggested that 


ption cost?’” 
niformity of 


prescription pricing ‘s an exclu- 
sive advantage of -hains which 
might receive greate. emphasis in 
promoting your pro’ <sional serv- 
ices to the medical yup.” 
Pharmaceutical d ail men, he 


continued, seem cor 
the chain druggists 
a policy of stocking 
stores with every }| 
product for a reas 
the detail men cou 
customers to chain 
simple expedient of .dvising phy- 
sicians of the avai .bility of the 
product throughou the chain. 
While they would d. the same for 
independents with the same policy, 
the chain advantage —where it has 
fair city coverage—:* that the pa- 
tient is not restricted to a few loca- 
tions only. 


Davis Heads Chicago Ad Dept. 

John Eugene Davis has been 
appointed manager of the Chicago 
advertising department of Curtis 
Publishing Co. He succeeds Samuel 
R. Penfield, who has retired. 


vould adopt 
ich of their 
ymising new 
ible period, 
i direct new 
tores by the 


need that if} 


Scott Associates Adds 
Account, TV Film Series 


Scott Associates, Kansas City, 
has been appointed by Gray-Bry- 
an-Sweeney Co., Kansas City heat- 
ing equipment and installation or- 
ganization, to direct its advertis- 
ing. 

At the same time, the agency an- 
nounced it has added a new TV 
series to its list, “Hymn Time,” 
featuring Wayne Landis, tenor. 
The show is slanted for rural con- 
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sumption and hopes to pick up a 
national sponsor. L. C. Krenkle has 
been appointed director of trans- 
cription sales and placement for 
the agency. 


Jackson Mfg. Names Agency 

Jackson Mfg. Co., Harrisburg, 
Pa., manufacturer of wheelbar- 
rows, has appointed Michener & 
O'Connor, Harrisburg, to direct its 
advertising. Trade publications 
will be used. 


CO. 
Ter ORLA 
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Using for Dealerships! 


rue AD-VER-TIS-ER, 


INc., 


Fort Wayne, INDIANA 


In 1908, man finally did it— invented flying machines. But nobody wanted a ride. : 
The early airlines, that sprang up all over America, died, merged, folded, and ; 


were forgotten because, to most people, flying was strictly for the birds. 


Then Southern California got into the act. Maybe the sunshine, maybe the 


hankering to get places, maybe the consistent use of radio advertising — but Southern 


California flew. Southern California has the oldest airline in America — 


by tomorrow morning we’ll probably have the newest. 


Moral: Whether you sell airlines or aspirins — sell them first in Southern California 


where it will do the most good. Sell them best on the station that serves 


Southern California best —on KMPC. That’s where so many things really start. 


KMPC is the station that covers Southern California like a network. You could 


buy 38 stations, and not cover Southern California the way KMPC does. 


KMPC reaches more people, far more people, than any other independent 


710 


KC LOS ANGELES S 


radio station in the West. Whatever you sell, wherever you make it, use 


KMPC and get power where it really counts! 


PC 


FREE SPEECH 
Ming 


50,000 Watts Days « 10,000 Watts Nights « Affiliate Liberty Broad- 
casting System « Represented Nationally by H-R Representatives, Inc. 


RADIO IS AMERICA'S GREATEST ADVERTISING MEDIUM 
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My a. 


DIRECTOR 


cooperating stores, where the 


selling organization, capable 


confidential. Reply Box 121. 


ADVERTISING 


An experienced and broadly capable advertising director 
wanted for a new national magazine. Our immediate circu- 
lation goal is 2,000,000 copies per month, all sold through 


vantage of being able to offer point-of-sale advertising. 


The man we want must be able to build a hard-hitting 


prospects, able to originate and supervise special advertising 
presentations and promotional merchandising programs. 
Give your entire employment history, advertising volume 
you actually sold in each of the last five years; give references, 
and state salary currently earned. All replies will be held 


ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


WANTED 


publication will have the ad- 


of evaluating and assigning 


Information for Advertisers 


Rates 


ERTISING MARKET PLACE 


90¢ per line, minimum charge $3.60. Cash with order. 


Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for box number. 
Display classified takes card rate of $12.00 per 


Preceding publication date. 


Deadline Wednesday noon 12 days 


column inch. Regular card discounts, size and frequency, apply on display. 


POSITIONS WANTED 


HELP WANTED 


ART DIRECTION AND DESIGN LAYOUT 
12 years experience in advertising, sales 
promotion, and sales training. At my best 
in planning and designing complete ad- 
vertising and sales promotion campaigns. 
Am accustomed to client contact and sug- 
gesting art treatments and analyzing de- 
sign readability 
Box 5042, ADVERTISING AGE, 


No. 4325. Coverage in Canada. 

“There’s Nothing Else Like It” is 
® new media book offered by the 
Toronto Star Weekly. It discusses 
Circulation, urban coverage, char-| 
acter and intensity of readership, | 
@ealer acceptance, etc., and gives 
®etailed circulation breakdowns by | 

rovinces, major markets, and ur-| 
= centers 


No. 4326. Selling the Working Wo- 
‘ man. 

Charm presents a new booklet, 
*19 Million Women Who Work,” 
@iving facts on the number of} 
Women working; their reasons for 
working; their earning power; buy- 
ing habits, special economic needs, 
and product requirements. It also} 
feveals their influence on family, 
friends and community, and dis- 
@usses specific occupations and rel-| 
@tive earning power. Special serv- 
fees retailers are instituting for 
working women are mentioned. 


| 


No. 4327. Metro’s Market Map. } 

Metropolitan Sunday Magazine 
Group offers a map of the U. S.| 
showing circulation in terms of 
family coverage, county by county, 
throughout the nation. Four shades 
of red are used to indicate visually 
the proportion of families reached 
in each of the 3,073 counties of the 
country. A summary relates coun- 
ties, percentagewise, to total U. S. 
retail sales 


No, 4328. Market Data for Indiana. 

“Heart of Hoosierland—45 Rich, 
Productive Counties in Central In- 
diana” is the title of the 1952 
Standard Market Data file offered 
by the Indianapolis Star and News. 
Easy-to-read economic statistics 
are given for this trading territory 


| No. 


which accounts for roughly 50% of 
all business in Indiana. 


No. 4329. Special Vacation Sales 
Opportunities. 
“Michigan—Always Good— 
Twice as Good in the Summer” is 
a new brochure offered by Station 
WJR, giving a quick picture of the 
special selling opportunities cre- 
ated by the vacation season, Basic 
fact: Michigan attracts more than 
4,500,000 out-of-state vacationists. 


No, 4332. “Nudist” Sales Contest. 
“Nudist Sales Contest” is a new 


bulletin offered by Hahn-Roden- 
burg, incentive firm, giving details 
of their sales contest in which the 
salesmen have their faces repro- 
duced on manikins, and then “win” 
garments. Top prize goes to the 
man who winds up with a hom- 
burg and an umbrella. 


4333. Data for Bloomington, 
Iu. 

The Bloomington Daily Panta- 
graph presents a new market data 
folder showing the relative posi- 
tion of Bloomington against other 
Illinois communities in terms of 
effective buying income, general 
merchandise sales, drug sales, food 
sales, etc. 


No. 4338. Data for Mail Order Ad- 
vertisers. 

“Six Reasons Why” is a new bro- 
chure offered by Science and Me- 
chanics, dealing with newsstand 
sales, newsstand vs. total circula- 
tion, bonus over circulation guar- 
antee, cost per page per M, read- 
ers per dollar, etc. Of interest pri- 
marily to mail order advertisers. 


Note: Inquiries for the items listed above will not be serviced beyond June 2. 


USE COUPON TO OBTAIN INFORMATION 


H Readers Service . ADVFRTIgING Acr 

| 200 B. Mlinois St., C icago 11, Mi. 

Please send me the following (insert number of eack item wanted 
—please print or type) 
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200 E. Illinois St., Chicago 11, Il 
PRODUCER-WRITER - TV - RADIO 
Experienced all phases presently with 


4A agency. Highly creative. Production at 
net work level. New York - Chicago Agen- 
cies. 
Box 5043, ADVERTISING AGE, 
__ 200 E. LIlinois St., Chicago 11, Hl 


~~ ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St Ha 7- 2063 Chicago 


Market Research Ani 


lys 


satile on psychological studies of con-| 
sumer opinion, trends, buying habits; has 
force to carry out interviewing; available 


as consultant or for specific job. 

Box 5040, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il 
ART DIRECTOR of national magazine 
presently employed on part-time basis 
would like additional work creating lay- 
outs and finished art on a free-lance or 
fee basis. 


Box 5039, ADVERTISING AGE, 

200 E. Illinois St., Chi icago ll, I 
Over 13 years copy writing, copy contract 
experience at your service. Can convert 
basic facts into selling ideas; develop 


complete advertising, merchandising cam- 
paigns. Have written for consumer, trade 
in all media. Looking for spot with future 
where I can settle down _ “go to 
town”! Married. Will re-loca 

Box 5038, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
We have attractive positions for men 
and women in Advertising and Publishing 
MYRTLE BARNARD - CARMEN TAYLOR 
176 West Adams Ce 6-3178 - Chicago 
TOP ADVERTISING-PROMOTION MGR. 
A Creative, Practical, Producer, Twelve 
yrs. Agency, Mfgr. exper. Consumer, In- 
dustrial Bkgrd. Knows copy. Trade Natl. 
Campaigns, Budgets, Sales Train. 36 

Box 5037, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
COPYWRITER, woman, agency foods etc 
and firm exper., editorial, publicity Chi- 
cago only 

Box 5032, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Wh 


ADVERTISING MANAGER READ 


MANAGER READY FOR 
SECOND (AND LAST) JO 
Reached limit here. Want career good 
company small city $6500 now, oppgr- 
tunity $10,000. Leader, writer, speaker, 
idea man, 32, family. Company's success 

mine. 
Box 5033, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Tl. 


HAVING ART DEPT. BLUES? 


Experienced art director and manager 
now successfully operating art depart- 
ment in medium size agency. Has in- 


creased profits substantially every year - 
figures to prove it. Wants crack at bigger 
game. $10,000 salary 
x 5022, ADVERTISING AGE, 
200 E. Ilinois St., Chic ago 11, 1 
FRED J. MASTER N 
ADVERTISING — PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


HELP WANTED 
LAYOUT ARTIST 
Recognized agency has opening for full- 
time creative artist capable of producing 
roughs and comprehensive layouts. See 
Mr. Lund of Arthur R. Mogge, Inc., 333 
N. Michigan Ave., Chicago. 
PUBLIC RELATIONS 
Top Chicago firm wants 2 wrtiers to work 
on major accounts. Include summary, 
salary. 
Box 5034, ADVERTISING AGE, 
209 E. Illinois St., Chicago 11, Ill. 


AUTOMOBILE 
SALES PROMOTION 
MANAGER 


Manufacturer, near Detroit, has 
opening for an aggressive, ex- 
perienced sales promotion man- 
ager who’s really got it on the 
ball. No amateurs need apply. 


Must be able to originate and 
direct sales plans for 2500 na- 
tion-wide dealer organization; 
be familiar with contests; hold 
meetings, etc. 

Write fully, giving age, expe- 
rience, education, references, 
salary desired. All replies confi- 
dential. Enclose photo. 


Box 123, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl 


extremely ver- | 


Can You Answer 
ualifications 
ADVERTISING 
COPYWRITER 

Copy department of progressive agency 
located in South Western Ohio needs one 
more versatile creative writer with proved 
capacity to produce ideas and copy that 
sells for leading accounts in national and 
industrial fields. Permanent position on 


| staff with plenty of latitude for man with 


initiative and ability. Pleasant working 
—— congenial co-workers, plenty | 
room to grow as fast as ability permits. | 
Write fully in confidence to 
Box 5036, ADVERTISING AGE, 
200 E. Illinois St., Chciago 11, Ill. 


', & J 
PERSONNEL CONTACT DON HILL 
BUSINESS MEN’S CLEARING HOUSE 
209 S. State St. - HARRISON 17-4577 
EST. 1902 AG ILL. 
own samples, 
imitiz itive and spirit. Good opportunity. | 
Modest start salary. Up and coming 
agency. 
Box 5035, ADVERTISING AGE, | 
200 E. lIllinois St., Cheiago 11, Ill. | 
Ss: MA? ANT 
SP. 
Unusual financial opportunity with grow- 
ing, vigorous company in new, successful | 
taxi-cab (trunk deck) advertising. Draw | 
expenses plus. Travel tri-state Midwest 
(Chicago) area. Home weekends. Car nec. 
Box 5041, ADVERTISING AGE, 
200 E. Illinois St., Chciago 11, Ill. 
SINES bs 
INTERNATIONAL Trade Magazine Entire 
interest available. Cash $5,000. Good in- 
vestment, established 6 years j 
ox 5044, ADVERTISING AGE, | 
801 Second Ave., New York 17, N. Y. j 
N or free-lance Indus. | 
Acct. Exec. to join one-man agency or 
One-man Agency desiring to lower over-| 
head. Write 
Box 5023, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


ARE YOU GETTING YOUR 
SHARE OF FREE PUBLICITY? | 
The 1952 Edition of The 
PUBLICITY DIRECTORY | 
| 
| 


is now ready! 
Lists over 2,000 Publications 
with FREE Editorial Pollicies 
CIRCULATION—Over 200,000,000 
Published in Three tions—Consumer, | 
Farm and Business—Trade. A Gold-Mine | 
for Ad Agencies, a Publishers, 
Public Relations Firms, 
FREE 5-Day EXAMINATION 
Publicity Advertising 


1501AA Trails End, Kalamazoo, Mich. 
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REPRESENTATIVES WANTED 
PUBLISHER'S ADV. REP. for Ohio, Ind. 
& Western Pa. Have two pubs. in plumb- 
ing and heating field. Commission. Write 
fully. Master Plumber & Heating Con- 
Saws, 303 Washington St., Brooklyn 1, 


Publishers Representative for engineering 
journal. Territory, Ohio Eastern Michi- 
gan, Western Pa. Now yields $3000 an- 
nual commissions. e Wm. C. Copp, 
303 West 42nd Street, New York 36, N. 


... NOT A BOY... 


but . A PRODUCTION MAN . 
schooled by twenty years of profes- 
sional experience in ner igen 
media. Seeking a perm mt con- 
nection with challenge ry build a 
solid production and/or pro- 
graming operation. 

Hollywood trained on forty-odd, 
major studio feature productions. 
Tempered by own, independent, 
New York film business. 

Enlightened, as producer of 38 TV 
films now syndicated nationally, plus 
a score of assorted successful spot 
campaigns. Indoctrinated by nearly 
three years as station production ad- 
visor (live & film) in one of TV's 
most competitive markets. Overall, 
can contribute talent for top 
oh na tgs value on minimum 

udgets, plus technical know-how 
in staging and direction. 

Salary is secondary to potential. 

Desire personal interview with 
any interested agency, program 
packager or station. 

Box 126, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ASST. SALES PROMOTION 
MANAGER, AUTOMOTIVE 


Opening for young man, prob- 
ably now employed, who wants 
to advance in hard-hitting fac- 
tory organization. 

Creative ability essential; must 
know booklet & folder produc- 
tion. Actual sales experience not 
essential, but helpful. Want man 
not afraid of the new idea. 
Write, giving age, present con- 
nection, experience, education, 
salary desired. Enclose photo. 
All replies confidential. 


Box 122—ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


located in Chicago, w 


COPYWRITER WANTED 


Fast-growing, well established advertising agency, 


ith billing of around 


$8,000,000, needs a thoroughly experienced top- 
flight copywriter. The man we are looking for must 
have a record of proved success in the advertising 
agency field, and must know how to dig for facts and 
present these facts dramatically. To such a man we 
offer a salary commensurate with his ability and 
almost unlimited opportunity working on a variety 
of national prestige accounts. All the men in our 
agency know this advertisement is being run. Re- 
plies will be held in strictest confidence. Address 
replies to Advertising Age, Box 127, 200 E. Illinois 
Street, Chicago 11, Illinois. 


AGRICULTURAL 
ADVERTISING 


Excellent opportunity awaits 
you in strong, Midwest, 4-A ad- 
vertising agency if you combine 
good agricultural background 
with talent for originating and 
administering creative farm ad- 
vertising. 

Write in detail in confidence to: 
Box 118, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


HALF OR FULL 
OWNERSHIP AVAILABLE 


In national editorialized newspaper 
advertising column. Over a period 
' of years this column has weathered 
the pioneering stage, has shown a 
high percent of renewable adver- 
tisers each year, and the column is 
Showing a net profit each year. 
Working capital is not needed. Pres- 
ent partner is inactive and his in- 
terests will be sold only to a working 
partner who knows how to sell space 
or full ownership sale might be ar- 
ranged. 
Box 125, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


HAVE YOU GROWING PAINS? 


I have a small advertising agency 
and wish to combine with another 
small agency or agencies, or become 
associa with a larger agency. I 
have growing pains, have you? 
Box 124, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Changing Your Job? 


zed Advertising 
TO GET 


help you plan and execute a winning job 

campaign. Experience analysis, job — 

kets and contacts, intensive coaching in 

selling your services at top salary. Not 

an employment agency. 

By appointment. Call CHelsea 2-4309. 
rzian 


wrence Terzi: 
452 Fifth ane N.Y. 18 Suite 603 
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Allegretto grazioso. 


fait Gol 


FOR THE CHILOREN 


COLOR ECONOMY—This color page for 


run no less than four times in the Chicago Tribune from the same set of color plates. 

The first ad was placed in 1938 and the plates re-used in 1941. The Tribune discon- 

tinved its color advertising until 1948 by which time the plates had been mislaid. 

New ones were shot from the color proofs, however, and the ad was used by the 
candy maker in 1948, 1949, 1951 and again this year. 
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Dis ‘is / 


Regular ‘2.30 Valve! 


FRESH-PACKED BOX 
WITH LOVELY EASTER WRAP 


SN evedeetel sen atmen! § lemon Mev e moet 
popeles ond tineee camduee Creom cumteen 
deding buttecrnseme Alec coop end chewy 
wontons Wick etinge A betenrwet ond fine 

vill checubate! The povbect Rates wemmembesse 


ee 


Fannie May candies, Chicago, has been 


Bo To ee 


Esso Opens Drive 
in 800 Newspapers 


New York, April 16—Esso 
Standard Oil Co. started a news- 
paper campaign yesterday in about 
800 daily and weekly newspapers 
in 18 eastern and southern states. 

The campaign is based on a 
claim that nine out of ten cars 
will run better on Esso Extra all 
year round than on any other gaso- 
line. Insertions will range down- 
ward from 1,440 lines. 

Also employed in the drive is 
outdoor advertising, with about 3,- 
000 24-sheet panels scheduled for 
April, June and later in the sum- 
mer. 


® Radio and television support will 
include about half the time on the 
Esso Reporter broadcasts on 54 ra- 
dio and five TV stations. In nine 
cities, 20-second TV spots will be 
used for an eight-week period this 
month and next. 

Sales promotion in stations will 
include the use of an 8’ display to 
be hung from the identification 
poles. Driveway posters, window 
displays and cloth banners will be 
made available, plus two mailings, 
one to 770,000 and the second to 
320,000 consumers. 

McCann-Erickson has the ac- 
count. 


Trailer Park Magazine Bows 
Trailer Park Management, a 

publication directed to trailer park 

operators, will appear in June. 


* Published by J. Brown Hardison 


at 4006 Milwaukee Ave., Chicago, 
its one-time full-p i 
The magazine will have a 7x10” 
format. Robert Lewis is editorial | 
director and Wayne Shullaw, for- 
merly editor of the Journal, Lan- 
sing, IIL, is editor. 


Hall Joins Callaway Agency 


Robert Hall, formerly on the ad- 
vertising staff of the Transcript, 


Dedham, Mass., has joined Calla- 
way Associates, Boston agency. 


Newspaper Ad Contest Set 

The fifth annual Newspaper Ad- 
vertising Awards contest, spon- 
sored jointly by the Pacific Coast 
division of Bureau of Advertising, 
American Newspaper Publishers 
Assn., and the Advertising Assn. of 
the West, has been announced. 
Rules may be secured from AAW, 
425 Bush St., San Francisco 8. 
The contest has general and retail 
categories, and is open to publi- 
cations in the 11 western states. 
| Winning entries will be exhibited 
| at the AAW’s 49th annual conven- 
tion in Seattle, June 22-26. 


Franklin Named Guinness A.M. 


Robert J. Franklin, formerly na- 
tional brand advertising manager 
of Schenley Industries Inc., New 
York, has been named advertising 
manager of.Edward & John Burke 
Ltd., brewer of Guinness stout and 
Burke's ale, effective April 28. This 
is a new position. Before his asso- 
ciation with Schenley, Mr. Frank- 
lin was with Columbia Recording 
Corp., Loew’s and Metro-Gold- 
wyn-Mayer. The home office of 
Burke is in Dublin. Its U. S. head- 
quarters is in Long Island City. 


Flynn Succeeds Kelly at PIA 
Edmund J. Flynn, for the past 
five years on the staff of the Na- 
tional Labor Relations Board, has 
been named secretary and indus- 


| company’s New Yor 


trial relations director of the union 
employers section of Printing In-| 
dustry of America. He succeeds) 
Matthew A. Kelly, who has been | 
appointed secretary of the printers! 
league section of New York Em- 
| ploying Printers Assn. The change 
| will become effective June 1. 


|G&W Electric Boosts Sward 


G&W Electric Specialty Co., Chi- 
| cago, has promoted Cecil W. Sward 
to v.p. in charge of sales, adver- 
tising and sales promotion. He has 
been with the company since 1923 
|and has been in charge of sales 
| and advertising since 1930. 


| Tatham-Laird to Move 


Tatham-Laird, Chicago, ill, 
move to new offices . the Lyon 
| & Healy Bldg. on Aug 1 


Crider Switches A  encies | 
Wickliffe W. Cri er, formerly} 
v.p. and director of :dio-TV cre-}| 
ative services and ta -nt at Batten,| 
Barton, Durstine & Osborn, will} 
join Kenyon & Ev«hardt, New| 
York, May 1, as v.p. in charge of | 
radio and television. 
DuMont Promotes .yman 
Fred A. Lyman, nr anager of the 


factory dis- 
een promoted 


tributor branch, has 
to national merchardise manager 
of the receiver sal-s division of 
Allen B. DuMont Laboratories, 
Passaic, N. J. 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


There's a 


BIG DIFFERENCE 


between an 
Average Good Bowler 
andthe @ 


And there's a big 
difference in Houston 
between the other 
newspapers and 

The Chronicle— 

the champion. 

For example... 


During 1951 The Chronicle published more advertising 
than any other Houston newspaper in each and every 
price range in every commodity group measured by the 
George Neustadt Service.* The Chronicle has had this 
phenominal lead since the inception of this service in 
Houston in 1946. 


“Neustadt Service measures 91 commoditics covering men’s, 
women’s and children’s apparel, furniture and piece goods. 
Each is broken down into 6 price zones. 


For additional facts about the No. I 
paper in the South's No. 1 market, contact 
your nearest Branham Company Office. 


e Houston Chronicle 


R. W. McCARTHY M. J. GIBBONS THE BRANHAM COMPANY 
Advertising Director National Advertising Manager National Representatives 
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Retailers Bidding 
for Big Chunk of 
Freezer-Food Sales 


SAN BERNARDINO, CAL., April 16 
—Food retailers here are bidding 
for a chunk of the bulging freezer- 
food business on the West Coast 


In what is believed to be the 
first plan of its kind in Southern 


California, Seibel, Myers & Warner, 


San Bernardino appliance dealer 
this week began a food club in 
which all food sales are made 


through markets 


Three of San Bernardino’s larg- 
est markets, Sage’s, Owens and 
Marketville, are the first partici- 


LET SLIDE FILM PRODUCTIONS 
on your next 
iim ‘Production 
Old in experience 
Mid Weet 
Bi! Gyles—Producer 
SLIDE FILM PRODUCTIONS 
Suite 602, 20 W. Jackson Bivd 
Chicogo—WAb. 2-6890 


pants in what will probably be a 
territorial franchise deal. The cus- 
tomary procedure in freezer-food 
plans has been to bypass the gro- 
cer and sel] through a locker plant 


8 In this latest plan, the markets 
display freezers stocked with food. 
Actual freezer sale is made by the 
appliance dealer, with the grocer 
profiting from sale of $200 worth 
of food packed in the freezer 

The freezer buyer gets a mem- 
bership card entitling him to spe- 
cials offered by the market fur- 
nishing the lead, or nearest if non- 
market lead. The grocers will then 
offer freezer specials every Mon- 
Tuesday and Wednesday (mar- 
ket “dead” days). Members will 
also get weekly bulletins announc- 
ing specials 

To protect markets, cards are 
made out to a specific store and 
will be honored there only. Meat 
will be specially cut, packaged and 
wrapped on these days. Consumers 
who already own freezers will also 
be able to make purchases, but 


aay, 


probably not in amounts less than 
$25 per order 


® Backers of the plan claim that, 
on the basis of reorders and quan- 
tity sales, prices can be competitive 
with wholesale houses 

Gough Industries, distributor of 
International Harvester and Up- 
rite freezers, is reportedly working 
with appliance dealers to set up 
similar plans 

And in Los Angeles, the Asso- 
ciated Grocers Budget Food Plan 
Says it will start a freezer-food 
program through markets in the 
coming week. The grocers group 
plans to have freezers displayed in 
stores with the following sign: 

“Ask about Associated Grocers 
Budget Food Plan. This market can 
supply you with meats and perish- 
ables cheaper than anyone else. 
Ask about our food plan. We can 
supply freezers.” 

The Bank of America, which 
has financed most of the freezer- 
food purchases on the West Coast, 
will discount notes in the Asso- 
ciated plan. 


FREEZER PLANS GAIN 
IN PHILADELPHIA 

PHILADELPHIA, April 16—Freez- 
er-food plans are mushrooming in 
this region, with an increasing 
number of appliance distributors 
enrolling in the plans. 

To date, Judson C. Burns Co., 
Philadelphia Distributors Inc., 
Peirce-Phelps Inc. and Beetem & 
Brody have launched full-scale 
programs. Sears, Roebuck & Co. 
and John Wanamaker are taking 
the lead among the department 
stores 

Ad media are benefiting greatly 
from the new rash of frozen food | 
plans. Philadelphia Distributors 
will use radio chiefly. This dis-! 
tributing agency has tied up with 
a food bank in Parkesburg, Pa., 
which handles Swift, Birds Eye 
and Snow Crop frozen foods. 

Under the arrangement, a Siti 
freeze buyer is entitled to foods on| 
a continuing basis at a 23% dis-| 
count and meat at 15% discount.| 
Radio spots stress big dollar sav- 
ings in food, first, and on the! 


crea 


**From survey by Customer Audit Bureau 
of New York, 1950. 


Yes... Free P 


ress readers 


are your BEST Customers 


Mare than half of the customers in downtown Detroit 
department stores read The Detroit Free Press.** 


But that isn’t ALL. 


Almost HALF of the dollars spent in these stores 
come from less than ONE THIRD of the customers. 


There’s a difference you know between folks walking into a store, 


and walking out with a parcel or a charge to their account. 


NOW NOTE... 


Less than a third of ALL these shoppers (30.5%) have weekly 


incomes of $100 or more. 59% of this group read The Free Press. . . 


... BUT... this third (30.5%) accounts for NEARLY HALF 
(47%) OF ALL THE MONEY SPENT IN THE STORE. 


Now, $100 weekly isn’t “big money” 


. In fact, it’s less than 


average family income in Detroit. But call it what you wish, 


this THIRD BUYS HALF OF EVERYTHING SOLD. 


These are the families you reach and influence, and CAN SELL 
through The Free Press. They are your BEST Customers. 


These are the families who continuously 


bring BETTER RESULTS to all advertisers. 
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freezer, second. In addition to 
Philadelphia, the radio schedule 
includes Pottstown, Chester, Quak- 
ertown, Coatesville and Lancaster, 
Pa.; Camden and Vineland, N. J., 
and Wilmington, Del. Future ad- 
vertising plans call for television 
spots. 


@ Peirce-Phelps is using four dif- 
ferent plans appropriate for dif- 
ferent family sizes. This company 
distributes the Amana freezer 


| Peirce-Phelps will use full-page 


newspaper ads in Philadelphia and 
Harrisburg and will initiate a 
dealer salesman training program 

Judson C. Burns Co. will de- 
liver wholesale meats and frozen 
foods to those who buy Crosley 
freezers. Burns plans direct mail, 
point of sale, and cooperative 
| newspaper advertising. 


LOCKER PLANTS GET 
| FREEZER PLAN ADVICE 

PoRTLAND, OrE., April 15—The 
| Smashing success of freezer-food 
clubs on the West Coast has 
brought a bonanza to frozen food 
locker plants. 

John D. Trullinger, editor of 
Western Locker and operator of 
the Quick Freeze Food Lockers in 
Portland, devoted his March issue 
to these clubs, advising readers “to 
get on the food plan bandwagon.” 

Mr. Trullinger wrote: “Wherever 
this plan has been aggressively 
promoted, the public has lapped up 
the offer like a high school kid 
downing hamburgers.” 


® However, he warned the locker 
plant operators to be wary of un- 
ethical plans which use high pres- 
sure, misleading ads. Listing the 
things a locker will need to become 
a supplier for a plan, Mr. Trulling- 
er stressed: 

“1. Capital (plenty of it). 2. Time 
You'll need a lot—for lining up 
sources of supply, figuring prices, 
preparing forms and order blanks, 
getting up displays for dealers. 
3. A good meat source or a good 
frozen food source—preferably 
both. Foods must be obtained in 
quantities large enough so you can 
offer a lower-than-retail price to 
the consumer.” 


@ Mr. Trullinger also emphasized 
extra room and equipment in the 
plant and “good, high quality to 
assure repeat orders.” 

How does a typical plan work? 
Mr. Trullinger described the 
Amana freezer program offered 
through his locker plant. He wrote 

The 18 Amana costs $599.95; the 25 
costs $699.95. Of this amount, 15% must 
be paid down—the balance can be ex- 
tended over 18 months. The customer will 
perhaps pay 15% down on his food pur- 
chase and finance the rest through the 
bank over a period of six months. 

The initial order is taken by the ap- 
pliance salesman; it is financed by the 
bank, and the order is turned over to 
the locker plant. In my own case, the 
food will be delivered to the customer. . 

The initial food order is usually for 
a set food plan, ranging from $150 to 
$300. The minimum plan has the bare 
essentials—it is designed for the budget- 
minded. The $300, or deluxe plan, has 
all the fundamentals, plus many of the 
glamour items—such as waffles, pheasant, 
chicken, blueberry muffins, breaded 
shrimp—also the prepared meals, such 
as ravioli and chicken a la king 


@ The importance of 
“workable hookup” with food pro- 
ducers was reiterated by Mr. Trul- 
linger. He suggested that a locker 
plan “should arrange to become a 
distributor, rather than a buyer 
from a distributor.” He said “this 
is being done in many cases,” and 
he pointed out: 

“Such a move will antagonize 
the supermarkets and chains, to 
say nothing of the independent 
food retailers; however, these 
groups can hardly be expected to 
like anything about the program 
anyway.” 


having a 


Dairy Promotes Meehan 

James H. Meehan, director of 
sales and advertising of Philadel- 
phia Dairy Products Co., has been 


| elected a v.p. of the company. 
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Relatively Few 
TV Applications 
Filed with FCC 


(Continued from Page 1) 
land, Ore., Denver, Akron, Spring- 
field-Holyoke, Mass., Hartford, 
Youngstown and Wilkes-Barre. 

Early birds were further dis- 
couraged Monday by an order of 
the commission instructing appli- 
cants to outline their programming 
plans in minute detail. 

A good showing on programming 
intentions is expected to prove a} 
decisive factor in many of the hotly 
contested situations the commis- 
sion will face in processing appli- 
cations later this year. 

The commission still has many 
policy issues to decide before it be- 
gins handing out construction per- 
mits. 

Industry members were exam- 
ining fine points of the 600-page 
order lifting the freeze in search 
of angles for avoidin® competitive 
hearings which would mean indefi- 
nite delays in constructive plans. 


8 A group of Denver broadcasters, 
through Sen. Edwin C. Johnson 
(D., Colo.), asked the FCC this 
week whether it would consider 
a “pool” application for a TV sta- 
tion to be licensed to a group of 
AM broadcasters. 

They pointed out that a cooper- 
ative effort of this kind would re- 
duce the number of applications 
from their city, and possibly elimi- 
nate the need for competitive hear- 
ings. 

Chairman Paul Walker said FCC 
is not ready to say at this time 
whether it will permit established 
broadcasters to enter into cooper- 
ative ownership of a station. He 
conceded there are many argu- 
ments to support the idea, but said 
he is concerned about the danger 
of excessive concentration of con- 
trol over the media of mass com- 
munications. 

Despite the use of 82 channels, 
the FCC fell short of providing 
multiple program choices in a large 
number of communities. 


® In all, only 180 of the 1,291 com- 
munities covered by the plan have 
three or more assignments. Since 
almost every one of the 180 is ear- 
marked for a non-commercial sta- 
tion, there actually are only 50 
communities that will have an op- 
portunity for four commercial TV 
network outlets. 

In addition to assignments in 
most of the 180 communities with 
three or more channels, educators 
were given one of the two channels 
in approximately 75 other com- 
munities. There are 1,111 one- and 
two-station communities under the 
FCC plan. 

Including the non-commercial 
channel, the FCC provided ten 
channeis for three metropolitan 
areas; eight for one; seven for sev- 


en; six for 21; five for 18; four for 
51 and three for 79. 

Altogether, the commission made 

2.053 assignments in 1,291 com-| 
munities, compared with 400 as-| 
signments in 140 metropolitan 
areas under the present 12-channel 
system. It drew on the entire block | 
of 70 UHF channels which had} 
been reserved for TV's future de-| 
velopment. 
s The new allocation provides ten 
channels each in Los Angeles, San 
Francisco and Chicago; eight chan- 
nels in New York; seven in San 
Diego, Denver, New Orleans, Bos- 
ton, Minneapolis-St. Paul, St. 
Louis, and Philadelphia. 

The plan provides for six chan- 
nels in Washington, Indianapolis, 
Louisville, Baltimore, Detroit, Kan- 
sas City, Omaha, Cincinnati, Cleve- 


land, Portland, Ore., Pittsburgh, 
ee 
or aN : 


Memphis, Nashville, Dallas, El 
Paso, Houston, San Antonio, Salt 
Lake City, Seattle, and Milwaukee. 
In addition, there will be five 
channels in Birmingham, Little 
Rock, Fresno, Sacramento, Pueblo, 
Jacksonville, Atlanta, Champaign- 
Urbana, Davenport-Rock Island- 
Moline, Des Moines, Duluth-Su- 
perior, Rochester, Columbus, O., 
Oklahoma City, Tulsa, Chattanoo- 
ga, Lubbock and Norfolk-Ports- 
mouth-Newport News. 


@ The commission assigned four 
channels to the following areas, 
reserving one for non-commercial 
educational stations in each in- 
stance: Mobile, Montgomery, Phoe- 
nix, Tucson, San Jose, Colorado 
Springs, Orlando, Pensacola, Tam- 
pa-St. Petersburg, West Palm 
Beach, Peoria, Evansville, Cedar} 
Rapids, Sioux City, Wichita, Baton} 
Rouge, Portland, Me., Flint, Sault 
Ste. Marie, Jackson, Miss., Spring- 
field, Mo., Butte, Lincoln, Reno, 
Albuquerque, Albany-Troy-Sche- 
nectady, Buffalo-Niagara Falls, 
Charlotte, Bismarck, Fargo, Day- 
ton, Eugene, Ore., Erie, Providence, 
Columbia, Sioux Falls, S. D.,| 
Knoxville, Amarillo, Austin, Beau- 
mont-Port Arthur, Corpus Christi, 
Fort Worth, Galveston, San Ange- 
lo, Wichita Falls, Richmond, Taco- 
ma, and Madison. 


79 communities have 
three assignments. In most in- 
stances, one of the three has been 
earmarked for non-commercial 
use, 

A tendency to reexamine the 
whole problem of the freeze devel- 
oped in the industry because of the 
stinging dissent filed by Commis- 
sioner Robert F. Jones. Jones ac- 
cused the commission of succumb- 
ing to “paralysis of analysis,” and 
he warned that the plan gives big 
advantages to larger cities at the 
expense of smaller cities. 

He charged that the arbitrary 
mileage separations used in laying 
out the plan “are not based upon 
engineering principles at all” and 
that the plan is “an inefficient use 
of our valuable spectrum space.” 


® In addition, 


Curtis Magazines’ 
Sales, Circulations 
Gain in lst Quarter 


PHILADELPHIA, April 16—Total 
advertising revenue for Curtis 
publications during the first quar- 
ter of 1952 will be higher than for 
the same period of last year. 

Except for Country Gentleman, 
circulation figures during this 
period also will be higher, R. E. 
MacNeal, president of Curtis Pub- 
lishing Co., told the annual stock- 
holders meeting today in the Cur- 
tis Bldg. 

He made the statement in reply 
to criticism from minority stock- 
holders that Curtis publications in 
1951 fared rather badly in com- 
parison with competitive journals. 


@ All seven directors of the cor- 
poration were reelected. Also ap- 
proved was an amendment to the 


| by-laws classifying and staggering 


the directors for three years, two 
years and one year. In addition, 
the board was increased to nine 
members, the additional two to be 


| elected in 1953. 


Reason for the classification, ac- 
cording to management, is to as- 
sure that a majority of the board 
will always be experienced in com- 
pany problems and policies. , 
Cadie Appoints Burgess 

Cadie Chemical Products Inc., 
New York, has shifted its account 
from C. L. Miller Co. to Will Bur- 
gess & Co., New York. Its largest 
campaign has opened, including 
one to three ads per issue in Bet- 
ter Homes & Gardens, Better Liv- 
ing, Family Circle, Good House- 
keeping, Household, Life, Metro- 
politan Group, This Week Maga- 
zine and business publications. 


WINNERS—Bandleader Fred Waring (left) and Andrew Heiskell (right), publisher of 
Life, hold trophies presented them by B. G. Davis, president of Ziff-Davis Publishing 
Co. The awards were given at Photography magazine crystal jubilee luncheon in 
Waring was cited for excellence in photographic effects on his 
CBS-TV show. Life's award was for setting new standards in photo journalism. 


New York. Mr. 


National Nielsen-Ratings of Top Radio Shows 
Week of March 2-8, 1952 
All figures copyright by A. C. Nielsen Co. 


on HOMES CURRENT 
ANK PROGRAMS (000) RATING 
os wane ONCE-A-WEEK AVERAGE FOR ALL PROGRAMS) 3,167) (7.4) 
Amos 'n’ Andy (Rexall, CBS) 7,533 17.6 
> dack Benny (American Tobacco, CBS) 7.062 16. 
3 Lux Radio Theater (Lever Bros. CBS) ... 6.762 15.8 
4 Charlie McCarthy Show (Coca-Cola, CBS) 6.163 144 
5 Our Miss Brooks (Colgate. CBS) 5.222 12.2 
6 People Are Funny (Mars. CBS) 5.222 12.2 
7 Dragnet (Liggett & Myers. NBC) 050 118 
8 Fibber McGee & Molly (Pet Milk. NBC) 4,879 114 
9 Philip Morris Playhouse (CBS) 4.665 10.9 
10 You Bet Your Life (DeSoto-Plymouth, NBC) 4,622 10.8 
—. Se, \ aetepsens FOR ALL PROGRAMS) (1,969) (4.6) 
Beulah (P&G, ; 3,124 7.3 
One Man's emily’ (Miles Labs. NBC) 2,996 7.0 
Lone Ranger (General Mills, ABC) 2,868 6.7 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,140) (5.0) 
1 Romance of Helen Trent (Whitehall, CBS) . 3.809 8.9 
2 Our Gal, Sunday (Whitehall. CBS) 3.724 8.7 
3 Ma Perkins (P&G. CBS) 3,552 8.3 
4 Big Sister (P&G. CBS) 3.552 8.3 
5 Aunt Jenny (Lever Bros. CBS) 3,510 8.2 
6 Wendy Warren and the News (General Foods, CBS) 3,424 8.0 
7 Guiding Light (P&G. CBS) 3.338 78 
8 Perry Mason (P&G. CBS) 3.124 7.3 
9 Pepper Young's Family (P&G. NBC) 3.082 7.2 
10 Arthur Godfrey (Liggett & Myers, CBS) 3,082 7.2 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,370) (3.2) 
1 True Detective Mysteries (Williamson, MBS) 3,167 7 
2 The Shadow (Wildroot. MBS) o- 2.525 5. 
3 Martin Kane, Private Eye (U. S. Tobacco, CBS) 2,311 5.4 
ars SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,541) (3.6) 
Theater of Today (Armstrong, CBS) 2.868 6.7 
> It Happens Every Day (Toni Co., CBS) 2,611 6.1 
3 Grand Central Station (Toni Co., CBS) 2.568 6.0 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending March 22, 1952 
All tigures copyright by A. C. Nielsen Co. 


Total Homes Reached 


| and an increase of 1.7% 


| all daily 


Rank rocram (000) Program Popularity*® Rating 
1 I Love Lucy (Philip Morris. CBS) 9.561 Rank rogram (%) 
2 Texaco Star Theater (NBC) 094; 1 I Love Lucy (Philip Morris, CBS) 59.1 
3 Red Skelton (P&G, NBC) 8.059 | Arthur Godfrey's Scouts (Lever- 
a Colgate Comedy Hour (NBC) 7.542 Lipton, CBS) 57.9 
5 You Bet Your Life (DeSoto-Ply- 3 Red Skelton (P&G. NBC) 51.5 

mouth, NBC) 7,345 4 Texaco Star Theater (NBC) 50. 
6 Your Show of Shows (Reynolds 5 Colgate Comedy Hour (NBC) 47.6 

Tobacco. NBC) . 229 6 Your Show of Shows (Reynolds 
7 Fireside Theater (P&G. NBC) 7.213 Tobacco, NBC) 46.2 
8 Arthur Godfrey & Friends (Liggett 7 You Bet Your Life (DeSoto-Ply- 

& Myers, CBS) 6.582 mouth C) 45.7 
9 Your Show of Shows (Particip 8 Arthur Godfrey & Friends (Liggett 

NBC) 6.503 & Myers, CBS) 448 
10 Philco TV Playhouse (NBC) 643% 9 Fireside Theater (P&G, NBC) 44.7 

10 Mama (Maxwell House, CBS) 43.5 
*Per cent of homes reached in areas where program was telecast 
. 
Pulse Network TV Ratings 
In 21 Markets, March 1-7, 1952 
ONCE-A-WEEK SHOWS 
President Truman (ABC. CBS, MBC) 40.6 Groucho Marx (DeSoto-Plymouth, NBC) 32.6 
Texaco Star Theater (NBC) 40.4 Godfrey & His Friends (Chesterfield, Toni 
Godfrey's Talent Scouts (Lipton. CBS) 38.1 Pillsbury, CBS) 318 
Show of Shows (Several sponsors, NBC) 36.9 Fireside Theater (P&G. NBC) 31.7 
1 Love Lucy (Philip Morris, CBS) 36.8 TV Playhouse (Goodyear, NBC) 30.4 
Red Skelton (P&G, NBC) 36.5 
MULTI-WEEKLY SHOWS 

Howdy Doody (Several sponsors. NBC) 16.2 Kukla, Fran & Ollie (National Biscuit | 
Kate Smith (Several sponsors, NBC) 141 RCA. NBC) 112 
Camel News (NBC) 13.6 Those Two (P&G. NBC) TTTyy 
Perry Como (Chesterfield. CBS) or CBS-TV _ (Oldsmobile, Columbia | 
Dinah Shore (Chevrolet, NBC) Record a Ore 10.7 
The Goldbergs (Rybutal, Ekco, Necchi, NBC). is Stork Club (Fatima, CBS) peas vo 


CBS Appoints Seehafer 


Gene F. Seehafer, formerly as- 
sistant professor of journalism at 
the University of Minnesota, Min- 
neapolis, has been appointed mar- 
ket research counsel in Chicago for 
Columbia Broadcasting System. 


Foote to Leave Beech-Nut 


Ralph Foote, advertising mana- 
ger of Beech-Nut Packing Co., 


Canajoharie, N. Y., for the past 23 
years, will retire on July 1. He will 
be retained by the company as an 
advertising consultant. Mr. Foote’s 
successor will be announced after 
July 1. 


McQuillan Joins Orr Agency 
William McQuillan, formerly 
with McCann-Erickson, New York, 
has joined the copy staff of Robert 
W. Orr & Associates, New York. 


91 


ANPA Report Shows 
Use of Newsprint 
Up in Ist Quarter 


New York, April 17—Newsprint 
consumption is climbing again 

For the first quarter of 1952, 
newsprint consumption by news- 
papers reporting to American 
Newspaper Publishers Assn. was 
1,093,203 tons, an increase of 1.6% 
over the first three months of ‘51 
over the 
comparable period of 1950. 

Stocks of newsprint on hand and 
in transit at the end of March were 
42 days’ supply for the average of 
newspapers reporting -to 
ANPA. This is a decrease of six 
days’ supply compared with the 
end of February. There were 35 
days’ supply at the end of March, 
1951. 

Luckily, production of newsprint 
is also up. Canadian mills produced 
53,704 tons more in the first quar- 
ter of 1952 than in the correspond- 
ing period of ‘51, for an increase 
of 4%. Output by U. S. mills was 
19,747 tons, or 7.3% more than in 
the first quarter of last year. The 
total continental increase of 73,451 
tons is 4.5% more for the first 
quarter of '52 than in the compara- 
ble period of °51. 


@ Stocks of newsprint paper at 
the end of March were 166,970 tons 
at Canadian mills, and 8,452 tats 
at U. S. mills, making a combingéd 
total of 175,422 tons compared with 
151,155 tons on Feb. 29 and 151,383 
tons at the end of March, 1951, the 
Newsprint Service Bureau reports. 
Imports of newsprint for the figst 
two months of 1952, according to 
the latest figures available, wefe 
1,862 tons less than for the com- 
parable period last year. Durifig 
the first two months, newspriftt 
imports in '52 totaled 31,511 te 
compared with 33,373 tons in tBe 
similar period of '51, according to 
U. S. Department of Commerée 
figures. The bulk of these ship- 
ments came from Finland, whi@h 
shipped 25,601 tons here in the firgt 
two months of '52 and 25,597 tots 
in the corresponding period of ‘Sl. 


Newsprint Prices 
‘in Hand,’ Arnall 
Assures Newsmen 


WaAsHINGTON, April 16—Price 
Chief Ellis Arnall told the Nation- 
al Press Club today his agency is 
“on the ball” as far as newsprint 
prices are concerned. 

During a luncheon speech, Mr 
Arnall said OPS had obtained as- 
surances that Canadian manufac- 
turers would give ample warning 
before attempting to raise news- 
print prices. At the present time, 
OPS has no indication that news- 
print price increases are coming, 
he said. 

Meanwhile, the International! 
Materials Conference announced 
that no international allocation of 
newsprint appears necessary in 
1952. 


@ The pulp and paper committee 
of the conference said total produc- 
tion available to “free world” na- 
tions is expected to amount to 8,- 
928,000 metric tons. Requirements 


| were estimated at 8,929,000 metric 


tons. The international group said 
its survey confirmed previous in- 


| dications that the tight supply sit- 


uation that existed since 1950 is 
easing. It noted that production 
will be up about 4% in 1953. 
During the past year, the com- 
mittee made four emergency al- 
locations totaling 33,650 metric 
tons to 18 countries. These ton- 
nages were made available from 
supplies which would have gone 
to the U. S. or other major con- 


sumers. In all, the U. S. uses about 
6,000,000 tons of newsprint an- 
nually. 
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Merchandising 
Awards by ABP 
Go to 28 Firms 


(Continued from Page 2) 
dising advertising contest, Mr. 
Griswold stressed the judges’ com- 
ments about the campaigns they 


"test market 
IDEAL FOR 


selected. 
“On at least ten of the prize 
| winners,” he said, “judges said 
+ ” 
No “‘rule of thumb” in their choice was based on copy that 
ROANOKE! | was ‘clear, concise and to the 


point.’ They were influenced fav- 
| orably when the copy ‘talked the 
retailer’s language,’ when it was 
easy to read, when it was infor- 


——» Have you heard about the new 
Roanoke Market Development Pian? 


Now it's gone into effect, this com- 


a 


3 


pact, self-contained trading area ‘ peg = gor mative and helpful, when it made 
has everything it takes to make it pes ag its points through the telling of 
the ideal test market for food store Sawyer, Fer- | actual case histories, and when it 


was logical. 

| “On layout, they preferred cam- 
| paigns whose ads were ‘consistent 
lin appearance.’ The judges wanted 


products 

Isolation? Minimum penetration 
from outside newspapers? “Average 
Joe” people? Roanoke has all these 


$2 
bY . 


things. And more! prema — ‘striking, and 
simple but forceful. 

More—bdecause the new Roanoke xq 0 A N 0 « Fr 

Pian—directed to the food stores ® “On illustrations, they lean 


TIMES AND WORLD-NEWS 
ROANOKE VIRGINIA 


SAWYER * FERGUSON * WALKER CO. 
National Representatives 


* and wholesalers making more than 
70% of the sales in this 16-county 
area —enables you to keep retailers 
better informed and to get greater 
dealer tie-in advertising support 
and co-operation. 


toward art that showed the prod- 
uct ‘graphically,’ pictures that were 
‘eye-catching’ and ‘clever but not 
too tricky,’ and pictures that ‘tied- 
in the feel of the product.’ 

“On the broader aspects,” Mr. | 
Griswold said, “the judges were 


§ = 


|! Phodution Manager has 
AR agent to his home for 
| “CONCENTRATED Stuby” 


| “It was some years ago that I 
requested my subscription to 
' 
| Advertising Age be sent to my home. 
This was done so that it could be given 
| more “concentrated reading.” Each issue | 
contains such a large volume of valuable 
HERSHEL E. HINMAN | 
| information and late news that a hurried . 
ff full Erwin, Wasey & Company, Inc. | 
j "e SCé Ss ‘ 
office scanning does not permit a fu New York 
| coverage of this material. 
“As it is important for me to keep up with the latest 
| 
| developments in the graphic arts field, I even study your | 
| advertisers’ ads for possible innovations. And where can this be done 
| better than in the home away from interruptions.” 


| If you are an “office scanner” of Advertising Age, you can’t 
possibly give it the “concentrated reading” it deserves. The wise way, 
popular with so many of our subscribers, is to have a personal subscription 
to AA sent to your home. The coupon below will bring it to you, plus, 
FREE, a copy of TV & AM DIGEST of 1951, a handbook on 
what happened in broadcasting last year and what may happen in 1952. 


eaee penn nn nn 7 
riRiels 


[) Bill me later 


My check for $3 is enclosed 


| Advertising Age | 
| Dept. A21, 200 E. Illinois St., Chicago, Il. 
) Please enter my l-year subscription to Advertising Age and mail it to 
wil , yam ; my home address. I am to receive FREE a copy of the TV & AM ; 
1951 DIGEST 
hme | | 
’ ‘ | My Name___ ee ——s— | 
f Y 

du reniption | | 
1 Address ee ee 2 ; 

| 
| City — ___.Zone ———- SS —_— ; 


| paign, 
| which commanded respect and in- 
ed| terest, by quality advertising to| 


| assured us that the formula for| GT! : 
»pari stfactiv, = gel Division 7: American Thread Co., New 
preparing effective business paper] york. by J. B. Rundle Inc.. New York: 


Moms ta the Bongo 


JOINT SHORTCAKE PROMOTION—American Dairy Assn. and General Mills have 
scheduled color ads in newspap ppl and commercials on three TV shows 
and one daytime radio show—plus ads in The American Weekly, Life and Parade 
to boost strawberry shortcake this spring. This color spread is scheduled for the 
Metropolitan Group. Campbell-Mithun, Chicago, is the ADA agency and Knox Reeves 
Advertising, Minneapolis, directs the Bisquick campaign. 
impressed by continuity in each ad 
| and between ads in the same cam- 
by dignified presentations 


Division 5: American Viscose Corp., 
New York, by Hirshon-Garfield, New 
York; Cohn-Hall-Marx, division of United 
Merchants & Mfrs. Inc., New York, by 
Ben Sackheim Inc... New York; Owens- 
Corning Fiberglas Corp., Toledo, by Fuller 
. & Smith & Ross, Cleveland 
promote the quality and impor- Division 6: Allen B. DuMont Labora 
tance of products, by logical con- | tories Inc., television receiver division, 
nections between headlines, art| East Paterson, N. J., by Campbell-Ewald 
and copy, and by strong identifica- | rp — a 7c wee 
tion of brand names. | Alley & Richards, Boston; Lewyt Corp.. 
“The judges,” he said, “have re-| vacuum cleaner division, by Hicks & 


advertising has not changed, but Armstrong Cork Co., Lancaster, Pa., Bat- 
should be constantly observed.” ten, Barton, Durstine & Osborn, New 
York; Blousemaker Inc., New York, by 
, Hewitt, Ogilvy, Benson & Mather, New 

®@ Merit award winners and agen-| york 


cies preparing the campaigns in 
each division include: 

Division 1: B. Blumenthal & Co., Le 
Chic division, New York, by Grey Adver- 
tising Agency; Dunbar Furniture Corp., 
Berne, Ind., by Harold J. Siesel Co., New 
York; No-Sag Spring Co., Detroit, by 
Hirshon-Garfield, New York; Robbins 
Mills, New York, by Doyle Dane Bern- 


Glenmore Drives tor Whisky 
Glenmore Distilleries Co., Louis- 
ville, has launched a newspaper 
drive nationally to publicize its 
Old Thompson blended whisky 
Stressing price comparison with 
bach Inc., New York other brands of the same type and 
Division 2: American Pencil Co., Hobo-| Class, ads are headlined: “If the 
ken, N. J., by Doyle Dane Bernbach Inc.;} price of your brand seems out of 
American Seating Co., Grand Rapids, by range, change to Old Thompson 
eee es in aieenin ter uatn tenn th | and keep the change.” D’Arcy Ad- 
Belding. Chicago ~ | vertising Co., St. Louis, is the agen- 
Division 3: Blue Bell Inc., New York, | °° 
by N. W. Ayer & Son, Philadelphia; Gen- | 


eral Electric Co., Telechron department, | 343 
Ashland, Mass., by James Thomas Chirurg West Pacific Agency Moves 
Co., Boston; Libbey Glass division of West Pacific Agency, Seattle, has 


Owens-Illinois Glass Co., Toledo, by J | moved to larger quarters in 
Walter Thompson Co., New York 


Division 4: Bulldog Electric Products 
Co., Detroit, by Brooke, Smith, French & 
Dorrance, Detroit; Hollander, New York, 
by Grey Advertising Agency. New York: 
Sealed Power Corp., Muskegon, Mich., by 
Roche, Williams & Cleary 


the 
Lloyd Bldg. At the same time, the 
agency has added Ron Ballard, for- 
merly with the advertising depart- 
ment of the News, Longview, 
Wash., and most recently in the 
military service, to its staff. 


“couldn't meet 
close deadline 
without your 
type service” 


“Just received another clean, clear 
proof from you in time to meet a 
close deadline. As in many such 
cases, it would have been virtually 
impossible to meet that deadline 
without the prompt and expert help of 
Warwick. In our experience we know 
of few other typographers who pay such 
careful attention to detail, who so 
invariably come through with perfect 
proofs. Warwick's large and adaptable 
type selection has provided our operation 
with much-needed versatility and continues 
to save us immeasurable time and effort. 
Thanks for your continued cooperation!” 


Warwick serves Advertising Agencies, Printers. Artists, and Manufac- 
turers in 24 states and Mexico. If you have a typographical problem 
mail it to us for fast, efficient help. Write for new type specimen book. 


— WARWICK—, 


TYPOGRAPHERS, INC. 


920 Washington Avenue, St. Louis, Missouri 
...eMernight by rail and air from nearly 
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Harold Siesel Isn‘t 


Bigness Happy; 


Started Agency When He Was Jobless 


By CHARLES DOWNES 

New York, April 17—Back in 
1927, because he lacked experience, 
Harold J. Siesel couldn’t get a job 
in the advertising business. So he 
started his own agency, Harold J. 
Siesel Co. 

He got six small accounts the 
first year and netted $4,000. 

Today, with 21 clients, which in- 
clude the agency’s original ac- 
count, Brunovan Inc., furniture 
manufacturer, Siesel Co.’s billings 
are about $1,000,- 
000. 

But Mr. Siesel 
has limited the 
size of his agen- 
cy. He has re- 
fused to take on 
new accounts 
which he felt 
would not fit in- 
to what he be- 
lieves should be 
the pattern of his 


Harold Siesel 


agency’s opera- 
tion. 

“The desire for size is silly,” 
he says. He has always insisted 
on operating “a top-notch small 
agency because that is the only 


way it can be both fun and com- 
fortably profitable.” He is con- 
vinced that there should be time 
for everybody in the agency (there 
are 12 employes) to understand 
the marketing problems of each 
client. 


8 Harold J. Siesel Co. 
and only agency 
his clients have had. 

For example, the 17-year re- 
lationship with John B. Salterini 
Co., manufacturer of wrought iron 
garden furniture, has seen the 


is the first 


that several of, 


business of that company grow 
from a gross volume of $60,000 a 
year to $2,000,000. A major factor 
in this has been the consistent ad- 
vertising that the company has 
done in House Beautiful, House & 
Garden, and the New York Times 
Sunday Magazine. This advertis- 
ing. which has been outstanding 
in the furniture field, has helped 
to make the name Salterini almost 
synonomous with wrought iron 
furniture 


® Similarly, the agency's 16-year 
relationship with Dunbar Furni- 
ture Mfg. Co., Berne, Ind., pro- 
ducer of modern designs, has won 
three advertising awards for that 
client. These were the best in in- 
dustries award given by Direct 
Mail Advertising Assn. in 1948; 
the 100 best ads of the year award 
given in 1950 by Milline Publish- 
ing Co., Chicago, 
of merit presented April 15 by As-| 
sociated Business Publications for! 
outstanding advertising in mer- 
chandising papers for the year 
1951. 

The way Siesel got the Dunbar 
account is both interesting and 
typical. In 1936 Mr. Siesel saw a/| 
small ad in a business paper. He| 
wrote to Dunbar suggesting the 
services of the Siesel agency. In 
reply he was told that the company 
was interested in developing a cat- 
alog rather than in using magazine | 
space. 


® So Mr. Siesel made up a dummy 
catalog for Dunbar and sent it out 
there. The dummy had a novel 
feature, an illustrated index. Dun- 
bar executives liked it. That led) 
to closer relations. 


We know a versatile 


art director 
layout man 


who is ready to make a move. He is looking for 
the right place and opportunity to put his im- 
pressive experience and proved ability to work. 


He has fresh, sound, 


know-how to handle just about any kind of 
advertising art problem you can name 


zine ads, direct mail pieces, window displays. 


package design, house 


and typography. 


His personality, sound planning and extensive 
acquaintance with art studios, free-lance art- 
ists (both in Chicago and New York). 
tographers, printing houses, ete.. 
carrying through the job at hand with dispatch, 
smoothness and satisfaction to all concerned. 


He is no grasshopper. He has been 5 years in 
his present position with a concern whose ad- 


vertising is watched with interest and often 


with envy by 
Before that, he 


everyone 


them overseas. Before and after that hiteh, 24 


vears in art school, 


His salary demands are 
we'd say) for a married man with 2 young- 
sters. If you need this man, we will be glad 
to put you in touch with him. 


Write Box 120, 
200 E. Illinois St.. 


new ideas... 


was 3 years in the 


and the 
maga- 


organ layout, design 


pho- 
add up to 


in the graphic arts. 


2 of 


Navy. 


reasonable (modest, 


Advertising Age. 
Chicago 11, Ill. 


| Siesel 


| another year. 


Hotel Group Urges 


TYPICAL SIESEL COPY—This group of ads are of the type which 


have helped to win friends and influence 


Today the furniture company’s 
catalogs, direct mail and media 
advertising are all handled by the 
Siesel agency. 

Few of the clients that the Sie- 


and an award! sel Co. has added during the years 


have ever left the fold. No new 
business department exists. There 
is no aggressive selling effort. 
Since his first year in business, Mr. 
has acquired new clients 
chiefly through the recommenda- | 
tion of old clients. 


# Shortly after Mr. Siesel opened | 
for business, 25 years ago, he| 
needed an artist. He employed} 
Frieda Wolff. She became his art 
| director. 

The following year she became 
Mrs. Siesel, and an active partner 
in the business until her retire- 
ment two years ago. One son, Al- 
fred, has now entered the busi- 
ness, after graduating from Union 
College. Another son, Daniel, now 
at the same college, is expected to 
follow in his brother’s footsteps in 


Use Sales Tax to 
Promote Arkansas, 


LittLe Rock, April 16—A cam- 
paign to channel funds from the 
2% sales tax collected by hotels 
and motels in this state into ad- 
vertising Arkansas and its tourist 
attractions in national magazines 
was launched last week by mem- 
bers of the Motor Hotel Assn. of 
Arkansas. 

Herbert H. Prioleau of North 
Little Rock, v.p. of the association, 
said the campaign at present will 
be carried on chiefly through re- 
gional governors who will talk the 
campaign up to motel and hotel op- 
erators in their districts through- 
out the state. The operators in turn 
will attempt to persuade state con- 
gressmen from their districts to 
support the program. 


® Ovid Switzer, former state sen- 
ator who was elected president of 
the association at its convention in 
Little Rock last week, will spear- 
head the over-al] campaign and 
work with other association men 
in drawing up literature to be 
used in the drive. 

The tax was originally set up to 
raise funds for Arkansas schools. 

However, Mr. Prioleau said he 
believed the tax, or at least a part 
of it, could be used more equitably 
and to greater advantage in ad- 
vertising tourist attractions in 
Arkansas, and bringing more vaca- 
tion money here from surround- 
ing states. 

He pointed out that the state 
publicity bureau is carrying on 
a limited advertising campaign be- 


cause of a shortage of funds, a 
situation which could be greatly! 
improved by channeling at least 
a part of the hotel and motel tax | 
revenue into the publicity office 
treasury. | 


people for John B. 


Salterini Co., a 17-year client of Harold Siesel; Dunbar Furniture 
Mfg. Co. (16 years), and Ficks Reed Co. 


Young & Rubicam Appoints 
Henderson, Kroll V. P.s 

Frank L. Henderson and Atex- 
ander Kroll have been appointed 
v.p.s of Young & Rubicam, New 
York. 

Mr. Henderson was associated 
with Chrysler Corp. prior to join- 


Alexander Kroll Frank L. Henderson 


ing the agency in 1944 as a mer- 
chandising man. Mr. Kroll joined 
Y&R in 1946 as an account execu- 
tive. Before that, he had served 
four years in the U. S. Navy fol- 
lowing his graduation from Wil- 
liams College. 


Ford Motor Names Moore 

Ford Motor Co., New York, has 
appointed Charles F. Moore Jr. a 
member of the administration com- 
mittee, where he will be in charge 
of all public relations activities of 
the company. Mr. Moore was form- 
erly a partner in Earl Newsom & 
Co., and prior to that, executive 
assistant to Robert F. Bradford, 
governor of Massachusetts. 


Hagedorn Promoted to S. M. 
Alwin J. E. Hagedorn, with the 
company in a sales capacity sine 
December, 1950, has been promoted 
to sales manager of General Abra 
sive Co., Niagara Falls, N. Y. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, a. addressing or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, charges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5 
(Now in our 23rd successful year.) 
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= Central New York is a stable, Pee ae - 
an industrial center, agricultural center, distribu- 

i tion center. It is a big-spending market, all year | 
— eee comes round, as is proved by booming department store 
sales. To reach it, do what the on-the-spot adver- 
tisers do—put your sales story on WSYR. 
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Martinez Heads Agency PR 
Francis X. Martinez has 


Albert Frank-Guenther Law 


CHARLESTON 


Charleston is a market with 
extra money to spend — 
$65,000,000 still here after 
all retail sales—and extra 
people moving in every day, 
into the fastest growing 


county in South Carolina. 


“CHARLESTON AREA'S 


ONLY COMPLETE COVERAGE 


immediate 
adjustment 


FIRST 


$1,605.00. 


been 
appointed director of public rela- 
tions in the Philadelphia office of Co., 


Birge Co. Names Nelson 


turer. This is a new position 


LEADS SOUTH CAROLINA 
IN SURPLUS EFFECTIVE 
BUYING INCOME OVER 
TOTAL RETAIL SALES! 


REPRESENTED BY 
THE JOHN BUDD CO. 


Paul R. Birge has been appointed 
director of merchandising for Birge 
Buffalo wallpaper manufac- 


urgently 


requested 
for LIMA 


ohio.... 


Revised Census Bureau figures 
for Lima, Ohio, reveal that this fast 
growing market is now classified as 
a ‘‘standard metropolitan area."’ 

Official Census Bureau figures 
for 1950 give this city a population 
of 50,246. 

Other figures show that the Lima 
market is 


in Ohio with a per capita retail sales rating of 


THIRD in Ohio in retail sales per family with a $5,122.00 


average. 


ABC City Zone, 53,651 — City and Retail Trading 


Zones, 182,778. 
This rich market can 
through the Lima News. 


be 


reached entirely 


Daily (ex. Sat.) 33,818 — Sunday, 35,490. 


ABC audit, (Sept. 30, 1951) 


ony LIMA 


NEWS cence 


“DON'T LEAP OVER LIMA” on your next national schedules of 


Standard Metropolitan Areas! 


Represented notionally by 


STORY, BROOKS & FINLEY, INC. 


Ayer Cup Won by 
Small Illinois Daily 
Second Time in Row 


PHILADELPHIA, April 16—For the 
second straight year, the Daily 
News-Tribune of La Salle-Peru- 
Oglesby, Ill., has won the F. Way- 
land Ayer Cup for excellence in 
typography, makeup and press 
work. 

The award was made yesterday 
by judges at the 22nd Annual Ex- 
hibition of Newspaper Typography 
at the Ayer Bldg. here. This marks 
the fourth time that a small-town 


THe fatty) Wes rem Ve 


HST Asks No Cuts in Aid Phan 
r— erences 


am 
ne 


|} newspaper has won the award. 
| Circulation of the News-Tribune is! 
| about 14,000. More than 800 Eng-| 
| lish-language dailies submitted en- 
tries. | 

First honorable mention for} 
newspapers of more than 50,000 
circulation went to the Dayton 
Journal Herald. Second honorable! 
;} mention went to the Los Angeles 
Times, a cup winner in 1937. Third} 
honorable mention went to the! 
| New York Herald Tribune, which| 
holds one leg on the present cup. 
This paper retired the first two 
cups by winning each three times. | 


8 In the 10,000 to 50,000 circulation 
class, first honorable mention was 


won by the Times, Kingsport, 
Tenn.; second, News-Dispatch, 
Michigan City, Ind., and third, 


News, Iron Mountain, Mich. 

In the less than 10,000 circulation | 
group, first honorable mention} 
went to the Daily Independent, | 
Monessen, Pa.; second, Herald,! 
Titusville, Pa., and third to the | 
News, Kingsport, Tenn. } 

The honorable mention for tab-| 
loids regardless of circulation went | 
to Newsday, Hempstead, N. Y. 

Judges were Robert V. Acker- 
man, professor of journalism at 
Columbia University; Howard N 
King, noted typographer, and Al- 
vin Lustig, artist and book design- 
er 


@ The winning newspapers had 
front pages in which various ele- 
ments formed an attractive balance 
and over-all design, the judges 
pointed out 

Nearly all the papers which last- 
ed until the finals kept their head- 
lines within one or two type fam- 
ilies to get a consistent appear- 
ance and to avoid a jumbled, busy 
effect. More photos than ever be- 


fore are being featured on front 
pages, even though several of the 
winning papers did not use Page 1 
pictures. The judges criticized a 
trend to cut down on the space be- 
tween columns. In contrast, sev- 


eral of the well-printed papers in 
' 


each classification dropped column 
rules entirely and let white space 
separate the columns. 


Carroll Switches to B&B 

Arthur Carroll, formerly wit 
Batten, Barton, Durstine & Osborn 
has joined Benton & Bowles, New 
York, as an account executive. 
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Bristol-Myers Joins 
‘Sue Rystan’ Parade 


(Continued from Page 1) 

its exclusive arrangement, no 
other toothpaste company could 
be licensed by Rystan before July 
1. This put Rystan between the 
frying pan and the fire. It was 
charging the new chlorophyll mar- 
keters with patent infringement 
and at the same time was power- 
less to license them, assuming they 
agreed to a license. 

O'Neill Ryan Jr., Rystan presi- 
dent, told AA that he is presently 
negotiating licensing agreements 
with some of the same companies 
who have filed patent invalidation 
suits. 
s On the toothpaste front, Colgate- 
Palmolive-Peet Co. has extended | 
its test area to four new markets—| 
Asheville, N.C., Binghamton, N. Y.,| 
Evansville, Ind., and Wilkes-Barre, | 
Pa, Trade sources believe that the} 
extension is not intended as an 
expansion of the Colgate market 
but because another chlorophyll} 
toothpaste company has managed} 
to confuse some of the present! 
test markets. 

While Colgate remains silent as 
a tomb officially, there are reports | 
that newspapers in this area have 


Colgate chlorophyll advertising 
scheduled within the next three} 
weeks. 


Amm-i-dent, which is now mar-| 
keting Amm-i-dent chiorophyll in 
the New York market (AA, April 
14), will introduce what is re- 
portedly the first chlorophyll tooth 
powder in the wake of the paste.| 


® In launching Ipana ammoniated 
chlorophyll toothpaste in the 
South, Bristol-Myers cut the re- 
tail price from 69¢ to 59¢ for the 
giant size and introduced a 37¢ 
large size. 

Chlorodent toothpaste takes the 
prize this week for unique tie-ups. 
In Wilkes-Barre, Pa., and any 
other places where Lever Bros. Co. 
can make the arrangements, Kres- 
ge’s is running ads offering a Sun- 
beam mixmaster to the person 
guessing the nearest correct num- 
ber of Chlorodent tubes that will 
be sold between now and April 26. 
No purchase is necessary, just the 
contestant’s name and guess on an 
entry blank. 


Other developments in the chlor- 
ophyll pageant: 

Beech Nut Packing Co. is test- 
ing Beech Nut chlorophyll gum in 
Albany, Buffalo, Rochester, Syra- 
cuse and _ surrounding upstate 
areas. Kenyon & Eckhardt is the 
agency. 

Queried in Chicago, William 
Wrigley Jr. Co. said it has no 
plans at present for a similar prod- 
uct. “We've never gone in for medi- 
cinal chewing gums,” Ad Manager 
Henry Webster said 

Iodent Chemical Co., Detroit, 
which has been testing its Chloro 
Plus A in several midwestern cities 
(AA, April 7), is now working on 
a national campaign for the prod- 
uct. Grant Advertising told AA 
the campaign will probably use 
selected metropolitan newspapers, 
magazines and spot radio, but me- 
dia have not yet been chosen. 


® QA Laboratories, Bergen, N. Y.., 
is expected to introduce QA chloro- 
phyll rectal suppositories in a 
score of midwestern and southern 


| markets within the next ten days. 


Newspaper ads up to 1,000 lines 
are scheduled. Winters Associates, 
New York, is the agency. 


Larus & Bro. Co., Richmond, 
which has just bought Lord ciga- 
;rets from Lane Ltd., New York, 


and added it to its tobacco line, 
will soon introduce a second chlor- 
ophyll cigaret, through Warwick & 
Legler. 

Other products in the chlorophyli 
production line include an ash- 
tray with a chlorophyll refill in 
the bottom, maker unknown. 


Bannister to Nancy Sasser 

J. W. (Dutch) Bannister has 
been appointed manager of the 
Chicago office of Nancy Sasser 
Buy-Lines. He has been in the 
publishers’ representative business 
in Los Angeles for the past five 
years, prior to which he was on 
the Chicago advertising staff of 
Capper’s Farmer. 


Gard Switches Agencies 

Gard Industries Inc., Chicago 
manufacturer of a weatherproof- 
ing spray for clothing, has switched 
its advertising from Henri, Hurst 
& McDonald, Chicago, to Ross Roy 
Inc., Chicago. 


WET PROOFS THAT ARE 


GENUINELY WET * 


ba + > 9 Every set of 
plates intended for four 
color wet edition printing is 
\ both flatted and final proofed 


on modern four color 
proofing presses. 


‘wet’ 


i 7, , 
C HYUPOUCIS, Sur. 
Beautiful Color Work + Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 
Telephone STate 2.5367 
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Singer Leaving 
Federal; Agency 
May Close Doors 


(Continued from Page 1) 

This development presumably 
means the end of Federal as an 
active agency. Three top execu- 
tives last week were reported to be 
moving to the New York office of 
D’Arey Advertising Co. Gordon E. 
Hyde, president, Kenneth W. 
Plumb, v.p. and secretary, and 
Douglas Boyd, v.p. and art director, 
are believed to be accompanied in 
the move to D’Arcy by American 
Optical Co. (Sun Glass Division), 
Davol Rubber Co., Gerber Prod- 
ucts Co. and Stromberg-Carlson. 


® Federal, founded in 1909 by Rob- 
ert Tinsman, Carl Kaufman and 
Gene Nixon, had been running 
downhill, billing-wise, since 1949, 
when it reported $10,500,000. The 
following year the figure was off 
$2,000,000 and last year the agen- 
cy billed $6,000,000. 

Federal’s billing of $10,500,000 
in 1949—$2,500,000 better than in 
1948—was good enough to win the 
agency 37th place in AA’s annual 
ranking. Federal got billings in 
1949 on Lever Bros.’ Breeze and 
Harriet Hubbard Ayer, Stromberg- 
Carlson and expansions on such 
accounts Gerber and Durkee 
Food Products. There was a slight 
increase from American Safety 
Razor, and the Pan-American Cof- 
fee Bureau began an announced 
$2,000,000 program. 


as 


s A major setback for the com- 
pany came in 1950, when it lost 
Trommer’s beer, a major account 
for ten years and billing about $1,- 
000,000, the McCall Corp., Lever’s 
Breeze and Harriet Hubbard Ayer, 
and Barbizon Corp. The agency 
shakeup instituted by Schenley 
last summer also was a blow to 
Federal, which had Cream of Ken- 
tucky, some of Gibson and James 
E. Pepper. Another body punch 
was the loss of the Pan-Ameri- 
can Coffee Bureau business. 

But perhaps the major factor in 
Federal’s slide was its lack of an 
aggressive new business policy. 
Another problem was related. Fed- 
eral had a number of food accounts 
which require lots of overhead 
services. The agency found itself 
unable to get sufficient diversifica- 
tion. 


@ Federal, which was started as a 
dry goods agency and gradually 
expanded in a big way in the food 
field, long had a reputation as 
sound and conservative. It prided 
itself on keeping clients and build- 
ing them up. One such was Ger- 
ber, which it grabbed in 1935 when 
it was billing perhaps $25,000. This 
grew to $2,000,000 

The agency, whose slogan— 
created by Mr. Tinsman—was “the 
interrupting idea,’ was proud too 
of the people who composed it and 
the selling lines it turned out. For 
Van Raalte there was “Because 
She Loves Nice Things,” for D’Or- 
say perfumes “Someone Lovely 
Has Just Passed By.” Later, there 
was “Five O’Clock Shadow” for 
Gem, and “Try Something Light” 
for Trommer. 


@ Its people were noteworthy: 
Henry Eckhardt, who later helped 
launch Kenyon & Eckhardt; the 
late Guy Gilpatric was a copy 
chief; another budding writer was 
James Warner Bellah, who came 
to Federal as a cub copywriter out 
of Columbia; John Lee Mahan, J. 
J. Giesinger and Milton Goodman. 

Some of the outstanding accounts 
once handled by these men in- 
clude Log Cabin syrup, Nucoa 
butter, Rural Baking Co., Philip 
Morris—for which it created the 
“Call”—Barking Dog tobacco, 
Sinclair Oil, Dunhill cigarets and 
part of National Biscuit. 


Last Minute News Flashes 


‘American's’ Doty Joins Knapp Foundatic 
New York, April 18—Oliver W. Doty, with American Magazine 30 
years, has been named senior advertising consultant ari director of 


Knapp Foundation of New York, which was founded in 1 23 by Joseph 
P. Knapp, former board chairman of Crowell-Collier F .blishing Co. 
Emory R. Chenoweth, formerly with American’s sales s' iff, has been 


named national advertising manager to succeed Mr. D« 


Chicago Title & Trust, Club Aluminum to buchen 

Cuicaco, April 18—The Buchen Co. added Chicago “itle & Trust 
Co. and Club Aluminum Products Co. to its list of accou'its this week. 
Earle Ludgin & Co. formerly handled the trust company ‘ccount, while 
Leo Burnett Co. was agency for Club Aluminum. Buciien also will 
handle advertising for Club Aluminum’s Inland Glass Works division, 
and for the company’s recently acquired subsidiary, Sinimons Slicing 
Knife Co., Evanston. 


Magazine Ads in French Used by Tampax | 

New York, April 18—Current issues of Harper’s Bazaar and Vogue | 
carry half-page ads in French for Tampax Inc., which Ellery W. Mann} 
Jr., advertising manager of the company, says were used as experiments | 
to attract attention of fashion sophisticates. Both magazines report this 
is the first time they have carried ads in a foreign language. Headed 
“Mon secret sera le votre” [My secret will be yours], the ads in both 
publications, neither of which is to be repeated in French, have drawn 
considerable comment both in the fashion and agency fields. McCann- 
Erickson is the agency. 


Six Join Advertising Research Foundation 

New York, April 18—Six new subscribers have joined Advertising 
Research Foundation. Two are advertisers: Esso Standard Oil Co. and 
International Business Machines Corp. Two are agencies: Anderson & 
Cairns and Marschalk & Pratt. Two are media: Crowell-Collier Publish- 
ing Co. and Family Circle. This brings the total number of participating | 
subscribers to 130 companies. | 


Realemon Signs Godfrey: Other Late News 


e Puritan Co. of America, Chicago, producer of Realemon brand) 
lemon juice and other food products, will take over the 15-minute) 
10 a.m., EST, segment of the Arthur Godfrey show over 177 CBS sta-'! 
tions, effective May 5. The agency is Schwimmer & Scott, Chicago. | 
Puritan replaces Ovaltine. The time will be split, as in the past, with 
Toni, on an alternate-day basis. 


e Lever Bros. Co.’s new all-purpose Breeze, now being introduced 
with a free facecloth or dishcloth in the package, will be in national 
distribution by June. Markets scheduled to bring out the detergent the 
first week in May include Baltimore, New Jersey, New York state, 
Stamford, Southern California, Washington and Wilmington. Batten, 
Barton, Durstine & Osborn is the agency. 


e Richard Werden, formerly with Benton & Bowles, has joined Hewitt, 
Ogilvy, Benson & Mather as a space buyer. 


e@ Conover-Mast Publications broke half-page ads April 18 in the 
New York Times and Washington Post denouncing the seizure of the 
steel industry by the President and government by executive order. 
No new ads are planned. Hazard Advertising Co. is the agency. 


e Processing of applications for radio station permits in communities 
now having AM stations will probably halt soon. The Federal Com- 
munications Commission said Friday that, for lack of an adequate staff, 
it will probably give priority hereafter to applications from communi- 
ties without AM stations. 


e The Federal Communications Commission has renewed the license 
of WJZ-TV, New York ABC outlet, after refusing to do so last Febru- 
ary because the station was broadcasting racing news (AA, March 3). 
The station has stopped carrying information on the horses. Similar 
pleas have also been filed by two other TV stations and 12 AM stations 
under fire from FCC for the same reason. 


e H. B. (Hal) Rorke, for the past seven years radio and ieeitidedl 
director of J. Walter Thompson Co. in Chicago, has resigned to return 
to Hollywood, Cal., his home. The resignation date is set tentatively 
for July 1. Before coming to Chicago after serving as a public relations 
officer for the Air Force, Mr. Rorke had spent six years as publicity 
director for CBS’ Pacific network in Hollywood. 


when Procter & Gamble (Compton 
Advertising) decided to bow out at| 
the end of the current cycle. | 

At ABC-TV, Old Gold (Lennen| 
& Mitchell) has dropped “Stop the| 


Several Sponsors 
Retrench on TV 


New York, April 18—Several 


| built 


advertisers this week were in the 


midst of tightening their televi- 
sion purse strings. 
Texas Co. (Kudner Agency), 


which has been carrying the high- 
rated, high-budgeted “Texaco Star 
Theater” every week—except for 
the hiatus season—expects to cut 
back the schedule to three weeks 
out of four when Milton Berle 
starts the 1952 fall season. NBC- 
TV will have the Tuesday 6 p.m., 
EST, spot to sell to another ad- 
vertiser on the fourth week. | 

At the same network, Manhattan 
Soap Co. (Scheideler, Beck & Wer- 
ner) dropping out as every- 
other-week sponsor of “One Man’s 
Family.’ Miles Laboratories con- 
tinues as alternate-week backer 
of the drama. 


is 


s The “Garry Moore Show” (CBS- 
TV) lost one of its eight sponsors 


Music” Thursdays (8:30 to 9 p.m.,| 
EST) in favor of a less expensive | 
package, “Chance of a Lifetime”| 
with Dennis James, starting May | 
8. | 


Mennen Appoints Managers | 

The Mennen Co., Newark, has} 
set up a new product manager, 
system in order to handle its in- 
creasing volume of advertising 
and sales promotion. Alan B. 
Cowley, formerly assistant ad 
manager, will be product mana- 
ger on the baby line and for Quin- 
sana. William Farnsworth Fowle, | 
previously with Vick Chemical Co., 
will be product manager on the 
men’s line. Both will work under 
Leonard V. Colson, who has been 
Mennen advertising manager since 
January, 1951. Grey Advertising 
handles the baby line and Quin- 
sana; Kenyon & Eckhardt has the 
men’s line. 


wr 
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ACCIDENTAL—The Philadelphia Inquirer 
on April 8 ron the Rival dog food ad 
this way over Horn & Hardart’s copy, 
making the two look like a rather un- 
appetizing single ad. 


N & HARDART 


AUTOMATS + RESTAURANTS 


_ 


Individuals Saved 
$13 Billion Last 
Year, SEC Says 


WasHINGTON, April 17—The Se- 
curities & Exchange Commission 
reported today that individuals 
stashed away $13 billion of liquid 


| assets in 1951. 


It was by far the biggest savings 
year since the end of World War 
II, with three-quarters of the sav- 
ings occurring during the last six 
months of the year. 

With the pre-1951 savings added 
in, consumers entered 1952 with a 
backlog of $340 billion of liquid 
assets, not counting their holdings 
of corporate securities, the SEC 
said. Individual debt totaled only 
$61 billion. 

As disposable personal income 
rose in 1951, SEC said, individuals 
up their rate of savings 
to prewar levels. In previous post- 
war years, rates of savings had 
lagged below the prewar rates 


@ The most spectacular savings 
gains were in currency and bank 
deposits. Here the increase 
amounted to $5.8 billion, compared 
with $4.2 billion in 1950 and a de- 
crease of $1.3 billion in 1949. 

Net purchases of corporate se- 
curities were higher than any 
year since 1929, as individuals took 
up the substantial volume of se- 
curities marketed by corporations 
to finance record expenditures for 
new plant and equipment. Individ- 
uals bought more than three- 
fourths of the stock offerings for 
a total investment of $2.2 billion. 

In contrast to heavier invest- 
ment in corporate securities, in- 
dividual holdings of U. S. savings 
bonds dropped by $400,000,000, 


| and other U.S. bonds by $300,000,- 


000. For the first time since their 
issuance, redemption of E and F 
bonds exceeded purchases. 


@ The breakdown of total individ- 
ual holdings of liquid assets at the 
beginning of 1952 was, in billions: 


Savings deposits in banks 
Deposits in savings and loan 


associations ..16 
Private insurance ......... 67 
Government insurance . . 44 
U. S. savings bonds - 80 
Other U. S. securities ..... | 
State and local government securities .10 

Peewee 340 
Meanwhile, individuals owed: 
Mortgage debt $43 
Consumer debt ..1 

Total 


Individual’s equity (liquid assets 
less debts) totaled $279 billion. 


Appoints Hans J]. Hense 

Hans J. Hense, formerly in 
charge of public relations, techni- 
cal bulletins and promotion mate- 
rial for the American Gas Assn., 
Cleveland, has been appointed 
publication editor and writer in 
the advertising department of Eu- 
= Road Machinery Co., Cleve- 
and. 


AM Spot Medium 
Always Gains, 
Say AM Reps 


| New York, April 18—National 
spot radio is the only national ad- 
vertising medium which has regis- 
| tered continuous gains for the past 
15 years 

This claim is emphasized in a 
National Assn. of Radio & Televi- 
sion Station Representatives’ new 
flip-over presentation unveiled 
here this week. The presentation 
points out that national spot has 
grown from a $13,800,000 business 
in 1935 to an estimated $134,000,000 
in 1951. 

Outlining the reasons for the 
success of selective broadcasting, 
T. F. Flanagan, managing director 
of the association, began with its 
“matchless flexibility.” 


® Use of the medium enables an 
advertiser to take into considera- 
tion differences in marketing con- 
ditions. He mentioned, for ex- 
ample, that business may be brisk 
in some areas, bad in others, use 
may vary, as may ownership of the 
product, and there are seasonal 
factors. 

Spot further enables an adver- 
tiser to make allowance, Mr, Flan« 
agan said, for any number of face 
tors that may affect the sale of his 
product in a particular territory; 
In one area the competition may 
be strong, in another weak. Ang 
advertiser's distribution may be 
better in some sections than if 
others, his salesmen outstanding 
in one city and mediocre in ane 
other. 

And his brand may go well with 
buyers in Milwaukee and poorly 
with those in Columbus, Mr. Flan< 
agan suggested. 


s “For all these reasons, 
nothing like a radio 
being able to select 
stations, programs and time pe< 
riods to suit his own particula® 
needs,’ he continued. 

The head of the representatives” 
group asserted that the “best sta= 
tion in a market may be any one”™ 
—sometimes an affiliate of any 
one of the networks and sometimes 
an independent. He cited several 
cases of established local programs 
that consistently outpull the net- 
work competition. He indicated 
that there are any number of 
other examples that could be 
added, particularly in the news 
show category. 

Continuing the case for spot, 
Mr. Flanagan called attention to 
advertiser acceptance of the me- 
dium. Among sponsors who have 
been using the medium, and one 
or more of the same stations, for 
at least ten years, are Household 
Finance, B. C. Remedy Co., Rapin- 
wax Paper Co., Bulova, Esso, Texas 
Co., Stanback Co., J. A. Folger, 
Carter Products, Dr. Caldwell, Mc- 
Kesson & Robbins, Pe- 
troleum, Plough Inc., Conoco Motor 


there’$ 
advertiser's 
his markets, 


Phillips 


59} Oil, Socony-Vacuum and Colgate. 


® Esso, for example, started in 1935 
with 11 stations in 10 markets and 
by 1951 was using 52 stations in 
49 markets, giving the oil company 
ja total of 905 news broadcasts 
| weekly. 

The importance of spot revenue 
to the whole broadcasting struc- 
| ture was stressed in the presenta- 
tion. It stated that of the total sta- 
tion revenue in 1950, 47.6% came 
from local business, 19.5% for net- 


work and 32.9% from national 
spot. 
George Oswald Goes to K&E 


George Oswald, formerly with 
Cecil & Presbrey, New York, has 
joined Kenyon & Eckhardt, New 
York, as an accouni executive 
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Co-ops’ Annual Sales 
Run in Multi-Billions 


(Continued from Page 1) 
New Deal congressman from Cali- 
fornia 

National Cooperatives actually 
has a smaller volume of busine 
than a number of the 25 regional 
wholesales which operate it. How- 
ever, it the buying of 
these regionals that they 
the benefit of a quantity purchase 
price on such items as tires, bat- 
teries, home and farm appliances 
and building materials 


combine 


SO xet 


NC deals only in items which 
can be used by each member 
group. It has also entered the 


manufacturing field, its subsidi- 
aries including a milking machine 
company in Albert Lea, Minn., a 
chemical products factory in Chi- 
cago and the Cooperative Mills of 
Auburn, Ind 

The co-op trademark and prod- 
uct quality also is protected by NC, 
which is continually changing 
labels. Larry Offenbecker, NC ad- 
vertising director, told AA that 
the organization has thousands of 
patents on file with the govern- 
ment 


® The advertising department 
maintained NC provides just 
about every kind of point of sale 
display in addition to mats and 

It produces catalogs, cal- 
, neon signs and neckties for 
co-op representatives. Recently, it 
developed a co-op standard for the 


2,500 co-op gas stations in the na- 


by 


posters 


endatr 


tion 
Mr. Offenbecker told AA that 
NC's promotion budget is small 
about $25,000 annually. However, 
pointed out that the regional 
groups spend much more for pro- 
motion. NC produces only material 


which is applicable nationally 


Representatives of the regional co- 


ops meet twice a vear with NC di- 
rectors to plan a promotion cam- 
paign 


chain of command culmin- 
ating in National Cooperatives 
runs this way: NC itself is owned 
by 25 regional cooperatives; these 
are in turn 
some 6,000 local co-ops 


® The 


regional associations 
owned by 
which operate more than 7,000 re- 


tail outlets 


The giants in the co-op field are 
the individual regional groups. Or- 
ganized first to make quantity 
purchases for members, the re- 
co-ops have become in- 
creasingly involved in direct pro- 
duction. The co-ops affiliated with 
NC operate more than 180 mills, 
factories, refineries and_ other 
production units. And two-thirds 
of these have been acquired since 
1939 

According to the Co-op League, 
the groups belonging to NC did a 
wholesale business of $349,719,000 
in 1947, a 49% increase over 1946. | 


gional 


During that same year the local 
co-ops did a retail business of 
$922,000,000, a 32° jump over| 
1946 


@ The regional associations have} 
made great strides in oil produc- | 
tion. Consumers Cooperative Assn., 
Kansas City, now owns 900 oil! 
wells, 1,000 miles of pipeline and 
four refineries 

CCA illustrates graphically the 
recent growth of cooperatives Its | 
expansion has been nothing short | 
of phenomenal. Launched in 1929 | 
with seven members and $3,000) 
capital, CCA had invested capital 
of $25,000,000 by 1948. It operates 
in a ten-state area and during the 
past six years its business volume | 
tripled. In 1946, CCA} 
was $26,243,652; in 1948, 
to $54,357,262; last year, 

topped the $70,000,000 


has almost 
volume 
it rose 
business 
mark 

In addition to its petroleum 
operations, CCA has as its wholly 
owned facilities a soybean mill, a 
cannery, a cola bottling plant, a 
printing plant, a feed mill, an al-| 
falfa dehydration plant, two ferti- 
lizer plants and 11 warehouses. 


@ One way in which cooperatives 
have expanded in recent years is 
by pooling their resources to set 
up a production unit. For example, 
in 1943 CCA and four other re- 
gional co-ops combined to form 
the National Cooperative Refinery 
Assn. This association was then 
able to purchase a 17,500 barrel 
refinery of Globe Oil & Refining 
Co. at the reported cost of $5,000,- 
000 
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co-op. 


active in the consumer 


in urban as well as farm areas. 


groups which account for at 


together on the tax question. 


capital to be paid a moderate, 


ples. 


There Are Co-ops...and Co-ops 


What is a cooperative? Defined in general terms, it is a busi- 
ness set up to provide goods and services—at cost—to member 
patrons and others. The member patrons own and control the 


Within this definition come many different types—marketing, 
purchasing, dealer-owned co-ops and also co-ops owned by 
other co-ops. The Associated Press, for instance, is a coopera- 
tively owned non-profit newsgathering agency. 

AA's report on these pages deals primarily with those groups 
cooperative movement 
co-ops which promote a certain set of principles. These co-ops 
are mainly purchasing operations. Their chief aim is to give 
their members a good buy. They work actively to extend co-ops 


® Agricultural marketing cooperatives generally have no con- 
nection with this latter group. The stated aim of consumer co- 
ops is to lower prices; marketing co-ops work to get the highest 
possible price for members’ goods. It is well to remember that 
when “co-op business volume” 
least 60% 
category are large grain and cotton marketers and the powerful 
Sunkist Growers Inc. Some of the marketing co-ops alsc have 
entered the purchasing field. Of course, all the co-ops stand 


The rules which consumer cooperatives follow were formu- 
lated in 1844 by 28 weavers who banded together in Rochdale, 
England. Known as the Rochdale principles, they are 

1. Open membership. No exclusion because of race, creed or 
color, 2. One member, one vote. No voting by proxy. 3. Share 


association to be returned to a member in ratio to his purchases. 
5. Neutrality of the co-op in religion and politics. 6. Trading 
on a cash basis. 7. Education of members in cooperative princi- 


that those 


is, 


is quoted, it is the marketing 
of this figure. In this 


fixed return. 4. Surplus of an 


In 1940, 13 regional co-ops got 
together to create the National 
Farm Machinery Cooperative, 
which now has plants at Bellevue, 
O., and Shelbyville, Ind., produc- 
ing tractors, corn planters, grain 
drills and other farm implements. 
Its business volume in 1949 was 
$19,000,000. 


® Another of the leading regional 
co-ops is the Ohio Farm Bureau 


| Cooperative Assn., which recently 


reported a 1951 dollar volume of 
$59,291,486, a 13% gain over 1950 
and an alltime high. The Ohio co- 
op owns fertilizer plants and three 
insurance companies. Its auto in- 
surance firm is one of the largest 
in the nation. 

Home office of the farm bureau 
insurance companies is an impos- 
ing, $5,C00,000 structure in Colum- 
bus. The building was dedicated 
last year and took second place in 
an “office of the year” poll con- 
ducted by Office Management & 
Equipment. Ironically, the co-op 
building tied with Dun & Brad- 
street’s new office in New York, 
both being runnerups to the United 
Nations’ “house of glass.” 

The insurance companies oper- 
ated by the co-ops are proving to 
be extremely important adjuncts 
because of the financial support 
they can give to new undertakings. 
At the end of 1950, co-op life in- 


surance in force totaled $1 billion. 
Admitted assets of the companies 
amounted to $130,000,000 


@ Farm supply still constitutes the 
heart of the American cooperative 
movement, accounting for more 
than $2 billion of sales annually 
Consumer co-ops owned by urban 
dwellers have been established but 
only a few have been able to 
build up much volume. 

Co-op stores have found a fa- 
vorable environment, however, in 
university communities. Two of 
the most successful are located 
near Harvard University and the 
University of Chicago. 

The nation’s only co-op depart- 
ment store, at Arlington, Va., also 
has prospered. Located just out- 
side of Washington, this store had 
a $1,000,000 year in 1951 and paid 


a patronage dividend of 2.5% on 
all purchases in the last four 


months of the year 


@ The co-op retail business—$1.3 
billion—is still a minute percen- 
tage of the national! total. Busi- 
ness Week recently pointed out 
that A&P volume alone tops the 
total retail business done by co- 
ops. In this respect, American 


consumer co-ops have lagged far 


behind their counterparts in Eu- 
rope 
Labor unions, particularly the 
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“We Like the Idea 
af Credit Unions 


Our I mplovees” 


MAGAZINE COPY—John Holmes, presi- 

dent of Swift & Co., is featured in this 

recent U. S. News & World Report ad by 
the Credit Union National Assn. 


C1lO-United Auto Workers, have 
shown an interest in furthering 
co-ops. A huge co-op shopping 


center, geared to do a yearly busi- 
ness of $2,500,000, was launched 
this month in Akron, O., with the 
backing of the ClO-United Rubber 
Workers and other unions. 


@ A pacemaker in the recent 
growth of co-ops has been the 
credit union. Its services to mem- 
bers include savings accounts and 
low cost loans of all types. 

There are now more than 12,000 
credit unions in the U.S., with 
1,000 of these only a little over a 
year old. Their membership totals 
6,300,000. 

Coordinator of these locai units 
is the Credit Union National Assn. 
at Madison, Wis. Credit union 
members also are offered insur- 
ance through the CUNA affiliate, 
Mutual Insurance Society. 


@ These 1951 vear-end figures give 
a picture of credit union strength: 
Assets—-$1,200,000,000; shares— 
$1,070,000,000; loans to members in 
1951—$780,000,000; dividends paid 
on shares in 1951—$22,000,000. 

Of all the co-op groups, CUNA 
has the most ambitious national 
advertising program. The develop- 
ment of this campaign was de- 
scribed to AA by Howard C., 
Custer, director of publications. 

Mr. Custer said it began in 1946 
when Joseph DeRamus, a director 
of the CUNA insurance affiliate, 
set up a radio advertising group 
along with a special reserve ac- 
count. The first year $10,000 was 
placed in this account and by the 
end of 1950 there was $225,000 in 
the till. 


s With this in hand, the insurance 
society went to J. Walter Thomp- 
son Co. and asked the agency to 
make a preliminary study of the 
types of mass advertising that 
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| 5th Aunual 
MARKET DATA ISSUE 


MAY 12, 1952 


\ With markets on the march. this unique issue gives every ad- 
\ vertising medium a major opportunity for effective promotion: 
\ It digests and catalogs all available media-prepared mar- 
\ ket data, produces over 24.000 requests for it, and is 
referred to for months by market and media execu- 
tives. Be sure YOU are represented with a strong 
selling message. 
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volitd promote credit unions. 

The agency returned with the 
lowing package program which 
vas bought by the insurance so- 
lety 

1. Sponsorship of the Gabriel 
leatter program over the Mutual 
ietwork every Tuesday night for 
ne year. 

2. Sponsorship of the Lorne 
sreene program throughout Can- 
ida once a week for one year. 
Credit union membership in 
‘anada is now above the 1,000,000 
mark.) 

3. Eight full-page advertise- 
ments in Business Week, Nation’s 
Business, Newsweek and U. S. 
News & World Report. 


® Mr. Custer said “the purpose of 
the radio programs is to obtain the 
interest of workers in organizing 
credit unions.” The magazine ads, 
he said, are designed “to encour- 
age employers to receive sympa- 
thetically their employes’ requests 
for cooperation in forming a credit 
union.” 

The cost of this program for one 
year will be $592,000. Mr. Custer 
said the insurance society appro- 
priated $719,000 from its 1951 op- 
erations, which brought the re- 
serve total to $954,000. This will 
carry the campaign half-way 
through 1953 and an appropriation 
from 1952 operations is expected 
to carry it through the year. 


® In 1935, only 11% of the nation’s 
farms had electricity. The rural 
electrification program was started 
that year and today 85% of Amer- 
ican farms have electricity. The 
spark of this movement has been 
co-ops affiliated with the National 
Rural Electric Cooperative Assn. 
The government estimates that 
half of the country’s farm families 
belong to rural electric co-ops. In 
1951, 244,000 farm persons were 
added and the association now 
claims a membership of 3,059,924. 


8 The history of the rural electric 
co-ops has been marked by a 
pitched battle with private power 
companies. 
has been fought out on the floor of 
Congress over the question of loans 
granted by the Rural Electrifica- 
tion Administration. Claude Wick- 
ard, REA administrator, claims the 
electric co-ops have a “fine debt 
repayment record.” He told the 
rural electric convention recently 
that “today loan payments overdue 
more than 30 days amount to only 


Much of this struggle | 
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| MAPS, POSTERS—National Cooperatives 

Inc. designed the new co-op gas station 

standard, shown on new map book at 

left. At right are two posters prepared 
by the Cooperative League. 


about $650,000 or about two-tenths 
of 1% of the amount due.” 

Big business apparently has de- 
cided the electric co-ops are here 
to stay. Appliance firms at least 
are making a determined bid for 
this large market. Companies 
maintaining exhibits at the rural 
electric association convention or 
advertising in electric co-op papers 
include General Electric, Dow 
Chemical Co., Crosley division of 
Avco Mfg. Corp., Frigidaire divi- 
sion of General Motors, Allis- 
Chalmers Mfg. Co., American Tele- 
phone & Telegraph Co., DuPont, 
Motorola _Inc., 
Corp., Reynolds Metals Co., West- 
inghouse, Thompson Chemicals 
Corp. and Graybar Electric Corp. 


s Another venture by co-ops has 
been radio broadcasting. WCFM 
in Washington has been on the air 
since 1948. It is owned by nine 
area co-ops and some 3,000 sub- 
scribers. It features classical music 
and news programs. One of its 
advertised claims is the “avoidance 
of obnoxious and ill-timed com- 
mercials.” 

The Ohio Farm Bureau Insur- 
ance Companies also have as their 
| wholly owned subsidiary the Peo- 
ples Broadcasting Corp., which op- 
erates WRFD, Worthington, O., 
and WOL in Washington. 

Editor’s Note: In a succeeding 
article next week, AA will report 
on the current stage of the fight 
between the co-ops and the Na- 
tional Tax Equality Assn. over tax 
rates. 


Engraving and Electrotyping 
under one roof means 
faster — better 


service for you. 


HA 7-5305 :: 


Glebe Engraving 
and Electrotype Company 
Black and White—4 Color Process 


SO. DEARBORN STREET + CHICAGO 5 
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Co-Op Ad Copy 
Foregoes Most 
Embellishments 


Cuicaco, April 17—What kind of 
| advertising do co-ops go in for? 

Basically, co-op ads are of one 
type—straight product stories with 
| very little embellishment. There 
are no tricky uses of type and 
| pictures. There is a minimum of 
|laudatory adjectives and claims. 
Color is rarely used. 


® Here is an example of a typical 
ad prepared by National Coopera- 


| tives: 
The rapid increase in sales of “no- 
| rubbing” ‘emulsified) floor waxes in re- 


cent years is due very largely to their ease 
| of application, which relieves the house- 
| wife of a good many hours of drudgery 
| However, many of the brands on the 
market have achieved this ease of applica- 
tion at the expense of lowering some of 
the other qualities necessary in a wax 
to achieve maximum floor protection 

There are nine main points the con- 
sumer should look for in a well bal- 
anced wax: ease of application, wear re- 
sistance, water resistance, dirt resistance. 
luster, slip resistance, ease of removal, 
chemical composition and price 

These points are not listed in order of 
importance as they are interdependent and 
the over-emphasis of one must neces-| 
sarily detract from the other points For | 
instance, to make the dried film more) 
wear and dirt resistant will automatically | 
make it more slippery, and to make a film | 
that is exceedingly easy to remove will | 
tend to make it less water resistant, etc. | 

CO-OP Emulsified Floor Wax is for- | 
mulated to give the most satisfactory bal- | 
ance between all of these points. The} 
chemical composition is such that it can- 
not harm any flooring material, including 
rubber and asphalt tile, and the concen- 
tration of wax has remained at the same 
high level so as to give the housewife 
the benefits of high quality and reason- 
able price 


@® This ad would certainly never 
get past an agency copy desk. It is 
long on explanation and short on 
catch-phrases. It requires careful 
reading by a consumer. However, 
these things don’t bother the co- 
ops because they are often operat- 
ing in a non-competitive situation. 
The commodities with a co-op 
label have a pre-sold audience- 
the co-op members. There are very 
few attempts by the co-ops to 
reach the non-member with prod- 
uct advertising. 

The ads are generally run in the 
co-op press and there is a host of 
such publications. Each regional 
wholesaler has a paper and many 
groups within the regional associa- 
tion have papers. Excepting the 
rural electric field, big advertisers 
have not used these media. 


@ With the expansion of their busi- 
ness, cooperatives have become 
more conscious of point of sale. 
National Cooperatives Inc. is now 
supplying retail outlets with every | 
type of display. Of course, co-op 
stores competing in urban centers 
have long realized the need for 
such promotion. An intensive mer- 
chandising program has paid oft | 
handsomely for the Panhandle co- 
op food store in Scottsbluff, Neb. 

This store hit a $1,000,000 vol- 
ume in 1951. Roy Chelf, store 
manager, explains it by saying, | 
“We tried everything in the book | 
| to find the appeal that brings peo- | 
ple into the store.” 


@ Mr. Chelf told AA of the fol- 
lowing promotions run by the store 
during the past year: 

1. A giant cheese weighing 5,000 
pounds was ordered the previous 
year from Kraft. When it arrived, 
the store window had to be re- 
moved to get the cheese inside. The 
city mayor cut the first slice. A 
considerable amount of promotion 
had been run before the cheese’s 
arrival and within two months the 
store sold every pound. 

2. A “Gay '90s” sale in which all 
employes dressed in the period 
clothes. Theme of the advertising 


was: bringing back old time prices. 
3. A drawing for a pure white- 
faced calf. 


® Mr. Chelf said all the promotions 
had giant displays which are never 
left up more than two weeks. 

“We try to keep something going 
all the time,” he added. 

The campaigns were run under 
a total yearly budget of $10,000 
Mr. Chelf said he likes to keep the 
ad expense below 1% of total sales. 

In addition to increasing sales 
by 42% last year, the Panhandle 
store won first place in a merchan- 
dise display contest run by Lever 
Bros. for Rinso. Private stores 
were entered in the competition al- 
so. The Scottsbluff co-op won 
prizes totaling $1,000 and in turn 
started a new promotion giving 
away these prizes. 

Launched five years ago with 800 
members, the store now has a 
membership of 3,000. The popula- 
tion of Scottsbluff is a little over 
13,000. 


‘Supermarket News’ Bows, 
Ads Start in May 12 Issue 

Supermarket News, a weekly 
newspaper for the food industry, 
has made its initial appearance 
(April 12). The newspaper is pub- 
lished by Fairchild Publications 
Inc., New York. Advertising will 
be accepted starting with the May 
12 issue. The basic one-time rate 
is $483.75; subscription price is $1 
per year. 

Robert Stainton, 
for over six years, 
Julian Handler, who has been 
housewares editor of Retailing 
Daily, another Fairchild publica- 
tion, for the past five years, is 
editor. Carl Caldes, formerly with 
Batten, Barton, Durstine & Osborn, 
New York, is advertising space 
sales representative in the New 
York area. 


with Fairchild 
is ad manager 


Washingtor Names Speidel 

Conrad Speidel, formerly edi- 
tor of employe publications for 
Weyerhaeuser Timber Co., Ta- 
coma, has been named public in- 
formation field representative for 
the State of Washington. 
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LPIT DIGEST 
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The MULTI-MILLION 


$ CHURCH MARKET 


Write today for this intimate and revealing profile study (the first of 
its kind)* of the typical American Protestant minister. Whether you're” 


trying to sell books or building eq 
church market you'll spend your a 


uipment to the mulu-million dollar 
dvertising dollar more wisely, more 


resultfully atver you have studied these FIRST FACTS about the typical 


American minister who is the ty 
DIGEST 


. America’s largest exclusively minister's magazine 


pical loyal subscriber to PULPIT™ 
Now © 


offering a new-high circulation guarantee of 22,000 monthly. 


Represented by ALLAN E. SHUBERT CO., 3818 Chestnut St., Phila. 4 


SEND COUPON BELOW TODAY ; 
| PULPIT DIGEST COMPANY ! 
| Great Neck, New York Z 
| Please send me a copy of your FIRST FACTS ; 
©The beginning aad of the American Minister : 
of a continuing Firm Name 5 
study | Your Name—_—____ eT, 
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KBIG will focus 10,000 watts 


Catalina Island. 


engineer. 
Any principal or employee of 


within two weeks after start of 
ties, duplicate prizes award 


KBIG 
6540 Sunset Blvd. 
Hollywood 28, Calif. 


My Estimate is 
NAME 
COMPANY 
ADDRESS 
CITY 


Three $200 Wrist Watches for the Best Answers: 


HOW MANY SQUARE MILES 
WILL KBIG COVER ? 


Simple, quick and easy! Fill in below, and mail to KBIG, your 
estimate of how many square miles of land KBIG will cover 
within its half-millivolt area. Here’s some information to help 
you make the most accurate estimate: 


kilocycles daytime, directing it across the great salt water 
route to Southern California from a triple-tower antenna atop 


We have three beautiful $200 Chronograph wrist watches (or 
if you prefer, 17-jewel ladies’ wrist watches)—- 
those whose estimates come closest to the actual coverage, 
as determined by an independent FCC-approved consulting 


own) and advertisers may enter. Entries must be postmarked 
no later than May 1. Judges decision final. Winner announced 
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Help Build 


Wherever sales and merchandising re 
convey a message, Oxford Papers are 
because experienced buyers of paper } 
of Oxford quality in helping to produc 
promotion material. Your nearest Ox 
of real help in planning your printed 
him in? 


IT PAYS TO ASK FOR — AND USE THESE FINE OXFORE 


COATED PAPERS u. 
Polar Superfine Enamel Ce 
Maineflex Enamel Ce 
Maineflex Enamel Cover Ce 
Maineflex Enamel, Coated One Side w 


Mainefold Enamel 


Mainefold Enamel Cover ¥ 
North Star Dull Enamel bed 
Seal Enamel Er 
Engravatone Coated su 
Coated Publication Text Or 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 
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fa COMPANION 
Editorial 
Content 
Wins 
record tie-ins 


STORES KEY MOST LINAGE TO COMPANION FEATURES 


“Quite a story!” says Gardner’s Champ Humphrey 


In 1951, retailers paid COMPANION the great compliment of 
a record-breaking amount of advertising tying in with edito- 
rial features— 727,265 newspaper lines! 

That's more retail linage by far than was devoted to the 
editorial features of any other woman's service magazine. 


Number of 
Here's the 1951 record: Lines 


Woman’s Home ComPANION..... . 727,265 
eevee rrerererTTT,T. «sd 
Ladies’ Home Journal .......... 32,790 


CoMPANION representative Galen Knickel fills in this great 
story for Champ Humphrey, Media Director of Gardner 


Wome 
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Advertising Company, St. Louis and New York. 


To account for it, look to the CoMPANION’s timely editorial 
policy. So up-to-the-minute are COMPANION features in every 
issue that fast-moving retailers in tough local competition use 
them constantly! 

Can you think of better proof of the alert activity of the 


ComPANION and of the value for advertisers of the 
CoMPaANION’s young, growing, “buy most” audience? 


e\OMPANION 


CURRENT CIRCULATION: MORE THAN 4,300,000 


THE CROWELL-COLLIER PUBLISHING COMPANY—PUBLISHERS OF COLLIER’S, THE AMERICAN MAGAZINE, WOMAN'S HOME COMPANION 
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